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Canada Will Get 
TV in the Fall, 
Advertisers Told 


Toronto, May 2—This city will 
have three hours of television 
daily in late August or early Sep- 
tember. And sponsors will pay 
$1,600 an hour, according to A. D 
Dunton, chairman of the Canadian 
Broadcasting Corp. board of gov- 
ernors. 

Mr. Dunton made this prediction 
at the Assn. of Canadian Advertis- 
ers’ 37th annual meeting here this 
week. 

Montreal! video will also start in 
the fall, he said, but rates there 
will be $500 per hour. Commercial 
rate cards will be ready within the 
next few days 

Mr. Dunton urged advertisers to 
cooperate in promoting television 
production, quality programs, and 
Canadian talent commercially. The 
CBC is almost ready technically, 
and from a staff standpoint it has 
been prepared since the first of 
the year. 

The link from Toronto to Buffale 


will be ready this September, and | 


the Toronto to Montreal service 
should be in operation by the first 
half of 1953. 


@ The schedule of rates is as fol- 
lows: In Toronto, $1,600 per hour, 
$966 per half-hour, and $640 per 
quarter-hour. In Montreal: $500 
per hour, $300 per half-hour. The 
differential in rates is based on the 
fact that there are fewer sets in 
Montreal. 

Rates will be the same regard- 
less of whether film, kinescope or 
live production is involved. Rates 
are based on a different setup here 
than in the U. S. The hourly fee 
will include all basic production 
charges and station time, and 
transmission from Toronto to 

(Continued on Page 8) 


~ RAILWAY AGE 


53 extra ideas 
in Railway Age 
this issue! 


TIMKEN © 


armen ao men 


COVER PLUG—Appeaoring on the cover 
of Railway Age, April 21, this Timken 
Roller Bearing Co. ad gives a plug to 
the 53 ad pages in the magazine, and 
says: “Trade and business publications 
are one of industry's most important 
sources of information.’ Batten, Barton, 
Durstine & Osborn is the agency. 


Outdoor Campaign 
Used by Vaccine 
Producer in Test 


Str. Joseru. Mo., May 2—Outdoor 
posters are being used by Anchor 
Serum Co. this spring in a test 
campaign for pig vaccines. 

Timed to coincide with the 
spring pig crop vaccinating season, 
the campaign is concentrated in 
Iowa, with approximately 185 pos- 
ters to support Anchor dealers. 
The nearest dealer’s name and ad- 
dress appears across the bottom of 
each poster, which pictures a smil- 
ing farmer with a hypodermic 
needle and bottle of serum. The 
theme: “Easy to vaccinate with 
Anchor and Save.” 

Dealers are getting full-color 
lithographed miniatures of the pos- 
ters for window displays. If the 
Iowa test proves successful, Anchor 
plans to expand to other markets. 

R. J. Potts-Calkins & Holden, 
Kansas City, Mo., is the Anchor 
agency. 


It's a Dull Week; the Rumor Mill Has 
Run Down and Luckies Ain't Going Nowhere 


MEMORANDUM 
FROM: John Crichton, Executive 
Editor 
TO: Bob Murray, Managing Editor 
New York, May 1, 1952 

I guess you might say this was a 
dull week in New York. 

At least we didn’t have to check 
American Tobacco Co. to see if it 
is moving the Lucky Strike ac- 
count, something that’s gotten to 
be as regular if not as pleasant as 
payday around here. 

Not one new rumor cropped up 
this week. 

Last week, you'll remember, we 
checked the report that the account 
was going to Leo Burnett Co. It 
isn’t. The week before, it was going 
to McCann-Erickson. We checked. 
It isn't. 


s Just for the record, though, 
here’s what the American Tobacco 
people say about it: 

Albert R. Stevens, Atco’s ad 
manager, is a very patient man. He 
says we're welcome to quote the 
company any time on the fact that 
“there has been no consideration or 


thought of any other agency. We 
are quite happy with BBDO.” 

He admits that the rumors are 
annoying to the company, and em- 
barrassing to its agency. He'd like 
to know who “starts these things.” 

Further, he hasn't even listened 
to other agencies. He says flatly 
that “we have not and don’t intend 
to consult any other agency on 
Lucky Strike.” And he hasn't seen 
any presentations by agencies so- 
liciting the account nor has he 
been approached. 

He amended that a little later: 
“I think some small agency—one 
I'd never heard of—did call us up 
about it.” Nothing ever came of 
that. 


® Then there’s Alfred F. Bowden, 
veteran of the company, a direc- 
tor, assistant to the president, who 
is handling administration while 
President Paul M. Hahn is in Eu- 
rope. Mr. Bowden was equally 
plain spoken. He denied all the 
rumors. 

“No change is contemplated,” 

(Continued on Page 79) 
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THE NATIONAL NEWSPAPER OF MARKETING 


of March 


Chesterfield 
Drops Godfrey, 
Hope & Crosby 


New York. May 2—Three of ra- 
dio’s top entertainers were looking 
for new sponsors this week. 

Two of them—Bing Crosby and 
Bob Hope—are “at liberty” for the 
1952-53 season as a result of ad- 
vertising realignments by Liggett 
& Myers Tobacco Co. (Cunning- 
ham & Walsh), which has stepped 
up radio-TV coverage of baseball 
a great deal this year. The com- 
pany also is dropping half (15 
minutes) of its daily segment of 
the Arthur Godfrey morning show 
on CBS. Judging from Mr. God- 
frey’s past record, this is a vacan- 
cy that won't last long. 

Also in the market for a new 
backer for fall is Edgar Bergen 
(CBS), who is parting company 
with Coca-Cola (D’Arcy Advertis- 
ing Co.) at the end of the current 
cycle. Columbia is pitching Mr. 
Bergen to prospective radio and 
TV buyers. 


8 Coca-Cola is considered to be the 
best bet to take over sponsorship 
of Der Bingle in the fall. The soft 
drink maker, which is being of- 
fered the Crosby show at several 
thousand less than $30,000 weekly 

the 1951-52 talent-production 
budget—presumably would retain 
its present Sunday, 8 p.m., EDT, 
time spot on CBS. So far, Mr. 
Crosby has shown no signs of be- 
ing ready to give TV a try. 

At press time, NBC had not sold 
Bob Hope's radio package to an- 
other advertiser to replace Ches- 
terfield. On television, Mr. Hope 
will continue as one of the net- 
work's rotating comedians, who 
take turns on a couple of shows. 
Next fall Chesterfield reportedly 
will sponsor Dean Martin and Jer- 
ry Lewis on NBC-AM. This $10,000 
program—the budget for the “hot- 
test team in show business”—will 
represent a sizable saving over the 
$25,000 weekly talent figure for 
the Hope broadcast. 

Another of radio’s brightest 

(Continued on Page 79) 


Advertising Age i 


1879. Copyright, 1952. by Advertising Publications, Inc 


May 5, 1952 

Volume 23 * Number 18 

15 Cents a Copy « $3 a Year 
CHICAGO 11 °* Published Weekly at 
200 E. Illinois St. * DE. 7-1336 
NEW YORK 17 

801 Second Ave. * MU 6-8180 


Back-Slapping Gets Lost... 


Peabody Awards Ceremonies Marked 
by Criticisms from Menotti and Others 
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THROW-BACK—To celebrate the 100th 

anniversary of D. Ghirardelli Co., San 

Francisco chocolate maker, Hal Stebbins 

Inc. placed this old fashioned ad in West 

Coast pers. Mr. Stebbins, who has 

directed the “Gear-ar-delly” account for 
35 yeors, wrote the copy. 


Pros and Cons of | 
Freezer-Food Plans 
Get a Noisy Airing 


New York, May 1—Freezer- 
food plans, a menace to some and a | 
bonanza to others, precipitated a 
near brawl at yesterday's monthly 
luncheon of the Eastern Frosted | 
Foods Assn. | 

Tempers flared as a standing-| 
room-only crowd gathered to dis- 
cuss the new merchandising which 
has grown up with the frozen food 
industry. At times, the forum was | 
nothing more than a rapid cross- | 
fire of shouting. | 

The principal protagonists at the | 
start were John Bess, founder of | 
the Freezer Owners Assn., a suc-| 
cessful East Coast food plan, and} 
Ed Wittigschlager, sales manager | 
of Flagstaff Foods. 

Mr. Bess set the tone for what 
was to come by warning frozen} 

(Continued on Page 82) 


Last Minute News Flashes | 


Pepsodent Introduces 43¢ Tube of Chlorodent 


New York, May 2—Pepsodent division of Lever Bros. Co. is intro-| 
ducing a large size 43¢ tube of Chlorodent toothpaste and a 59¢ package 
of Chlorodent toothpowder. Until now, Chlorodent came only in a 69¢ 
giant tube. Current business paper advertising has a statement saying, 


“Surveys show that giant size Chlorodent outsells any size of any other 


toothpaste.” 


Beard Urges Agencies to Correct Abuses 

New York, May 2—Advertising agencies depend too much on media 
to correct abuses in the field of agency recognition. They should be as 
eager as publishers’ groups to stop unethical practices by agencies, ac- 
cording to Wailliam-K. Beard Jr., president of Associated Business Pub- 
lications. Mr. Beard and Vernon Brooks, associate business manager 
of the World-Telegram & Sun, discussed the whys and wherefors of 
agency recognition last night at a meeting of the League of Advertising 


Agencies. 


Eterna Watch Co. Names Abbott Kimball Co. 

New York, May 2—Eterna Watch Co. of America Inc., sole U. S. dis- 
tributor of Eterna-matic watches, has appointed Abbott Kimball Co. 
as its agency. Consumer publications will be used. James P. Sawyer Inc. 


was the previous agency. 


(Additional News Flashes on Page 83) 


New York, May 2—The usual 
sweetness and light, back-slapping 
atmosphere of an awards gather- 
ing was missing yesterday when 
the 12th annual George Foster 
Peabody Awards were presented 
for outstanding radio and TV ac- 
complishments in 1951. 

What’s more, Gian-Carlo Men- 
otti, operatic composer, is probably 
the only person ever to ask an 
audience composed mainly of 
broadcasters, agency men and pub- 
lic relations experts to join him 
in a boycott of products whose ad- 
vertising they find obnoxious. 


s The ire of Mr. Menotti was di- 
rected against television sponsors 
who interrupt the “artistic portion 
of the program” with a commer- 
cial. 

“Television will never achieve 
a high artistic level unless this 
rather barbarian custom is aban- 
doned,” he told the Radio Execu- 
tives Club. He asked listeners to 
protest against the middle com- 
mercial by not buying products 
which use it on their programs. 

Mr. Menotti, who was honored 
for his TV opera, “Amahl and the 
Night Visitors” on NBC, praised 
his own sponsor—Hall Brothers 
Inc.—for not breaking in on the 
program with a sales message. 


® Edward R. Murrow, CBS news- 
man, who won his third award for 
“See It Now” (sponsored by 
Aluminum Co. of America), his 
first video series, warned the video 
industry that it “will be necessary 
(Continued on Page 83) 


Monopoly Charge 
Leveled by FTC at 
Subscription Firms 


WASHINGTON, May 1—The Fed- 
eral Trade Commission charged to- 
day that five companies, doing a 
total business estimated at $3,000,- 
000, are trying to monopolize door- 
to-door solicitation of magazine 
subscriptions. 

The commission said the com- 
panies enter into “no switching” 


|agreements which prevent pub- 


lishers from employing persons 
who have left the employ of the 
five companies, unless these per- 
sons have been “inactive” for a 
stated period, usually a year. 


# The commission said the five 
companies have agreed among 
themselves to stop soliciting maga- 
zine subscriptions for publishers 
who permit solicitations by “ineli- 
gibles.” 

The five companies named in the 
complaint are Union Circulation 
Co. and National Circulating Co., 
both of New York; Periodical Sales 
Co., Chicago (controlled by the 
principal stockholders of National 
Circulating Co.); Publishers, Con- 
tinental Sales Corp., Michigan City, 
Ind.; and Leo E. Light and Roy 
Hodge, trading as National Liter- 
ary Assn., Terre Haute. 
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AA Projects Tax Data to Show 


Total Estimated Ad Volume 


Internal Revenue Figures on Sales, Ad Expense 
for Corporations Projected to All Businesses 


By S.R 


3ERNSTEIN and Bruce M 


BRADWAY 


Advertising is big business. It has increased in volume by about half 
a billion dollars each year since 1945, But it still may be a little smaller, 
in total dollar volume, than estimates of advertising men have shown it 


At any rate, as applied to total 
an almost insignificant fraction of 


sales, advertising expenditures are 


total business—73/100ths of 1% of 


total sales for the year 1948, for example 


In relation to estimated national income, a considerably larger per- 


centage goes into advertiisng—1.94% 


for 1948, for example. But even 


this figure is somewhat lower than the estimates which have been 
quoted in advertising circles for many years. 


® These figures, and a host of other statistical information, have been 


unearthed by ApvVERTISING AGE in 


explorations of data published by 


the Internal Revenue Bureau of the Treasury Department. 


® The basic data appear in “Sta- 
tistics of Income” published by 
the Bureau of Internal Revenue. 
For the years 1945 and 1946, the 
bureau has published, in printed 
form, “Statistics of Income, Part 
2," compiled from corporation in- 
come tax and excess profits tax 
returns, and personal holding com- 
pany returns. These publications, 
present 
what is in effect a consolidated in- 
come tax return for each year for 
all corporations in the U.S. 

They show receipts and expendi- 


Stures, exactly as these items are 
eshown on individual corporate in- 


tax returns. Among other 
things, they show gross sales, gross 
yreceipts from operation, and ad- 
vertising expenditures. Similar in- 
formation is available in mimeo- 


cone 


Sgraphed form for the years 1947 


Banc 1948. 
“i 


It was this information which 
» provided the base for the two 
' full pages of statistics, “Four- 
Year Record of Percentage of 
Saies Spent for Advertising by 
594,243 U.S. Corporations,” 
which appeared last week in 
Advertising Age. 


* ane 


5 
No such authentic figures on the 
Jjactual advertising expenditures of 
So large a segment of American 
Sbusiness have ever been published 
outside of government publica- 
tions, far as ADVERTISING AGE 
has been able to learn. Despite 
careful checking with more than 
two score leading researchers in 
the advertising business, with 
numerous professors, ‘statisticians, 
marketing research authorities and 
others, ADVERTISING AGE was un- 
able to discover a single person 
who had ever heard of the avail- 
ability of these figures 

What we presented last week, 
in a copyrighted table, were the 
gross sales and receipts—and the 
actual advertising expenditures, as 
reported on their income tax re- 
turns—of 594,243 corporations for 
the vear 1948; 551,807 for the year 
1947; 491,152 for the year 1946; 
and 421,125 for the year 1945 
These are all the active corpora- 
tions in existence for each of these 
years, including those with no net 
income for each of the years, as 
well as those Which operated at a 
profit 


so 


® But corporations—important as 
they are—do not represent all U.S 
business. Is there any means of 
projecting sales and advertising in- 
vestment for all business—pro- 
prietorships and partnerships as 
well as corporations? 

The answer is yes. But, as is 
the case with all projections, cer- 
tain empirical decisions have to be 
made. They cannot be bolstered 
with statistical facts. They are the 
result of applying “best judgment” 
to the known facts, and they are, 
therefore, subject—-like all similar 


estimates and projections—to de- 
bate as to the validity of the as- 
sumptions 

Nevertheless, the projections ad- 
vanced here are advanced with 
considerable confidence, principal- 
ly because the base of the projec- 
tions is provided by solid, book- 
keeping figures, not susceptible to 
any guesswork or computation. 


® The figures on advertising for 
corporations, as has been pointed 
out, are available on a straight 
bookkeeping basis for the years 
1945-1948. There are no figures for 
any year on advertising expendi- 
tures of businesses owned by in- 
dividuals or partnerships, since ad- 
vertising does not appear as a sep- 
arate entity on the tax forms which 
these individuals and _ partners 
must file. 

But for the year 1945 “Statistics 
of Income, Part 1,” published by 


the Bureau of Internal Revenue, 
shows approximately the same 
“sales” figures (either total re- 


ceipts or gross receipts from busi- 
ness) as are shown in the corporate 
forms. For the year 1945, income 
tax returns were filed by 5,689,- 
473 businesses run by individuals, 
and by 627,049 partnerships 


® From these totals AA has de- 
ducted 374,812 returns from doc- 
tors, lawyers, dentists, etc., who 
are not ordinarily considered as 
being “in business.’ Together, they 
accounted for $4,048,946,000 in re- 
ceipts in 1945. 

The remaining 5,941,710 tax re- 
turns from  proprietorships and 
partnerships showed gross receipts 
for that year of $122,443,999,000. 
The 421,125 active corporations re- 
porting for the same year had 
$244,030,015,000 in gross sales and 
receipts. Total sales and receipts 
for all businesses for 1945 was 
$366,474,014,000, with corporations 
accounting for 66.6° of the total. 

In the same way, AA combined 
corporate and _ individual and 
partnership sales for various sub- 
divisions of the total. It found that 
e In mining and quarrying, cor- 
porations accounted for 79.7% of 
total sales. 

e In manufacturing, corporations 
accounted for 89.8° of total sales. 
eln public utilities, corporations 
accounted for 91.3% of total sales 
e@ In wholesale and retail trade, 
corporations accounted for 48.5% 
of total sales 

e In the service group, 
tions accounted for 45.3% 
sales. 

e In finance, insurance, real estate, 
etc., corporations accounted for 
75.3% of total receipts 

e@ In the construction field, 

porations accounted for 38.3% 
total sales 

e In agricultural, 

fisheries businesses, 
accounted for 5.4% 


corpora- 
of total 


cor- 


of 


forestry and 
corporations 
of total sales. 


e@ Among miscellaneous businesses, 
corporations accounted for 48% 
of total sales 

ADVERTISING Ace then made the 
empirical decisions necessary to 
project the advertising figures for 
corporations to the business pic- 
ture as a whole. The basic as- 
sumption was this: 


® Generally speaking, corporations 
are not only bigger businesses than 
non-corporate businesses, but they 
are also more likely to be organ- 
ized along lines which make ad- 
vertising important to them. 
Therefore, corporations may be as- 
sumed to spend a larger portion of 


| their sales income on advertising 


than non-corporate business enti- 
ties. 

Acting on this basic assumption, | 
we then made the following arbi- 
trary assumptions 

1. Corporations doing 79.7% of 
the mining and quarrying volume 
account for 90% of the advertising 
dollars spent by this group. 

2. Corporations doing 89.8% 
of the manufacturing volume ac- 
count for 95% of the advertising 
investment by manufacturers. 

3. Corporations doing 91.3% of 
the public utilities volume account 
for 96% of the utility advertising 
dollars. 

4. Corporations doing 48.5% of 
the wholesale and retail trade vol- 
ume account for 75% of the whole- 
sale and retail advertising dollars. 

5. Corporations accounting for 
45.3% of the volume of the serv- 
ice trades account for 66.7% of 
the advertising dollars spent by 
this classification. 

6. Corporations accounting for | 
75.3% of the receipts in finance, | 
insurance, real estate, etc., account 
for 75% of the advertising dollars 
in that classification. 

7. Corporations doing 38.3% of 
the construction volume also ac- 
count for 38% of the advertising 
volume in this classification. 

8. Corporations accounting for 
5.4% of the agricultural, forestry 
and fisheries volume account for 
25% of the advertising volume in 
this segment of business. (2,659,- 
364 of a total of 2,695,364 sole pro- 
prietorship returns in this classi- 
fication were for farmers, who sel- 
dom do any advertising.) 

9. Corpoistions doing 4.8% of 
the sales volume in the miscel- 
laneous category, not allocable to 
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Estimated 

Year Total Sales 
1948 $594,040,036,000 
1947 531,309,783,000 
1946 414,013,090,000 
1945 366,474,014,000* 
Year National Income 
1948 223,466,000,000 
1947 198,688,000,000 
1946 180,286,000,000 
1945 182,691,000,000 


Gross 
Year National Product 
1948 259,071,000,000 
1947 233,264,000,000 
1946 211,110,000,000 
1945 215,210,000,000 


Estimated Percentages of Advertising 


Based on AA Projections 
PERCENTAGE OF ADVERTISING TO TOTAL SALES 


PERCENTAGE OF ADVERTISING TO 
NATIONAL INCOME 


PERCENTAGE OF ADVERTISING TO GROSS 
NATIONAL PRODUCT 


* Actual total. Not an estimate. 


Estimated % Adv. to 
Advertising Est. Sales 
$4,344,297,000 731 
3,849,830,000 -726 
3,083,503,000 -745 
2,448,808,000 668 


Estimated % Adv. 
Advertising to Income 
4,344,297,000 1.94 
3,849,830,000 1.94 
3,083,503,000 1.71 
2,448,808,000 1.34 


Estimated % Adv. 
Advertising to Product 
4,344,297,000 1.68 
3,849,830,000 1.65 
3,083,503,000 1.46 
2,448,808,000 1.14 


| account for 4.8% 


any of the other groups above, also 
of the total ad- 
vertising volume of such _ busi- 
nesses. 

10. The percentage of total vol- 
ume done by corporations, pro- 
prietorships and partnerships in 
each classification did not change 
materially from 1945 to 1948. 


® The assumptions as to the per- 
centage of advertising placed by 
corporations in each business cate- 
gory were made carefully, on the 
basis of considered judgment of the 
varying nature of the business in 
each category. For example, in 


| most categories, the assumption is 


that corporations advertise at 
somewhere near twice the rate 
per dollar of sales as individual 
owners and partnerships. But this 
assumption is dropped in favor of 
a straight one-to-one projection 
for insurance, finance, etc., for 
construction, and for the miscel- 
laneous group, and raised to a 
five-to-one figure in the agricul- 
tural classification. 

Our own belief is that the total 
percentage of advertising volume 
attributed to corporations in all 
categories is modest, and that 
therefore the total advertising fig- 
ure shown in the projections is 


projections are still projections 
based on judgment, and they are 
presented here as “informed 
guesses” rather than facts. 

At any rate, the raw data on 
which the projections are based 
is shown, along with the percentage 
applied to the projections. If any 
reader wants to debate the projec- 
tions, and to make his own alloca- 
tion on the basis of the corporate 
figures—which are facts, not 
guesses—he is welcome to do so. 


|@ To the projections shown in the 
accompanying table, an additional 
sum has been added, again on an 
informed guess basis, to cover two 
| major forms of advertising which 
| would not be covered in the fig- 
ures. One of these is classified ad- 
| vertising, primarily in newspapers, 
| which is placed by individuals to 
|} sell a house, rent an apartment, 
jetc. Our guess—again subject to 
correction—is that about 25% of 
| all classified advertising, in dollar 
volume, may represent such “pri- 
| vate” advertising, and this per- 
centage has been used against esti- 
| mates of total classified volume for 
the years in question. 

| The other sum which has been 
added, again a purely arbitrary 
guess, is for magazine, newspaper 


slightly on the high side. But the) ang periodical direct mail promo- 


dollars contributed during each 


hand, retail and wholesale 


than 30% 


almost 34°: 


Where Corporate Ad Dollars Come From 
Based on Type of Business 


The following, taken from a compilation of corporate income 
tax returns, shows how the proportion of corporate advertising 


segments of business. Note, for example, how manufacturing 
corporations accounted for more than 60% 
dollars spent by corporations in 1945, but in 1948 their share 
had declined to slightly less than 56% of the total. On the other 
trade, which accounted for less 
of all corporate advertising dollars in 
steadily until in 1948 this segment of business accounted for 


Type of Business 1945 1946 1947 1948 
Mining & Quarrying 0.198 0.142 0.147 0.166 
Manufacturing 60.044 56.669 56.860 55.997 
Public Utilities 2.482 2.447 2.396 2.436 
Wholesale and 

Retail Trade 29.747 32.896 32.812 33.795 
Service 3.967 4.094 4.154 3.929 
Finance 2.885 2.985 2.766 2.803 
Construction 0.314 0.393 0.502 0.598 
Agriculture, 

Forestry, Fishing 0.294 0.288 0.279 0.254 
Miscellaneous 0.069 0.086 0.084 0.022 


of the years 1945-1948 by major 


of all advertising 


1945, rose 


Per cent of Total 


tion for subscriptions. This figure 
|has been added because there is 
evidence that circulation promo- 
tion is not considered “advertis- 
ing” by the publications which 
use it, and that it would not ap- 
pear as “advertising” on publica- 
tion tax returns. It is, of course, 
considered “advertising” by direct 
mail people, and makes up a sub- 
stantial part of their total vol- 
ume. 

It should also be pointed out 
that there is no way of knowing 
exactly what is included under the 
“advertising” designation in in- 
dividual corporate income tax re- 
ports. The only thing that can be 
said is that each corporation pre- 
sumably puts under “advertising” 
on its report whatever expendi- 
tures it considers as advertising. 
Perhaps no two corporations in- 
clude exactly the same things un- 
der this designation. 


Why the Figures for Ad 
Expenditures Seem Low 
Presentation of the four-year 
record of corporate advertising ex- 
penditures last week, and partic- 
ularly the breakdowns for types 
of business, undoubtedly shocked 
many advertising people. The 
highest percentage of sales shown 


for any manufacturing group was 
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‘rtising Age, May 5, 1952 : 
. 2 . 4 8 
Estimates of Total Advertising Dollar Volume, 1945- 
Based on Data from Tax Returns of Corporations, 
with Projections for Non-Corporate Businesses 
, 1945 ‘“ 
Corporate Partnership, Total Corporate. Corporate Estimated Estimated 
Sales and Proprietor- Proprietorship, °% Corporate Estimated % Advertising P&P Adv. Total Adv. 
1 Receipts ship Sales PartnershipSales Sales to Corporate Adv. Expenditures Expenditures Expenditures 
(000) (000) (000) Total Sales_ to Total Adv. (000) (000) (000) 
All Industrial Groups $244,030,015 $122,443,999 $366,474,014 66.6°. $1,922,734 $. $- 
Mining and Quarrying 3,788,394 963,110 4,751,504 79.7 90 3,804 423 4,227 
Manufacturing 139,096,100 15,780,482 154,876,582 89.8 95 1,154,492 60.763 1,215,255 
Public Utilities 21,712,398 2,057,962 23,770,360 91.3 96 47,722 1,988 49,710 
Trade 65,741,655 69,711,295 135,452,950 48.5 75 571,952 190,651 762,603 
Service* 5,718,775 6,917,014 12,635,789 45.3 66.7 76,270 38,078 114,348 
Finance, Insurance and 
Real Estate 10,826,774 3,552,405 14,379.179 75.3 75 55,467 18,489 73.956 
Construction 2,871,727 4,630,711 7,502,438 38.3 38 6.044 9,861 15,905 
Agriculture, Forestry 
and Fishery 931,340 16,372,986 17,304,326 5.4 25 5.654 16.962 22.616 
Misc. Businesses 147,813 2,939,859 3,087,672 4.8 4.8 1,329 26,359 27.688 
Total 250,834.976+ 122,925,824} 373,760,800} — — 1,922,734 363,574 2,286,308 | 
Added to compensate for non-business classified advertising and circulation 
promotion not ordinarily classified, for income tax purposes, as advertising.......... 162,500 
TI ae I ives stissncennsniedoarecisecindivecdebiarsrcesinenss 2,448,808 
Ss 1946 NF 1947 —" 1948 . 
Corporate Estimated Estimated Corporate [Estimated Estimated | Corporate Estimated Estimated 
Advertising P&P Adv. Total Adv. Advertising P&P Adv. Total Adv. | Advertising P&P Adv. Total Adv. 
Expenditures Expenditures Expenditures Expenditures Expenditures Expenditures | Expenditures Expenditures Expenditures 
(000) (000) (000) (000) (000) (000) (000) (000) (000) 
All Industrial Groups $2,408,330 $ $ $3,032,245 $ $ $3,465,984 §$ $ 
Mining and Quarrying 3,414 379 3,793 4,448 494 4,942 5.752 639 6,391 
Manufacturing 1,364,776 71,830 1,436,606 1,724,136 90,744 1,814,880 1,940,855 102,150 2,043,005 
Public Utilities 58,937 2.456 61,393 72,653 3,027 75,680 84,419 3,518 87,937 
Trade 792,241 264.080 1,056,321 994,931 331,644 1,326,575 1,171,336 390,445 1,561,781 
Service’ 98,596 49,224 147,820 125,973 62,892 188,865 136,164 67,980 204,144 
Finance, Insurance and 
Real Estate 71,891 23,964 95,855 83,871 27,957 111,828 97,163 32,388 129,551 
Construction 9,462 15,438 24.900 15,234 24,856 40,090 20.741 33,841 54,582 
Agriculture, Forestry 
and Fishery 6.933 20,799 27,732 8,446 25,338 33,784 8.815 26,445 35,260 
Misc. Businesses 2,080 41,253 43,333 2,553 50,633 53,186 739 14,657 15,396 
Total 2,408,330 489,423 2,897,753 3,032,245 617,585 3,649,830 3,465,984 672.063 4,138,047 
Added to compensate for non-business classified and 
circulation mail promotion, as above ..................ccccecece0es eee shee cin aeaeeeses BE: | sesenoGrariaiuitninietinucastae 206,250 
Grand Total, All Advertising .............::::.:ss:sssseeesseeeonen IOS «oi chccctbegeicsenctndenanell ey ee 4,344,297 
*Does not include doctors, dentists and similar professional groups. 
{Discrepancies between these totals and those shown for “All Industrial Groups” 
are due to inclusion in the finance, insurance and real estate classification 
of income from interest, rent, royalties, capital gains, etc., which are in addition 
to sales and receipts. Copyright 1952 by Advertising Publications Inc. 
2.8% in 1948 for chemicals and al-| braces returns from 7,411 corpora-| manufacturers devoting 11.3% of| of them. in the $100,000-$200,000 group, the 


lied products, and 2.9% for this 
same group in 1946. The over-all 
percentage of sales spent for ad- 
vertising by all businesses was 
87/100ths of 1% for 1948, and only 
79/100ths of 1% for 1945. 

This is in direct contrast to pre- 
vious studies which have shown 
certain types of businesses spend- 
ing five to ten times as high a per- 
centage of sales for advertising. 
The principal reason for the dis- 
crepancy is this: 

The Bureau of Internal Revenue 
figures cover a vast total of cor- 
porations; they include all corpora- 
tions, big and little, advertisers 
and non-advertisers alike. Further- 
more, their classification break- 
down is broader than that custom- 
arily used in advertising circles. 


s For example, the chemical and 
allied products group for 1948 pre- 
sumably includes not only chemi- 
cal manufacturers, but also drug 
and toiletry companies. It em- 


tions for the year 1948. Drug and 
toiletries advertisers normally in- 
vest the highest proportion of their 
sales in advertising of any manu- 
facturing group. Important adver- 
tisers in this category may devote 
from 15% to as much as 50% of 
gross sales to advertising. In 1940, 
the Federal Trade Commission re- 
ported that this group of manu- 


facturers devoted just under 14% | 


of sales to advertising. 

But—the FTC figures were 
based on returns from 20 drugs 
and medicines manufacturers. The 
AA figures for the chemical and 
allied products field covered 7,411 
returns. The vast majority must be 
something other than drugs and 
medicine manufacturers, and the 
vast majority must be non-adver- 
tisers, or relatively insignificant 
advertisers. 

The same FTC report showed 
six tobacco products manufacturers 
devoting 8.2% of net sales to ad- 
vertising in 1940 and 10 cigaret 


net sales to advertising. The In- 
ternal Revenue figures show 225 
tobacco manufacturers devoting 
2.5% to advertising in 1948. At 
least 150 of the 225 are probably 
non-advertisers or very minor ad- 
vertisers. 


8 The FTC report also showed 150 
paper and pulp manufacturers de- 
voting 0.79% of sales to advertis- 
ing in 1940. The Internal Revenue 
report covers 2,556 paper and al- 
lied products corporations for 1948, 
and shows them spending only 
0.4% for advertising—about half 
the FTC figure. Again, the answer 
seems to lie clearly in the fact 
that the Internal Revenue figures 
cover all corporations. 

The FTC study was based on a 
total of 2,717 “important manufac- 
turers.” The income tax repcrt is 
based on more than 40 tinr.es as 
many manufacturing corpors‘ions, 
and they are not merely “impor- 
tant” manufacturers—they are all 


The FTC made no study of re- 
tailers, wholesalers or other groups 
outside the manufacturing classi- 
fication. But in January of last’ 
year, ADVERTISING AGE printed an 
interesting tabulation on the per- 
centage of gross sales spent for ad- 
vertising by about 10,000 smaller 
retailers. 

The tabulation was developed 
by Accounting Corp. of America, 
which operates the Mail-Me-Mon- 
day mail order accounting serv- 
ice on a national basis. Their fig- 
ures (for an unreported number 
of establishments) are much closer 
to the Internal Revenue figures 
for similar corporations, The ac- 
counting group, for example, re- 
ported 0.58% of sales for adver- 
tising by combination food stores 
with annual gross of $100,000- 
$200,000; the tax figures show 
0.47% for 1948. For drug stores 
the accounting firm’s figures show 
1.21%, while the tax figure is 
1.32% for 1948. For furniture stores 


accounting firm showed 1.53%, 
while the tax figure for all cor- 
porations in the retail furniture 
and house furnishings classifica- 
tion is almost double—2.97% for 
1948. 


® The wide variation between the 
“average” store and those which 
are held up as models of good op- 
eration is interestingly presented 
in the Accounting Corp. data. It 
reported, for example, that appli- 
ance outlets with sales between 
$50,000 and $100,000 spent an av- 
erage of 1.45% of gross sales for 
advertising, whereas what it des- 
ignated as a “selected, good” op- 
eration grossing $144,000, spent 
4.54% of that figure for adver- 
tising. Similarly, it says, the av- 
erage jewelry store with a gross 
of $30,000 spent 2.61% on adver- 
tising, while a “typically good” 
selected store grossing $144,000, 
spent 5.08% of that figure on ad- 
vertising. 
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* se s H duced-ra Saturday a 9 
‘Times,’ ‘Herald Trib’ Retail Ad Rate Cuts wi\ioy cniice tneir saver- Ag hlights of the Week's News 
Have Other N.Y. Papers Watching Anxiously tisers to switch insertions from the ». 12h annual Peabody Awards were to be handed last week to 10 


higher-price weekday issues. ; 

New York, April 30—Newspa-| when the 32.3¢ figure was set. The (However, it was reported that the networks and stations, and all was set for the nye cheerful core- 
per executives here are closely new 25.08¢ scale was said to give Times considered its 88 additional monies when the invited guest speakers let go with some choice 
watching for the effects of reduc- merchants a 34% reduction on columns to be “mostly new busi- ON Se EP OE EET ey Pee Ce Page 1 
tions of Saturday retail advertis- every retail rate card. ness.”) Godfrey, Hope and Crosby were dropped last week by Chesterfield, 


ing rates instituted by the New Some newspaper executives here Meanwhile, the Daily News said) which is stepping up its sportscasting and next fall may sign Martin 
York Herald Tribune and the see the reductions as attacks on the it would “watch and wait” before 


p< Times whole rate structure and even as it does anything about its own Sat- & Lewis ..... °° -.-.-Page 1 i 
? The Times slice in Saturday re- “dangers to newspapers every- urday retail prices. The Mirror Is BBDO losing San Strike? Well (surprise) it isn’t. Anyway, that’s ‘ 
: tail added about 88 additional col- where.” One advertising official expressed doubt it would take any what Luckies’ execs think, and they ought to know ..........Page } 


umns of retail display in the April told AA that a newspaper lives on action because “our Saturday pa- Using Internal Revenue Bureau data as a base, ADVERTISING AGE last 
26 issue. The issue was 42 pages its average rate and slashes in per carries no retail to speak of; 


- sg week calculated the percentage of corporate sales spent on advertis- 
; D ages 7 > Ss ay ates yould in-/| it’s mostly real estate. 
compared with 32 pages for the Saturday retail rates wou n- it’s m ’ 4 ste | . , ‘ ‘ 
Saturday before the rate drop The evitably bring “a dilution of the } ing during the years 1945-48. This week, AA projects the data to 


paper cut the price on 250,000- basic average rate.” Lemmon Promotes Wyckott cover all U. S. businesses and outlines the factors involved. ...Page 2 
line minimum contracts from 5l¢ E. E. Wyckoff, a member of the Farm marketing co-ops: In a third article on the cooperative marketing 


to 35¢ net per line. This applies @ If the Herald Tribune and Times’ 10." of Lemmon Pharmacal| Structure in the U. S., AA’s Milton Moskowitz describes the activities 


only to space used on Saturdays —_ a cog of the — said Co., Sellersville, Pa., for the past of the major cooperating farm buying and selling groups ... .Page 18 
» by advertisers who use 250,000 or an observer, it means greater Com- six years, has been appointed a| ,, i ae can y 

more lines a year on any weekdays. petition for the Friday afternoon y.p. of the company. N.Y. Post writer blasts ANPA for off-the-record sessions ....Page 24 
i papers—the Journal-American, How would you like to leave the Big City and start your own little 


s The Herald Tribune now has re- Post and World-Telegram. He said Kiersh Appointed Ad Manager agency in a small town? R. L. Lenhart did this four years ago. Now, 
duced its Saturday retail price on the rate reductions would mean the Steemes Miersh fermedty with back in New York, he has some interesting things to say about the 


a 500.000-line minimum contracts Friday afternoon papers might lose J. W. Mays Inc, Brooklyn, has ie ieee ‘Page 40 
from 32.3¢ per line to 25.08¢. It advertising they would otherwise |} cen appointed sales promotion| pice sadhtenete sanee Cin niga cihciaiet intel Seale “ines, ai 
was the second reduction on Sat- carry. and advertising manager of Stam- ; : 
urday advertising since Jan. 1, It was also suggested that the| ford Department Store, Stamford than they used to be, as AA’s reporters found in studying after-mid- 


night radio programs in six cities across the nation..........Page 48 
Three Dartmouth graduates a few years ago bought a little company in 
a young industry. It was Tore Mfg. Co., the power mower maker. 


By now they’ve built it into a tender in this fast-growing field and 
Your Letterhead 1S PART OF YOUR yee | ay age | 


will invest $300,000 in advertising this year to make it even 


RI a3 dev. sa bade hoe Op osoidnat re ; bbe KES wwe Page 64 
SA LE _ PROM OTIi oO N PROGRAM Market R ch Question Box: Try your hand at the first of a series of 
tests for admen worked out by Biow’s E. L. Deckinger ...... Page 73 


There have been some changes in Texaco’s advertising since it went 
into business 50 years ago. AA presents some of Texaco’s typical ads 
used at various times since 1911, on . 

Bert Stolpe of the Des Moines Register and Tribune tells the story of 
the Sunday Register’s highly successful, two-year-old mail order 
ME ata uaa tho dhe << Gia ee ae ae od Oa Oe dae eae Page 80 

Fourteen years and $4,6 650,000 in space costs later, Wilson & Co. has 
retired its “Wilson’s Weekly Bulletin,” a pioneer recipe ad col- 


IT SUPPORTS YOUR WRITTEN SALES ARGUMENTS 
What you say in a sales 
letter should be visibly sup- 
ported by the quality and 
responsibility expressed by 


your letterhead. | Re ere a en Ae ae ne ee Fee cestabara Beare Page 83 
: REGULAR FEATURES 

oreem oaee eome Advertising Market Place ... .68 Information for Advertisers . .68 

| Along Media Path ... .. 62 Mail Order Clinic ............ 74 

IT BACKS UP YOUR SALESMEN Successful sell- Chain Store Sales ..... . 85 Obituaries ......... eee san 42 

ing often depends upon de- Coming Conventions ........52 Photographic Review ........ 70 

tails of personal impression, Creative Man’s Corner ..... 74 Production Tips ......... ne 

including the impression Department Store Sales ... 78 Reaugh Preefs ............... 12 

made by your letterhead in Editorials .......... ; 12 Salesense in Advertising ....73 

sales correspondence. Employe Communications 75 Test Stage Ads ...... +o. 

Eye and Ear Department... 75 This Week in Washington .... 66 

oa | Getting Personal ........ ..16 Voice of the Advertiser ....... 54 

oa Schoettle Co. to Gelula sociates, Philadelphia, to direct its 


IT REPRESENTS YOUR COMPANY Your letter- 
head identifies your com- 
pany, not only by name and 
address, but also by visible 
quality, taste, and style. 


Edwin J. Schoettle, Philadel- advertising. Food, drug and con- 
phia maker of folding boxes, has fectionery publications wiill be 
appointed Abner J. Gelula & As- used. 


GREAT MOTION PICTURES ARE PROCESSED BY PATHE 


To learn what types of letterhead have the Producer Edmund Grainger say 


strongest sales appeal in various industries 
and professions throughout America, Neenah ‘4 : iii 
made a nationwide Letterhead Test. Thou- My pictures must be 


sands of executives and professional men 


read The Psychology of Business Impression perfect. I insist upon labora- 
and studied the Test Kit of 24 basic letter- 

as ‘ ad 799 
head treatments contained in this portfolio tory evork by Pathe. 
Then they registered their preferences on 
opinion cards. To get a free copy of this port- 
folio, and to make the Letterhead Test in your 


Producer Edmund Grainger protects his 


own office, check the coupon below, sign investments and reputation by making 


our name, and attach to your letterhead. . . 
' : ' . certain that the quality of the laboratory 


work on his films matches the high 


quality of their creative ingredients. 


COURTESY COUPON 


CT) The Psychology of Business !mpression, 
Letterhead Test Kit, and Opinion Cards. 


' CT) Neenah Pattern Kit, a guide to the four Edmund Grainger’s latest picture 
; grades of Neenah Ledger, with punching, perforating, is “Korean Story,” released through 
! and ruling guides, for use in designing special forms. RKO. It was processed by Pathé Labs. 
; Can we be of service to you? 
' 
' 
1 SIGNATURE 
| ' 
- NEENAH PAPER COMPANY Both New York and Hollywood Have Comp/ete Pathé Laboratory Facilities 
: Neench, Wisconsin 35MM © 16MM ¢* COLOR * BLACK AND WHITE 
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15th of a Series 


economic 
Coverage of 
advertising personne! 


Heb. 


eT a 


@s?n ’ the 


‘evidence that 
New York Leaders Are 


For further data, write to Herald Tribune, 230 West 41st Street, New York 36, N. Y. 


| Re 
ef mous 
¢ ae TRUE THE » ANS ps AGaz, NE ee 
ee “lg oe : Cr Netsoy 6? Wea 44th Stree, po... : 
at i es s APTS Seca, ‘ee Fort ayy es 
nee eee 4 om 
; | i February 18, 1952 | ; % ; 
dg 3 ri Mr, Willian R But le» { . 
; Nationa) verti sing Manage, _ 
cues New Yor. Herald Tribune se 
i 230 West 41st st ae 
me New York, N. y, : ae 
2 Dear yp, Butler, F se : 
. 
A renBationa) YN1S0 lveq Mrde» COMM t tog S@ven Tears | ess: 
in Nassay Was at the top of the news again last Month, _ =e 
the leag Story i, the February tesue pain Mants Magazine es : 
Was the Scoop "Tho Killey Sir Harry oT | gq eS 
I am Sure You W1ll be ha to know that tongues of every i =. 
king (neduding those of may ‘lead! et Merttcen and agency i me 
sat Utives) Were first Set wa8eing as a TSUlt of ® fulj (ee 
me Page na Pt semen i that TRUE ran **Clusive), 4n the Heralg a 
sy Tribune, o ‘ rs 
, gs 
mn And the February Issue of Trop ~ breaking all Cords _ sc ag 
- Was a Sllons ati, 900, 009 °OPies, The Decenbe issu had See 
h Sold OVer 7,800,009; January too, Passeg the 1,800,005 Mark, “5 
This is terri ry in View of a BMarante. of 1,400,006; by s 
Now TRUE ig featuring 8Not her SCOOp ~ a, the basket ba) : ak os s 
Tin _ in its Ware issu, and again the Heralq Tribune - “~ ee ‘< 
because Of its *ffectiy, &nd *Conoms « CVerag. of ver tied ng 8 te ae oe 
Personne) ™ Was *lecteg to Carry the Story °xClusive)y ee eee 
a 3 re ae _ Fe te fi; 
Sincere), : ci. ae ae 
CN: rp E. Nelson Mara : ae es 
| Herald d —_ Ff 
| “a “a 
i ‘ i ; a 
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Buys American Refrigeration 
Microtone Co., St. Paul, maker 
of hearing aids and electronic 


equipment, has bought American 
Refrigeration Corp Hopkins, 
Minn. The company will become 


a division of Ryan Industries and 
will continue to produce its present 
line. Al Rose, formerly v-.p. in 
charge of sales for Schaefer Inc 

Minneapolis maker of home freez- 
ers, has been appointed president 
of the new refrigeration division 


Sears’ Gen. Wood Gives Up Some Duties; 


Houser, Gudeman, 


New York, April 29—Top-level 
changes in management have been 
put into effect by Sears, Roebuck 
& Co. 

The biggest news is the an- 
nouncement that Robert E. Wood, 
chairman of the board, is dropping 
some of his duties. These will be 


Using 


\D-VER-TIS-ER 


in Selected Areas! 


tHe AD-VER-TIS-ER, InNc., FORT WAYNE. INDIANA 


A product e 


year-rQ 


EXECUTIVES 


find the DPF a constant 
source of reliable informa 
tion in directing their re- 
tail and wholesale opera- 


tions. 


neyclopedia al 


Others Are Promoted 


assumed by Theodore V. Houser, 
who was elevated yesterday to the 
newly created post of vice-chair- 
man of the board of directors. Mr. 
Houser has been v.p. in charge of 
merchandising for the past 12 
years. 


—_—————___——. 8 Formal election of Mr. Houser| years. . 


took place yesterday at a board 
meeting which immediately fol- 
lowed the annual meeting of stock- | 


holders here. The 73-year-old Gen. | Sears for 35 years and he has wide} 


Wood said Mr. Houser will now 
share in policy and administrative 
matters previously handled by 
himself and Fowler B. McConnell, 
company president. He explained: 

“I have reached a point in my 
business career where in the inter- 
ests of the Sears organization, I 
feel it is desirable to share further 
my responsibilities as chairman of 
the board. 

“Mr. Houser has been a Sears 
merchandising executive for 23 


Edward Gudeman 


T V. Houser 


He has made significant 
contributions toward the growth 
and development of the company. 

“Mr. McConnell has been with 


experience in almost all aspects of 
the company’s operations, includ- 
ing the responsibilities of the pres- 
idency for the past six years.” 
Another Sears veteran, Edward 
Gudeman Jr., was elected by the 
board to succeed Mr. Houser as 
merchandising v.p. Mr. Gudeman, 


a director since 1948, has been with | 


Sears 24 years and for the past 12 
years has been Mr. Houser’s as- 
sistant on buying. 

Other promotions made by the 


EXTRA ——— 


—_ 


MBERMAN 


SALES PEOPLE 
refer to the DPF constantly 
in making over-counter 
sales ond in helping cus- 
tomers select products. 


— il... 


BREAKS Al 
History 


THE 1952 


EVER Distributed to 


© Biggest issue published 


387 pages. 


BUYERS use 
use the DPF all yeor long 
in selecting and buying and 
their moterial reauirements. ties 


we aut 


L RECORDS 
of Building Field 


DEALER PRODUCTS FILE 


THE MOST COMPLETE, 
EASIEST TO USE 


Product Buying and Selling Guide 


Lumber and 


Building Products Dealers. 


in the building 


industry in over 25 years—704 pages. 


@ Over 316 pages of valuable editorial ref- 
erence information, including a compre- 
hensive cyclopedia of building terms. 


Largest volume of advertising ever carried 
by a dealer publication in the field—over 


© Largest circulation of any issue of any 
dealer publication in field—nearly 27,000. 


Largest number of advertisers in any single 
issue of a dealer publication in the build- 
ing industry—more than 400. 


ESTIMATORS 
the DPF tables and 
charts to figure job costs 


to determine quonti- 
and sizes required. 


Most Pages — Most Advertising — Most Editorial — Most Complete 


‘American Lumberman 


139 ‘N. Clark Street, Chicago 2, Illinois 


 & BUILDING PRODUCTS MERCHANDISER 


Published Every Other Monday > 
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board include: 

Clarence B. Caldwell, director of 
personnel and employe relations, 
named a v.p. 

Richard L. Tayloe, retail group 
manager for Sears in Dallas, elec- 
ted v.p. in charge of the southwest- 
ern territory. 

Henry Rose, who is retiring, 
elected to the newly created post 
of board chairman of the Henry 
Rose Stores Inc., an affiliated com- 
pany which handles the buying and 
merchandising of ready-to-wear 
lines through Sears retail stores 
and mail order plants. 

Lucien E. Oliver, national retail 
|merchandise manager, elected 
| president of the Henry Rose Stores 
Inc., succeeding Mr. Rose. 


SEARS DICKERS FOR 
NEW CANADIAN CHAIN 

Cuicaco, April 30—Sears, Roe- 
buck & Co. last week confirmed 
reports to the effect that it is dis- 
| cussing with the Robert Simpson 
| Co. the organization of a chain of 
| stores in Canada. The Simpson or- 
ganization is the second largest 
department store chain in Canada. 
| Last March there were rumors 
}that Sears was dickering with 
| Simpson, but both parties refused 
| to comment at that time. At Sears’ 
lannual meeting this week, Gen. 
| Robert E. Wood, board chairman, 
|said that talks were still under 
way, but nothing has developed as 
| yet. 

The new Canadian chain, when 
formed, will be operated by a com- 
pany owned jointly by Sears and 
Simpson, E. G. Burton, president 
of Simpson, revealed. The stores 
would be located in a number of 
Canadian cities, but would not af- 
fect the operation of five Simpson 
stores in Toronto, Montreal, Hali- 
fax, Regina and London. 

Simpson, with net sales of about 
$180,000,000 annually, ranks second 
in Canada to the giant T. Eaton 
Co. retail chain, which racks up 
an estimated $450,000,000 to $500,- 
000.000 in sales yearly. 


Seiberling Fetes 30th Year 
with ‘Four for Three’ Sale 


Seiberling Rubber Co., Akron, 
launches a special “four for three” 
sale on Safety passenger tires May 
10 to celebrate its 30th year. The 
sale ends July 4. The company is 
|taking space in Country Gentle- 
| man, Life and The Saturday Eve- 

ning Post pushing the sale. The 
| ads will list 550 “master” Seiber- 
| ling independent dealers who are 
| cooperating in the sales event. 
| At the same time, four-color 
| ads in Life and The Saturday Eve- 
| ning Post will describe the com- 
pany’s Safe-Aire passenger tires, 
|and insertions in Holiday and 
| Pathfinder will carry information 
;on Seiberling Sealed-Air tubes. 
| Meldrum & Fewsmith, Cleveland, 
| is the agency. 


| First Quarter Direct Mail 
| Dollar Volume Up Over 11% 

The dollar volume of direct mail 
advertising used by American 
business during the first three 
months of 1952 was $295,439,887, 
according to figures released by 
the Direct Mail Assn., New York. 
This represents a gain of more than 
11% over the corresponding figure 
of 1951. 

For March, 1952, the association 
lreports the dollar volume to be 
$100,214,425, a gain of more than 
6% over March, 1951. 


Appoints Heinrich Agency 

| Schwarz Basket & Box Co., 
| Louisiana, Mo., has appointed Don 
|Heinrich Advertising, Peoria, to 
handle advertising and promotion. 
Classified and display space in re- 
gional farm publications will be 
used. 


Seed Co. Switches Agencies 


Jacques Seed Co., Prescott, Wis.. 
producer of hybrid seed corn, has 
switched its account from Triangle 
Advertising, Chicago, to Mullen- 
Nicolin, Minneapolis. Farm publi- 
cations, radio and direct mail will 
be used. 
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NEW $1,500,000 BUDD FOUNDRY BUSY PRODUCING 
BRAKE DRUMS FOR AUTOMOTIVE INDUSTRY 


Hundreds of millions of dollars for industrial expan- 


sion is solid evidence of thriving business in Phila- t 

delphia. Already the nation’s second oil-refining j 

center, rapidly becoming a major steel center and - 

Philadelphia is daily gaining new national promi- : 
nence in its diversified industries. 


INQUIRER CONTINUES TO SET 
LINAGE RECORDS! 


In the first quarter of 1952, THE INQUIRER’S advertising 
linage added up to a record-smashing 9,089,000 lines... 
a gain of 730,000 lines over the same period of 1951, while 
Philadelphia's second paper showed a loss. Here's tangible 
proof that in America’s third market, THE INQUIRER, is “< 
first choice for an ever-growing list of advertisers! 


i 
‘ 


\ 


/ Consecutive Year of Total | e 
Advertising Leadership . 


, ees 4 Che Philadelphia Pnquirer 


Now in its 19h 


Philadetphia Prefers The Inquirer 


Exclusive Advertising Representatives: ROBERT T. DEVLIN JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. | (NCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Garfieid 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 
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Hudnut Will Spend 
Winchell Money in 
Sunday Supplements 


New York, April 30—The Rich- 

ard Hudnut division of Warner- 

Hudnut, which probably would 

have continued sponsoring Walter 

Winchell had the columnist’s health 

iy, permitted, will spend more than 

$1,000,000 this spring and summer 

almost exclusively in Sunday sup- 
% plements 

Some of the money is tabbed 

for cooperative advertising— 

though officials will not say what 

percentage—-and the promotion 

will push Hudnut hair prepara- 


BL WhenTalking to clomp Post 


ie the influence of your reasoning stays 
fr with you. Result: no less, ne action 


\ If} but pot this reasoning before large 


aadience in an ad typeskilled by WALK | 


JAY PB. and something has to happen. Write now 


WALK advertising typographer 
11 EAST HUSBARD ST.. CHICAGO 11, HLL. 


tions and three 


new Du Barry|will concentrate on Hudnut home 


products: penetrating cleanser, | permanent and children’s home 


lotion deodorant and flatter face 
makeup 

The concentration on newspaper 
supplements was motivated by 
their “flexibility, immediacy and 
concentration of circulation,” ac- 
cording to Donald Bryant, v.p. in 
charge of advertising. 


@In 1951, by contrast, Hudnut 
spent only $100,000 on supplements 
while putting out $619,000 in time 
charges alone for Mr. Winchell. In 
1950, supplements were not used 
at all. 

Mr. Bryant said Hudnut ads, 
placed by Kenyon & Eckhardt, will 
appear practically every Sunday 
from now until fall—‘‘a concentra- 
tion which has never before been 
duplicated in Richard Hudnut’s 
more than 70 years of business 
existence.” 

Goal of the promotion is to show 
a 1952 sales increase greater than 
the $1,113,000 rise recorded in 1951. 


The first phase of the campaign’! 


permanent, shampoo and rinse. In- 
sertions will range from 400 to 
1,800 lines in 79 supplements, in- 


cluding This Week Magazine, 
Boston Globe, Chicago Tribune, 
Miami Herald, New Orleans 


Times Picayune and Syracuse Her- 
ald-American. The first ad will 
appear May 5. 

The second phase will start May 
25, with a 1,200-line announcement 
of the new Du Barry products. 
Later insertions will range from 
600 to 1,200 lines. 

Hudnut will also “go all out” on 
point of sale displays and a na- 
tional sales contest. 


Hecht-Arms Names McLeese 


_Hecht-Arms Co., San Francisco 
direct advertising concern and 
sponsor of “Brands You Know” 
group couponing program, has ap- 
pointed Donald McLeese its mid- 
western representative with offices 
in Chicago. Mr. McLeese formerly 
was with Brooke, Smith, French & 
Dorrance. 


Canada Will Get 
TV in the Fall, 
Advertisers Told 


(Continued from Page 1) 
Montreal (or vice versa) of shows 
sponsored on both stations. 

Mr. Dunton made no estimate of 
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a manufacturer has to take into 
account, he said, regardless of the 
degree of understanding which the 
dealer possesses. There is little a 
manufacturer can do, either di- 
rectly or immediately, to increase 
this understanding, he said. 

Salesmen, in general, have a 
good understanding of national 
advertising, in Mr. Hause’s opin- 
ion, “but manufacturers are not 
giving them the information and 
tools with which to make the most 
use of it.” 


what percentage of foreign shows| 


would be included in the first CBS 
program schedule. As for color 
television, he said it was a wise 
policy to wait and see what would 
be done in the U. S. 


8 Donald B. Hause, ad manager 
of Armour & Co., Chicago, told 
the convention that there is con- 


siderable difference between the 
way that dealers and salesmen 
think of a manufacturer’s ad- 
vertising. 


Dealers’ opinions are facts which 


From start 


to finish... 
P/A sells all the way! 


Fort Hamilton VA Hospital, Brooklyn, N. Y. 
Skidmore, Owings & Merrill, Architects- 
Engineers and U. S. Corps of Engineers 


| 


es | 


|g About 10% of all advertising ex- 
penditures in the U. S. goes into 
some form of point of sale display, 
I. D. Willis told the assembled ad- 
vertisers. Mr. Willis is advertising 
manager of General Steel Wares 
Ltd., Toronto. His 10% figure, he 
said, came from the Point of Pur- 
chase Advertising Institute. 
“Assuming that the same per- 
|centage is true for Canada, that 
;means that probably about $25,- 
|000,000 will be spent on. . . point 
|of sale material in 1952,” he said. 
'“And when we realize that about 
half of all point of sale displays 
jare not used, it is time we began to 
isit up and take notice.” 
| Mr. Willis defined the point of 
sale as “a point in space 32” above 
the floor where a horizontal line 
24” long runs out from it. That 
is the customer’s edge of the coun- 
ter—that is the point of decision 
where the customer decides wheth- 
er to buy or not to buy—whether 
to buy this brand or that brand.” 


e The speaker urged his listeners 
not to base their purchases of 
point of purchase material on past 
experience. This is not wise, he 
said, in view of the fact that we 
are living in a rapidly expanding 
economy that is changing the num- 
bers, type and thinking of prac- 
tically all retailers. 

Dealers need to be educated to 
the value of point of sale display 
material, and they also need to be 
sold on each display, he asserted. 

“When this happens, Joe will 
|cooperate with the salesman and 
ithe display will stay up for a 


ie : 'reasonable time,” he added. 


e Presentation of the Assn. of 
Canadian Advertisers awards high- 
lighted the convention’s annual 
dinner. 

The gold medal for “an outstand- 


oe Selection of building products begins when men 

. in architectural organizations first create the mental 
image of the project. Instantly, this mental picture 
selects or rejects building products by types. 

Your type and brand of products must be sold before 
architectural creation begins...and selling should 
continue until final specifications are written. 
Progressive Architecture sells your products 

all the way...to the world’s largest architectural 
audience. To put your products in tomorrow’s 
buildings, put your product story before architeam 
: members today...in P/A. 
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PROGRESSIVE ARCHITECTURE 


REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 
CHICAGO « CLEVELAND * SAN FRANCISCO ¢ LOS ANGELES 


P/A, READ BY ALL MEMBERS OF THE ARCHITEAM. SELLS ALL THE WAY TO THE LARGEST ARCHITECTURAL AUDIENCE IN THE WORLD 


jing contribution to Canadian ad- 
| vertising” was presented post- 
|humously to the late Lee Trenholm 
‘of Abitibi Power & Paper Co., To- 
ronto. Neil B. Powter of the Ho- 
ward Smith Paper Mills Ltd., 
Montreal, also received an award 
in recognition of “an outstanding 
contribution to Canadian advertis- 
ing by an advertiser.” 

C. W. McQuillin of Cockfield 
Brown & Co. received an award 
for his contribution as a member 
of the staff of an agency. In the 
field of graphic arts, Stan Engel 
of the Federated Press Ltd., Mon- 
treal, got an award, and Horace 
|N. Stovin, head of Horace N. Sto- 
vin & Co., Toronto, was named for 
his contribution to Canadian ad- 
|vertising as a representative of an 
|advertising medium. 

Hedleigh T. Venning of Shir- 
| riff’s Ltd., Toronto, was elected 
| president of the association for the 
|coming year. 


ent BusINE 


Clippings from the business press, 
farm publications and consumer 
magazines can supply valuable infor- 
mation in the op ion of busi 
Used by business organizations and 
their advertising agencies for collect- 
ing editorial publicity, for maintain- 
ing competitive advertising files, for 
making research and market studies 
and for developing sales prospects. 
Booklet No. 50 Clippings Aid Business 
Booklet No. 60 Magazines Read by Bacon’s 


BACON’S CLIPPING BUREAU 


343 So. Dearborn St., Chicago 4 
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| the Far West! 


= 


-to deliver 


< 


your sales pitch i 


~ 
a 


ile: aac 
oXee = 
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You cover all the bases when you buy NBC Pacific Coast 
Network —the only network that delivers top coverage — 


83.5% of all radio homes in 


Soap... soup... insurance... automobiles — 
whatever your product or service—if it has 
mass appeal, your most effective advertising 
medium for reaching the great Western 
market is NBC Pacific Coast Network. 

In this rich, fast-growing area where 98° 
of all homes are radio homes, 83.5‘; of these 
homes listen regularly to NBC Pacific Coast 
Network, and costs-per-thousand are lower 


this great mass market! 


than those of any other network serving the 
Far West. : 

The great states of Oregon, Washington and 
California now have the highest per capita 
income of any region of the U.S. A. Estimated 
retail sales for 1952 will run over 16 billion 
dollars! To get your share of these dollars— 
buy time now on NBC Pacific Coast Network. 
Consult your NBC Sales Office for details. 


NATIONAL BROADCASTING COMPANY 


A Division of Radio Corporatio» of America 
HOLLYWOOD * SAN FRANCISCO * CHICAGO * NEW YORK 
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OT many newspapers in the U. S.—circulated to the gen- 


N eral public—can boast of a City Room as large and as 
adequately staffed as Fairchild’s. It is immense because it has 


an immense job on its hands. Over 260 ever-active reporters, 
re-write men, copyreaders, and editors are channelling, check- 
ing, analyzing, and writing the news in the City Room that 
means so much to our subscribers. This news comes from all 
over the world—by cable, wireless, telegram, teletype, mail 


and telephone. 
This City Room is a funnel for 24 branch offices and 350 


correspondents around the world. It is really a two-way funnel 
because we are constantly keeping our world-wide staff on the 


ball with the news happening elsewhere 


It is nothing for the City Editor to pick up a phone and 
to warn of a rise or break in a com- 


: | Py 

f 

; Ea 
: eall London or Paris... . 

modity price . . . to check a rumor that seemingly is innocuous 
but which may carry dynamite. And it is nothing for our 350 
correspondents around the world to pick up a phone and call 
that is why more than a million calls a year 


the City Desk ... 
pass through our board in New York alone 


5 

é 

i 

j 

i That City Room, which serves the Fairchild business pa- 
; pers will be the pattern for Supermarket News, our new 
, weekly. It will glue its readers to its pages because that’s what 


happens with our other newspapers 


If it’s food news we'll print it sooner because we go to press 
and mail the paper the same night—a great help to food ad- 
vertisers who have a message that can’t wait the minimum 


ten days elsewhere. 


Take advantage of our introductory subscription offer— 


$1.00 a year. 


: 

i 

} 

R OM Supermarket News 

gs A Fairchild Publication, 7 East 12th Street, New York 3, N.Y. 

; \ “Our Salvation Depends Upon Our Printing The News.” 
MEN'S WEAR 


\ 
RETAILING DAILY FOOTWEAR NEWS 


\ WOMEN'S WEAR DAILY DAILY NEWS RECORD 
Ci glee ane De i of 


te 
“? 
~ 
4 


Boe : F tae d 4 ‘ 2 * Play Se Gok 
att ; . —— - Pee: 

: WA taeda 
: ei 

See gees 
ee Fy * 

‘ ’ 4 Ms <n 
Me 7 
os y te 
. ; € ES i 
3 : 4 = 

4 ; . ¥ 
“ s ah oss 
. Ro ‘ kai “ 
ae f Bes ae 
b € , vary 
ei : Shae 
= % s as er. 
Ae s oe 

‘ Pi eae 

§ ; : “seh 

4 6 : : a 
se s ! 

: { ‘ eee 
Z Say 
ah are. & 
= mm 
be yet? 
‘i ‘ a oi 
; =4 
ee a 
‘ . «a 
: 3 ‘ { te st 
— 
. es” 
2 . ts sole 
i 2 : 4 

haa 
malt 
wae, 
f , s be *, 
rae 
| ee” 
ae 
ae 
aS 
eS 
bet 4 S. Fs 

“i : as 
. Lh 
E Ee ae 
ce. _ : 
AS & : 
.: F x = 

Morey 
es P: aibe 
> anaes 

. ‘ eeeeC(‘(T ae 
i: A Seas 
A . oF. 
23 f BAe 

4 “a é 
: a es pat 
ve) 
4 ber! : 
*! ES %. “ 
Rae ae 
A & Ae 
Fee 
2 ea 
ot 
4 Paeas 
1 mat 
a ° + > 
ae ot 
ie "] + Se pe he 
E 4 «ae Red 
a ee ee Pa.” ‘. 5 ARIE 5 aes Sa Geese 3 Ho 
Nee oO 3 —_ 7 ae ae 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 
Trade Mark Regsisored 
Issued every Monday by Advertising Publications, inc, 200 E. Illinois St.. Chicago I! 
(DE 7.1336), 60! Second Ave. New York (MU 6-8/80), National Press Bidg., Washington 
40. C. (Re 765%). G. 0. CRAIN JR. president and publisher. S. R. BERNSTEIN, O. L 
BRUNS, vice-presidents. C. 8. GROOMES, treasurer 
Member Audit Bureau of Circulations, Associcted Business Publications, National 
Association of Magazine Publishers, Advertising Federation of America. 


ADVERTISING 
Advertising Director, Jack C. Gafford 
Manager Sales ond Service, G. D. Lewis 
Advertising Production Manager, George 
F. Schmidt 

New York: O. O. Black, Halsey Dorrow, 
James C. Greenwood, John P. Candia, 
Harry J. Hoole, Manning Brown 
Chicago: O. L. Bruns, Western Advertis- 
ing Mgr. J. F. Johnson, E. S. Mansfield, 
Arthur E. Mertz, Rod H. Minchin 

Los Angeles (17): Simpson-Reilly Ltd., 
1709 W. Eighth St., Walter S. Reilly, 
Pacific Coast Manager 

San Francisco (3): Simpson-Reilly Ltd., 
703 Market St., Wm. Blair Smith, Mgr 


GQUTORIAL 
Editor, S. R. Bernsfein 
Executive Editor, John Crichton 
Managing Editor, Robert Murray Jr 
Assistant Managing Editor, Marjorie K 
Sweeney 
Washington Editor, Stanley E. Cohen 
Feature Editor, Emily C. Hall 
Associates: New York: Maurine Brooks 
Christopher, Charlies Downes, James ¥ 
O'Gora, Lowrence Bernard. Chicago 
Murray E. Crain, Bruce M. Bradway, 
Jariath J. Graham, Milton 8. Moskowitz, 
Al Stephanides 
Editorial Production, F. J. Fanning 
Librarian, Elizabeth G. Carlson 
Correspondents in All Principal Cities 


IS cents o copy, $3 @ year, $5 two years, $6 three years in U. S., Canada and Pan 
America. Foreign 4 a yeor extra. Four weeks’ notice required for change of address. 
Myron A. Hartenfeid, circulation director 


Sure-Fire Depression Talk 

First paragraph of a news story in the Chicago Tribune: 

“Stockholders of Montgomery Ward & Co. met yesterday to (1) 

ar a report that first quarter net earnings will be down 47% and 

x 11% from a year ago, (2) reelect Chairman Sewell Avery and 
two others to the board for three-year terms, and (3) hear Avery's 

Warning that the economy may ‘topple very soon’. 

Mr. Avery is certainly entitled to his opinion of the state of the 
@fenomy. It is his duty, moreover, to make as certain as he can that 
the company he heads is prepared to weather whatever storms he sees 
Om the horizon 

But to announce in an open meeting, always well covered by the 

Fess, that the economy is about to “topple,” is indiscreet, if not 
wnright idiotic. Certainly such a statement can be expected 
t@ be of no help in raising the declining sales of Montgomery Ward, 

of inducing any confidence on the part of either business men or 

Bovvimers 

As far as Mr. Avery is concerned, he has been betting on a serious 
@Gonomic crisis ever since the war ended. One or two stockholders, 
af least, got the impression that he was sort of pleased to announce 
that sales and earnings were down so substantially, and that a better 
b&siness showing would be almost embarrassing. After all, he’s been 
battening down the hatches against the storm for half a dozen years 
now, and he'd probably rather be right than be prosperous. Mr. Avery 
Wants the last laugh, and at his age he can’t afford to wait very 
Many more years for it to come. 

But Mr. Avery is not the only offender. Business men should be 
realistic and no Pollyannas, but neither should they be prophets of 
doom. Whatever the economic climate, psychology plays an important 
part, and if business men themselves are going around spraying the 
atmosphere with indigo, they will have no one but themselves to blame 


if the buying public takes them seriously 


Move in the Right Direction 
14 issue, we reported that the average adman— 
The report excited a 


In AA's 
as revealed by 
good deal of comment, since it indicated that advertising men live 


Jan 
obituary notices—dies at 57 
shorter lives than other Americans, by about ten years. 

It is interesting to note that some remedial action is taking place, 
however. In New York, affiliated the Madison 
Foundation for Biochemical Research and the Fanny Markel Medical 


two foundations 
Group—have announced a group plan for yearly diagnoses of execu- 
tives. The foundations are not specifically aimed at admen, of course, 
but we gather that they believe advertising groups ought to be es- 
pecially interested 

The service consists of a round of standard laboratory tests and a 
physical examination, plus additional tests where indicated. The med- 
ical staff, now consisting of 14 physicians in all branches of medicine, 
reviews the findings in each case before the report on the individual 
is sent to his physician. The foundation doesn't treat patients. The fee 
is $75, which includes all medical and laboratory services required. 

We are told that the foundation and the affiliate medical group con- 
stitute the only private, non-charity or non-membership diagnostic 
clinic in the city. We aren't experts in the medical field, and we don't 
intend to carry the torch for any particular group. But we do believe 
that yearly checkups are a good idea, and that the advertising busi- 
ness ought to be particularly interested 
point. 


from a purely selfish view- 


“He's the kind of guy who'd give you the shirt off his 


Advertising Age, May 5, 1952 


Rough Proofs 
After noting what’s happened to 
most of the major television pro- 
grams’ ratings in recent months, 
it’s no wonder Philip Morris says 
enthusiastically, “I love Lucy!” 


It may be that the new psycholo- 
gy of sales management has some- 
thing to do with the recent ap- 
pointment by Eversharp of Richard 
Driver as a regional sales manager. 


“Do you know when to quit—or 
be fired?” asks Fortune. 

It’s simply a question of whether 
you would rather jump—or be 
pushed. 


Business observers in Detroit 
say that now that the Tigers have 
finally broken into the win column, 
the outlook in the Motor City is 
going to be a lot rosier’ 

CY 

Elon Borton, who has just been 
named “Mr. Advertising,” will now 
be able to exchange notes with 
Taylor Spink, long known as “Mr. 
| Baseball.” 


—Cluett, Peabody & Co 


back—the one without the ‘Sanforized’ label.” 


Looks as if things are gradually 


| What They're Saying 


| getting back to normal. The Office 
| of Price Stabilization has decided 
to decontrol the price of book mat- 
ches. 


| Shrdlu tor Men in a Hurry 
| Humorist Parke Cummings, in 
la recent issue of The Saturday 
| Evening Post, describes a number 
of things he intends to do in the 
extra day of Leap Year. Among 
other items, he will investigate a} 
printing custom which bothers him. | 

Mr. Cummings wants to know 
why newspaper stories sometimes 
include jumbled lines of type 
which always read etaoin shrdlu. 
He wonders why he can’t have 
rjsklIn cxmqui or some other com- 
bination of letters for a change. 
| Well, for a slight extra charge, | 
| we printers could give Mr. Cum- 
mings cmfwyp vbgkqj. But we can- 
not give him any of the alternate 
combinations he mentions. 
| Mr. Cummings’ question could 
| be answered instantly by any type- 
| setter. And it gives us a wonder- 
| ful opportunity to discuss Linotype 
|keyboards. Because the letters 
| etsote shrdlu are the first two 
vertical rows of keys on a Linotype 
| keyboard. 

Newspaper typesetters are men 
- a hurry. When they make an 


error at the beginning of the line 
| of type, they have no time to reas- 
|semble the matrices by hand. So 
|they simply run their finger tip, 
|down the first two rows of keys | 
to fill the line, cast it and then re-| 
set the line correctly. They depend 
fon the proofreaders and makeup 
men to remove the jumbled type 
slug. Sometimes, alas, the well 
known element of human error en- 
ters the picture and etaoin shrdlu 
remains to confound readers. 


—Clement Comments, published by 
J. W. Clement Co., printer, Buffalo 


A New Profession 

Wherever there is a cause with 
a sizable following or an interest 
shared by a few dozen persons, 
there is likely to be an association. 
Association business has become 
big business, and association man- 
agement has become a big new 
profession. 

There are more than 12,000 trade | 


C) 
associations in the U. S. with an 


aggregate of a million business 
firms as members, 5,000 profes- 
sional associations, 4,000 chambers 
of commerce, 100,000 women’s or- 
ganizations, 15,000 civic and 
luncheon groups, and more than e 
70,000 labor organizations. Who- 
ever wants to sell a product or an 
idea must think in terms of these 
varied and often conflicting group 
interests. 

—Association Management, by John 


C. Patterson, published April 23 by 
Harper & Brothers e 


Since Clarence Randall started 
writing his book on “Free Enter- 
prise” for Little, Brown, recent 
events may have caused him to 
make some extensive revisions. 


Sewell Avery, who tells Mont- 
gomery Ward stockholders the U. S. 
economy may soon topple, talks 
like a man who is both reconciled 
to and prepared for calamity. 


AA's stories of the numerous 
radio programs which are broad- 
cast after midnight indicates that 
a lot of people besides night watch- 
men do their sleeping in the day- 
time. 


The Ideal Salesman 

If you asked me to describe the 
ideal salesman, I would say that 
he is a man who knows and be- 
lieves in his product and never 
misses an opportunity to make a 
customer. He must be a man who e 
possesses a love of people—a de- 
sire to mix with them—and to 
know and sympathize with their 
troubles. He must have considera- 
tion for those with whom he comes 
in contact. He must have intimacy With the understatement of the 
without familiarity; a sense of year. 
humor; and, above all, integrity e 
and honesty. He will exercise these 
qualities to the best of his capacity, Gladys the beautiful receptionist 
because he knows that, if he does, | Says she sees the Philadelphia Club 
his distributors, wholesalers, and|0f Advertising Women is now 
retailers will buy him and sell his| choosing a man of the month, and 
products for him. she thinks changing every 30 days 

—Alfred E. Lyon, chairman, Philip iS being just a little too fickle. 


Morris & Co., speaking at the Sales 
Executives Club of New York e 


“TV begins to affect other me- 
dia,” says a news story quoting the 
Magazine Advertising Bureau, 
which may ultimately be credited 


“In assessing ad costs,” says AA 
editorially, “the purchasing power 
of the audience must be taken into 
consideration, as well as the cost 
of delivering the messages.” 

Business publishers hasten to 
agree. 


Millennium 

We know that today there are 
newspapers that own radio sta- 
tions. We also know that radio sta- 
tions work for the benefit of the 
communities where they exist, 
just as the newspapers do. We be- 
lieve that where there is friction 
between newspapers and radio sta- 
tions there is something lost to the 
community. 

A lot of good could be accom- 
plished in this old world if no- Does he talk about two cars in 
body cared who got credit for it. every garage and two chickens in 


—J. Frank Barlow, editor and pub- every pot? 
lisher, in The McKenzie Banner, Mc- 
Kenzie, Tenn. 


A public relations man says his 
specialty is translating facts from 
academic to lunchpail and pay- 
check level. 


Copy Cus. 
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With audited circulations 
that read like national 
census figures .. . with 
more individual titles 

than all other kinds of 
magazines put together .. . 
with an inside track into 
the hearts and minds 

of their readers . . . comics 
books are firmly established 
as a major publishing force. 
This, coupled with 
remarkably low advertising 
rate-per-thousand 
circulation, makes comics 
books a particularly efficient 
mover of merchandise 

in the mass market . . . as 
our advertisers have 
already learned. We invite 
you to share their 


pleasant experience. 


National 
Comics 
Croup 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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some biased opinion... 


WALTER WINCHELL: ‘‘His homespun hilarity 


is sheer delight !’’ 


JOHN CROSBY, N.Y. HERALD TRIBUNE **Sam... 


is one of the few genuine humorists to come 


along in quite a spell.... His show is warm, 


human, appealing, and fresh.” 


HARRIET VAN HORNE, N.Y. WORLD-TELEGRAM 


Aanp sun: “‘Sam Levenson is by far the most 
refreshing and likable ‘new face’ to appear 
on my screen.... His humor depends not on 
gags, not on funny hats and old songs but 


on the ability to tell a story well.”’ 


JACK GOULD, N.Y. TIMES: ‘‘Mr. Levenson directs 
his infectious sense of humor at the art of 


raising parents and without doubt, his 30 


minutes are... uproarious as anything 


on the air.... Sam Levenson may very well 


prove to be the freshest and most literate 


humorist yet discovered by TV.” 


JACK O'BRIAN, N.Y. JOURNAL AMERICAN... 
fun is exuberant and catching... he'll likely 


. his 


be around TV as long as he lives, which we 


trust will be forever, with options.”’ 


make you happy 


Sam Levenson offers you the gift of laughter... 

he’s generous about spreading it around. He’s made so 
many people happy that half of all the sets turned on 

at Levenson’s time are turned on to see Levenson, and 
that’s added up to a 22.5 Trendex rating. 


Now he’s moved to Tuesday at eight, so that even 
more people can be happy over his wholesome, effortless 
humor and inspired story-telling. 


One of those people could be a sponsor who knows 


how family pleasure can carry over into family buying. 


That happy sponsor could be you. 


® CBS TELEVISION 
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Indianapolis Adclub 
Invites All Indiana 
Adclubs to Meeting 


INDIANAPOLIS, April 30-——The In- 
dianapolis Advertising Club has 
invited all the advertising clubs in 
Indiana to be its guest at a joint 
meeting on May 15 

This will mark the second time 
that adclubs in the Fifth district, 
Advertising Federation of Amer- 
ica, have experimented with joint 
luncheon meetings. (The Fifth 
district comprises Ohio, Indiana, 
Kentucky and West Virginia.) 

On April 18 the Advertisers’ 
Club of Cincinnati chartered buses 


and journeyed to Louisville for a 
joint luncheon meeting with the 
Advertising Club of Louisville. The 
host club dressed its women as 
southern belles and its men as Ken- 
tucky colonels to greet the visitors 
from the “Nawth.” 


Hiram Vogel Joins Biow Co. 

Hiram Vogel, formerly director 
of advertising and sales promotion 
of Revlon Products Corp., New 
York, has joined Biow Co., New 
York, as an account executive. No 
successor has been named at Rev- 
lon 


Stanley Elected a V.P. 
Raymond W. Stanley, ad mana- 

ger of the First National Bank of 

Boston, has been elected a v.p. 


How many magazines 
have DOUBLED 


their subscribers 
since 1942? 


Any magazine, well established 
ten years ago, that can show a 
100% increase, is growing much faster 


a 


than the American public. 


U.S. population gained 15%. The difference 
between 15% and 100% reflects that something 
special which the Order of Elks and 

The Elks Magazine deliver to more than a 


a 


national median. 


You reach these men 
ef class incomes 


&t mass rates in... 


THE 


MAGAZINE 


million men with incomes twice the 


New York * Chicago * Detroit > Los Angeles 


“WARWICK type 


saves time 


and tempers” 


“We always expect and get fast service, 


wide selections of fine faces and fair 
dealing from Warwick. But we're espe- 
cially pleased that you use good taste 
and uncommon, common sense. That 
saves time and tempers. You can pack ‘em 
in for a mail order ad or float six characters 
in an unusual report cover to please the 
longest haired art director in town!” 


FRANK STEINMAN, Production Manager 
Bruce B. Brewer & Co., Kansas City, Mo. 


Warwick serves Advertising Agencies, Printers, Artists, 
and Manviacturers in 24 states and Mexico. If you 
hove a typographical problem moil it to us for fast, 
efficient help. Write for new type specimen book. 


WARWICK 


920 Washington Avenue, St. Louis, Missouri +! 


TYPoGRAPHERS 4 
INCORPORATED { 


overnight by ral and arr from nearly ol! U.S 


| Seattle, 
j}and Oakland. These will be in ad- 


Richfield Oil 
Uses New Media 
in Bigger Drive 


Los ANGELES, May 1—Richfield 
Oil Corp. this month launches its 
largest campaign to date, using 
some media for the first time. 

In six states—Arizona, Califor- 


nia, Idaho, Nevada, Oregon and 
Washington—it has scheduled 
newspapers, magazines, outdoor 


posters and spectaculars, TV spots 
and special events, radio, point of 
sale aids and telephone directory 
listings. 

Theme of the campaign is “If 
it’s RICHFIELD, it’s RIGHT.” The 
objective is to sell the integrity 
and reliability of Richfield’s prod- | 
ucts and service. 

Large-space insertions, featuring | 
the new slogan and the identifying | 
cap of the Richfield dealer, will 
run in 205 daily and weekly news- | 
papers. Full-page ads are sched-| 
uled for Sunset Magazine. The 
American Weekly will carry four- | 
color spreads. 


8 Television spots will be used in 
Los Angeles, San Franciscu, San 
Diego, Seattle and Phoenix. In Ore- | 
gon, tests will be made in non-TV | 
cities, using television spot films 
in drive-in theaters. If these prove 
effective, the films will be used in 
all areas not served by television. 

Special events will be covered 
on television as they occur. In the 
past, Richfield has sponsored tele- 
casts of the Pacific Coast basket- 
ball playoffs, the signing of the 
Japanese peace treaty, and the ar- 
rival of General Douglas MacAr- 
thur. Sponsorship of “Success 
Story” on KTTV, Los Angeles, will 
be continued. 

Outdoor spectaculars will be 
used this year for the first time. 
They will appear in Los Angeles, 
Portland, San Francisco 


dition to showing of regular out- 
door boards. 

Radio advertising will be 
through the “Richfield Reporter,” 
the nation’s oldest continually 
sponsored newscast, on NBC's Pa- 
cific Coast network six nights a 
week. 

Hixson & Jorgensen is 
agency. 


the | 


Pope Bids for TV Station 


Fortune Pope, publisher of II; 
Progresso Italo-Americano, a daily | 
newspaper, and president of 
WHOM and WHOM-FM, New 
York, said he will apply for a tele- 
vision station to operate on Chan- 
nel 31 in New York. WNYC, the 
city-owned radio station, has al- 
ready evidenced interest in this 
channel. 


NAMP Adds Three Members 

National Assn. of Magazine Pub- 
lishers has announced the following 
new members Handweaver & 
Craftsman Inc., New York pub- 
lisher of Handweaver and Crafts- 
man; See Publishing Co. New 
York publisher of See, and United 
Lutheran Publication House, Phil- 
adelphia, publisher of The Luth- 
eran, 


Lima Joins ‘Family Times’ 

John J. Lima, formerly with 
Hillman Periodicals Inec., New 
York, has joined the advertising 
department of Family Times Pub- 
lishing Co., New York. 


Calvert Joins ‘Glamour’ 

Patricia Calvert, formerly with 
the national advertising staff of 
the New York Times, has joined 
the advertising staff of Glamour, 
New York. 


‘Seventeen’ Boosts Kane 

Art Kane has been promoted 
from assistant art director to art 
director of Seventeen, New York. 
He succeeds Joan Fenton, who has 


! retired. 


Advertising Age, May 5, 1952 


Getting Personal 


The College of Journalism at Marquette University, Milwaukee, 
has picked Alumnus Robert LaBlonde, v.p. in charge of public re- 
lations at Foote, Cone & Belding, New York, as recipient of its 
annual Byline award ...In the chapel of the South Bend Methodist 
Church April 13, Francis G. Hubbard, assistant to the publisher of 
the Gary Post-Tribune, was married to Catherine M. Jones... 

April 15 was a day of double celebration for Max Gans, v.p. of 
United Advertising Agency, Newark, N. J. It was his 74th birthday 
and marked his 60th year in the advertising agency business. . . In 
Cincinnati, George Fries, general manager of the Cincinnati Times- 
Star, has been elected to his 15th term as president of the Cuvier 
Press Club... 

There’s a new grandson in the family of James Cleary, Roche, 
Williams & Cleary, Chicago. Jim’s daughter, Jeanne, and Mick 
Goessling, art director at Abbott Laboratories, are parents of David 
Mansfield Goessling, born on April 7... Another new Chicago boy 
is E. D. Corboy Jr., born on April 18. He’s the son of Edward Dunn 
Corboy of the Chietago Tribune ad department, and Mrs. Corboy.. . 

Back in the ’30s and early ’40s Robert McAndrews was promotion 
manager of the National Broadcasting Co. western division, and 
Helen Murray Hall was his assistant. Today Helen Hall fills that 
promotion spot; Bob McAndrews is commercial manager of KBIG, 
Catalina-Hollywood; and Mrs. Phyllis Nungester, Mrs. Hall’s daugh- 
ter, is his traffic manager... 


VETERAN—R. A. “Bob” Crosby, agricultural and export ad manager of the tractor 
division, Allis-Chalmers Mfg. Co., Milwaukee, receives a gold wrist watch on the oc- 
casion of his 40th anniversary with the company. Making the presentation is C. N. 
Carr, sales promotion manager; at left is Bert S. Gittins, head of the Milwaukee 
agency in charge of the tractor account, whose staff participated in the celebration. 


Sol Robinson, general manager of Station WLAD, Danbury, Conn., 
has been elected president of the Connecticut Valley Council of 
B'nai B'rith... . Wyeth Allen, president of Globe-Union, Milwaukee, 
has been awarded the Silver Antelope by Region 7 of the Boy 
Scouts of America for distinguished service to boyhood. The award 
is made annually by the national Scout council to one man in each 
region. Mr. Allen has been a Scout leader since 1920. . . 

J. Robert Mendte, who heads his own agency in Philadelphia, 
took his ten-year-old daughter, Jean, with him on a visit to his 
doctor for a back treatment. Instead of examining Bob, the doctor 
examined his daughter, rushed her to a hospital for an emergency 
appendectomy. Both father and daughter are doing fine... 

William Wadsworth Wood, publisher of Small Homes Guide, re- 
turned to Chicago April 15 after a three-week honeymoon follow- 
ing his marriage March 22 in Miami Beach to the former Mrs. John 
W. Esmond ... Harlan Hobbs, sales promotion manager of American 
Structural Products and the Kimball Glass division of Owens-Illi- 
nois, Toledo, is serving on a volunteer basis as executive secretary 
of the northwestern Ohio Eisenhower-for-President group... 

Rod Maclean, assistant v.p. and director, Union Bank & Trust 
Co., Los Angeles, was elected secretary of the California Bankers 
Assn. Group 5 at the spring meeting held April 14 in Los Angeles. . . 

Francis S. Murphy, editor and publisher of the Hartford Times, 
has been named recipient of the Hartford Junior Chamber of Com- 
merce’s annual Good Government Award for “outstanding service 
to metropolitan Hartford by active participation in public affairs 
and the sponsoring of civic projects.” He will be given the award 
at a luncheon meeting on May 7... 

Frank G. Steinebach, editor of Foundry and v.p. and secretary of 
Penton Publishing Co., Cleveland, will receive a gold medal from 
the American Foundrymen’s Society durirg the International Foun- 
dry Congress May 1-7 in Atlantic City. The honor is based on his 
“outstanding contributions to the foundry industry and society,” and 
this is the first time the award has gone to an editor... 

John K. Koepf, former Cincinnatian with local posts of public 
relations director for the Cincinnati, Newport & Covington Railway 
Co., sales promotion director of WLW, and with the ad department 
of Procter & Gamble, has been appointed acting chief of the new 
public liaison section in the advertising and promotion branch of 
the U. S. Savings Bond Division of the Treasury Department in 
Washington. . 

It’s more of the same for Bernard A. Bergman, public relations 
director of Publicker Industries. He has taken on the chairmanship of 
the PR committee of the Chamber of Commerce of Greater Phila- 
delphia. . . 

Richard P. Smith, executive v.p. of the W. R. C. Smith Publishing 
Co., is the new president of the Atlanta Rotary Club... 
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“Tt never occurred to me 


that my neckties might 


be a problem...” 


NEW Subscription Order Form 


Please enter my Advertising Age subscription for 
1 year (52 issues) at $3. 


(O Payment enclosed [7 Bill me ([) Bill my Firm 


Sema Titie—. 
iia iced 
Street. 

City Zone. State. 
But send my weekly copies to 

Home Address 


~~, ee P angie ae 


MEN IN THE NEWeee 


phenomenal memory and brisk show- 
manship first gained national promi- 
nence with his TV coverage of the 
1948 presidential conventions. Now 
with his daily Camel News Caravan, 
television’s highest rated news show, 
Swayze is one of the most-heard 
newsmen in the business. 


As a keen interpretive reporter and 
knowledgeable showman, Swayze 
knows that 1952’s big story is politics, 
and his first assignment, like that of 
100 other NBC men of news, is to 
cover the conventions and the elections 
as they’ve never been covered before. 


Swayze, Pearson, Kaltenborn, Mueller 
—these are a few of the outstanding 
reporters who make the NBC News 
Center pre-eminent in broadcasting. 
News reaches most Americans first 


Photograph by RALPH STEINER 


through radio and television, and 
ratings prove that, day-to-day, more 
Americans prefer NBC as their 
primary news source on both radio 
and television. The reason is simple. 
NBC’s news-gathering facilities are 
larger and more active, and NBC 
consistently broadcasts more hours of 
news, more special events than any 
other radio or television network. 


Politics makes more than strange 
bedfellows. It makes exciting news, 
and in this, the most intense political 
campaign since 1932, more Americans 
will hear the news first and hear 
more of it from NBC. 


NBC radio and television 


a service of Radio Corporation of America 
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Indianapolis Adclub 
Invites All Indiana 
Adclubs to Meeting 


INDIANAPOLIS, April 30—The In- 
Advertising Club has 
invited all the advertising clubs in 
Indiana to be its guest at a joint 
meeting on May 15 

This will mark the second time 
that adclubs in the Fifth district, 
Advertising Federation of Amer- 
ica, have experimented with joint 
luncheon meetings (The Fifth 
district comprises Ohio, Indiana, 
Kentucky and West Virginia.) 

On April 18 the Advertisers’ 
Club of Cincinnati chartered buses 


dianapolis 


and journeyed to Louisville for a 
joint luncheon meeting with the 
Advertising Club of Louisville. The 
host club dressed its women as 
southern belles and its men as Ken- 
tucky colonels to greet the visitors 
from the “Nawth.” 


Hiram Vogel Joins Biow Co. 

Hiram Vogel, formerly director 
of advertising and sales promotion 
of Revicn Products Corp., New 
York, has joined Biow Co., New 
York, as an account executive. No 
successor has been named at Rev- 
lon 


Stanley Elected a V.P. 
Raymond W. Stanley, ad mana- 

ger of the First National Bank of 

Boston, has been elected a v.p. 


How many magazines 
have DOUBLED 


their subscribers 


since 1942? 


Any magazine, well established 
ten years ago, that can show a 
100% increase, is growing much faster 


than the American public. 


U.S. population gained 15%. The difference 


between 15% and 100% 


reflects that something 


special which the Order of Elks and 
The Elks Magazine deliver to more than a 


ih Pan A 


national median. 


You reach these men 
class incomes 
@@ mass ratesin... 


million men with incomes twice the 


New York - cane * Detroit + Los Angeles 


WARWIC 


“We 


wide selections of fine faces and fair 


920 Washington Avenue, St. Louis, Missouri ¥ 


always expect and get fast service, 


dealing from Warwick. But we're espe- 
” cially pleased that you use good taste 
and uncommon, common sense. That 
saves time and tempers. You can pack ‘em 
in for a mail order ad or float six characters 
in an unusual report cover to please the 
longest haired art director in town!” 


FRANK STEINMAN, Production Manager 
Bruce B. Brewer & Co., Kansas City, Mo. 


Warwick serves Advertising Agencies, Printers, Artists, 
and Manufacturers in 24 states and Mexico. If you 
hove a typographical problem mail it to us for fast, 
efficient help. Write for new type specimen book. 


TYPOGRAPHERS 4 
IncoRPORATED { 


overnight by rad and ar from nearly oll U.S 


| They will appear in Los Angeles, 
| Seattie, 
|}and Oakland. These will be in ad- 


Richfield Oil 
Uses New Media 
in Bigger Drive 


Los ANGELES, May 1—Richfield 
Oil Corp. this month launches its 
largest campaign to date, using 
some media for the first time. 

In six states—Arizona, Califor- 
nia, Idaho, Nevada, Oregon and 
Washington—it has scheduled 
newspapers, magazines, outdoor 
posters and spectaculars, TV spots 
and special events, radio, point of 
sale aids and telephone directory 
listings. 

Theme of the campaign is “If 
it’s RICHFIELD, it’s RIGHT.” The 
objective is to sell the integrity 
and reliability of Richfield’s prod- 
ucts and service. | 

Large-space insertions, featuring | 
the new slogan and the identifying 
cap of the Richfield dealer, will 
run in 205 daily and weekly news- 
papers. Full-page ads are sched-| 
uled for Sunset Magazine. The| 
American Weekly will carry four- 
color spreads. | 


8 Television spots will be used in 
Los Angeles, San Francisco, San/ 
Diego, Seattle and Phoenix. In Ore- | 
gon, tests will be made in non- TV} 
cities, using television spot films 
in drive-in theaters. If these prove 
effective, the films will be used in 
all areas not served by television. 

Special events will be covered 
on television as they occur. In the 
past, Richfield has sponsored tele- 
casts of the Pacific Coast basket- 
ball playoffs, the signing of the 
Japanese peace treaty, and the ar- 
rival of General Douglas MacAr- 
thur. Sponsorship of “Success 
Story” on KTTV, Los Angeles, will 
be continued. 

Outdoor spectaculars will be 
used this year for the first time. 
Portland, San Francisco 
dition to showing of regular out- 
door boards. 

Radio advertising will be 
through the “Richfield Reporter,” 
the nation’s oldest continually 
sponsored newscast, on NBC’s Pa- 
cific Coast network six nights a 
week. 

Hixson & Jeveoneen is the 
agency. 


Pope Bids for TV Station 


Fortune Pope, publisher of II, 
Progresso Italo-Americano, a daily 
newspaper, and _ president of 
WHOM and WHOM-FM, New 
York, said he will apply for a tele- 
vision station to operate on Chan- 
nel 31 in New York. WNYC, the 
city-owned radio station, has al- 
ready evidenced interest in this 
channel. 


NAMP Adds Three Members 


National Assn. of Magazine Pub- 
lishers has announced the following 
new members Handweaver & 
Craftsman Inc., New York pub- 
lisher of Handweaver and Crafts- 
man: See Publishing Co. New 
York publisher of See, and United 
Lutheran Publication House, Phil- 
adelphia, publisher of The Luth- 
eran 


Lima Joins ‘Family Times’ 

John J. Lima, formerly with 
Hillman Periodicals Inc., New 
York, has joined the advertising 
department of Family Times Pub- 
lishing Co., New York. 


Calvert Joins ‘Glamour’ 

Patricia Calvert, formerly with 
the national advertising staff of 
the New York Times, has joined 
the advertising staff of Glamour, 
New York. 


‘Seventeen’ Boosts Kane 

Art Kane has been promoted 
from assistant art director to art 
director of Seventeen, New York. 
He succeeds Joan Fenton, who has 


| retired. 


a 
ah 
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Getting Personal 


The College of Journalism at Marquette University, Milwaukee, 
has picked Alumnus Robert LaBlonde, v.p. in charge of public re- 
lations at Foote, Cone & Belding, New York, as recipient of its 
annual Byline award... In the chapel of the South Bend Methodist 
Church April 13, Francis G. Hubbard, assistant to the publisher of 
the Gary Post-Tribune, was married to Catherine M. Jones... 

April 15 was a day of double celebration for Max Gans, v.p. of 
United Advertising Agency, Newark, N. J. It was his 74th birthday 
and marked his 60th year in the advertising agency business. . .In 
Cincinnati, George Fries, general manager of the Cincinnati Times- 
Star, has been elected to his 15th term as president of the Cuvier 
Press Club... 

There’s a new grandson in the family of James Cleary, Roche, 
Williams & Cleary, Chicago. Jim’s daughter, Jeanne, and Mick 
Goessling, art director at Abbott Laboratories, are parents of David 
Mansfield Goessling, born on April 7... Another new Chicago boy 
is E. D. Corboy Jr., born on April 18. He’s the son of Edward Dunn 
Corboy of the Chicago Tribune ad department, and Mrs. Corboy.. . 

Back in the ’30s and early ’40s Robert McAndrews was promotion 
manager of the National Broadcasting Co. western division, and 
Helen Murray Hall was his assistant. Today Helen Hall fills that 
promotion spot; Bob McAndrews is commercial manager of KBIG, 
Catalina-Hollywood; and Mrs. Phyllis Nungester, Mrs. Hall’s daugh- 
ter, is his traffic manager. . . 


VETERAN—R. A. “Bob” Crosby, agricultural and export ad manager of the tractor 
division, Allis-Chalmers Mfg. Co., Milwaukee, receives a gold wrist watch on the oc- 
casion of his 40th anniversary with the company. Making the presentation is C. N. 
Carr, sales promotion manager; at left is Bert S. Gittins, head of the Milwaukee 
agency in charge of the tractor account, whose staff participated in the celebration. 


Sol Robinson, general manager of Station WLAD, Danbury, Conn., 
has been elected president of the Connecticut Valley Council of 
B'nai B’rith .. . Wyeth Allen, president of Globe-Union, Milwaukee, 
has been awarded the Silver Antelope by Region 7 of the Boy 
Scouts of America for distinguished service to boyhood. The award 
is made annually by the national Scout council to one man in each 
region. Mr. Allen has been a Scout leader since 1920. .. 

J. Robert Mendte, who heads his own agency in Philadelphia, 
took his ten-year-old daughter, Jean, with him on a visit to his 
doctor for a back treatment. Instead of examining Bob, the doctor 
examined his daughter, rushed her to a hospital for an emergency 
appendectomy. Both father and daughter are doing fine... 

William Wadsworth Wood, publisher of Small Homes Guide, re- 
turned to Chicago April 15 after a three-week honeymoon follow- 
ing his marriage March 22 in Miami Beach to the former Mrs. John 
W. Esmond ... Harlan Hobbs, sales promotion manager of American 
Structural Products and the Kimball Glass division of Owens-Illi- 
nois, Toledo, is serving on a volunteer basis as executive secretary 
of the northwestern Ohio Eisenhower-for-President group... 

Rod Maclean, assistant v.p. and director, Union Bank & Trust 
Co., Los Angeles, was elected secretary of the California Bankers 
Assn. Group 5 at the spring meeting held April 14 in Los Angeles. . . 

Francis S. Murphy, editor and publisher of the Hartford Times, 
has been named recipient of the Hartford Junior Chamber of Com- 
merce’s annual Good Government Award for “outstanding service 
to metropolitan Hartford by active participation in public affairs 
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“Tt never occurred to me 


that my neckties might 


be a problem...” 


Not only his neckties, but his shirts, 
gestures and state of health are of 
tremendous concern to John Cameron 
Swayze’s regular viewers. Swayze, who 
started as a reporter and newscaster 
in Kansas City, must choose his 
accessories as carefully as he edits his 
script. Television’s most decorated 
newsman, Swayze has won 

more awards for accuracy than a Swiss 
watch... including the coveted DuPont 
award. Formerly Director of News 

for NBC’s Western network, Swayze’s 
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phenomenal memory and brisk show- 
manship first gained national promi- 
nence with his TV coverage of the 
1948 presidential conventions. Now 
with his daily Camel News Caravan, 
television’s highest rated news show, 
Swayze is one of the most-heard 
newsmen in the business. 


As a keen interpretive reporter and 
knowledgeable showman, Swayze 
knows that 1952’s big story is politics, 
and his first assignment, like that of 
100 other NBC men of news, is to 
cover the conventions and the elections 
as they’ve never been covered before. 


Swayze, Pearson, Kaltenborn, Mueller 
—these are a few of the outstanding 
reporters who make the NBC News 
Center pre-eminent in broadcasting. 
News reaches most Americans first 


Photograph by RALPH STEINER 


through radio and television, and 
ratings prove that, day-to-day, more 
Americans prefer NBC as their 
primary news source on both radio 
and television. The reason is simple. 
NBC's news-gathering facilities are 
larger and more active, and NBC 
consistently broadcasts more hours of 
news, more special events than any 
other radio or television network. 


Politics makes more than strange 
bedfellows. It makes exciting news, 
and in this, the most intense political 
campaign since 1932, more Americans 
will hear the news first and hear 
more of it from NBC. 


NBC radio and television 


a service of Radio Corporation of America 
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The Farm Cooperatives. .. 


2 Out of 3 Farmers 


Belong toa 


Big Marketing Groups 
Do Bulk of Co-op Volume; 
Their Purchasing Zooms 


WasHINcTOoN, April 29-—-The De- 
partment of Agriculture estimates 
that two out of three American 
farmers belong to at least one co- 
operative 

The major function performed by 
these co-ops is marketing. How- 
ever, along with their tremendous 
growth in the past 50 years, they 
have gone in extensively for pur- 
chasing of supplies needed by 
farmers. In [913, only 2% of co-op 
business was purchasing; today it 
is 22% and increasing all the time. 

AA's report on cooperatives 
April 21 dealt primarily with those 
groups affiliated with the Co-op 
League, a public relations organ- 
ization promoting expansion of 
consumer co-ops in all phases of 
American life. 


@ At the other side of the co-op 


“Wield is the National Council of 


Farmer Cooperatives, with head- 
@@arters in Washington. The coun- 
cil is active in the agricultural field 
Only. It is one of the four major 
U, S. farm organizations, repre- 
semting 112 direct and aSsociate 
m@mbers. Among its members are: 

Florida Citrus Exchange, Calavo 
Growers of California, Sunkist! 
Gowers Inc., American Cotton 
ceive Assn., Dairymen’s 
Lé@ague Cooperative Assn., Amer- 
fe@h Cranberry Exchange, Ameri- 


cam Rite Growers Cooperative 
Assn., Western States Bean Co- 
Gperative, National Live Stock 


Préducers Assn., California Walnut 
Gowers Assn., Sun-Maid Raisin 
Growers of California and National 
Weo!l Marketing Corp. 


8 These farm co-ops do the bulk 
of the multi-billion-dollar co-op 
buginess. They back their products 
with healthy ad budgets. Through 
thé council, and through their own 
publicity departments, they also! 
Wage institutional campaigns in 
behalf of cooperatives. | 

John Davis, executive secretary 
of the council, told AA the chief | 
difference between his group and} 
the Co-op League “is one of philos- 
ophy.” He explained: 

“We look upon the farmer co- 
operative form of business 
and means of increasing the farm- 
er’s profit from his farming oper-! 
ations——a means of improving the 
living standards of farm people. 
We do not look upon cooperation 
as a movement, as a way of life, 
or as a medium for reaching 
Utopia.” 

In its literature, the Co-op 
League speaks of cooperation as 
the “middle balance 
wheel between big government and 
big business 


as a 


way"—a 


@ One of the big farm co-ops in the 
general service field is the Co- 
operative G.L.F. Exchange, Ithaca, 
N. Y., with 300 affiliated units and 
an Annual business of $150,000,000 
G.L.F. recently announced plans 
for a $50,000 promotion of co-op 
paint. It is one ef a number of 
farm co-ops which have waived 
the right to operate under the fed- 
eral income tax exemption laws 
(AA, April 28) 

Another council member, in the 
purchasing division, is the Penn- 
sylvania Farm Bureau Cooperative 
Assn., which held its annual meet- 
ing last week. The Pennsylvania 
co-op members were urged by con- 
troller L. A. Thomas Jr. to increase 
advertising and research as a way 


Co-op 


to lower distribution costs. 

Mr. Thomas told the meeting 
that from 1940 to 1951, the Penn- 
sylvania co-op has increased bus- 
iness from $2,000,000 to $22,000,- 
000. He said the increase in real 
value was close to 60%. 


® United Cooperatives Inc., Alli- 
ance, O., is a counterpart to Na- 
tional Cooperatives, operating in 
the procurement and manufactur- 


ES a ys 


ing field. It services 27 regional 
associations, mainly those in the 
eastern part of the country. Con- 
fined entirely to the farm field, 
UC supplies products under two 
labels—Unico and Alliance. It has 
four manufacturing operations—a 
paint plant at Alliance, a barn 
equipment plant at Ravenna, O., 
an oil blending factory at Indiana- 
polis and a farm chemical division 
at Alliance. 

Still another large purchasing 
co-op is Associated Cooperatives 
Inc., Sheffield, Ala., which buys 
farm supplies, principally ferti- 
lizers, for 45 member groups in 
27 states. 


8 Not affiliated with the council, 
but important in the farm co-op 


field, are two other groups. They, 


are the National Federation of 
Grain Cooperatives and the Na- 
'tional Milk Producers Federation. 

Acting as a national educational 
organization for almost al] of the 
farm cooperatives is the American 
Institute of Cooperation, with of- 
fices at 1302 18th St., N. W., Wash- 
ington. 

The institute is a clearing house 
for up-to-date information about 
all cooperative businesses in the na- 
tion. It surveys not only the farm 
field, but all organizations which 
use mutual and cooperative tech- 
niques. Examples of such organ- 
izations are: 

Railway Express Agency, Asso- 
ciated Press, American Automo- 
bile Assn., mutual life insurance 
companies, mutual building and 
loan associations, mutual savings 
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banks, Veterans Cab Assn. of 
Washington, D. C., Independent 
Grocers’ Alliance, Federal Whole- 
sale Druggists’ Assn., CARE (Co- 
operative for American Remit- 
tances to Europe), American Insti- 
tute of Banking, and the retailer- 
owned cooperatives in the drug, 
bakery and hardware fields. 


Appoints Hutchins Advertising 

Hutchins Advertising, Rochester, 
N. Y., has been named to direct 
advertising for the Hanover fine 
china division of C. W. Stuart & 
Co., Newark. 


Bandoli Joins Plomb Tool 
Marvin S. Bandoli, formerly v.p. 
of Clary Multiplier Corp. San 
Gabriel, Cal., has been appointed 
v.p. of marketing and research for 
Plomb Tool Co., Los Angeles. 
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Speidel Is Weyerhaeuser Rep 

Conrad Speidel, who has been 
editor of employe publications for 
Weyerhaeuser Timber Co., Ta- 
coma, has been appointed public 
information field representative in 
the State of Washington for the 
company. AA erroneously reported 
April 21 that Mr. Speidel had 
been named public information 
field representative for the State 
of Washington. 


Edward Petry & Co. Moves 

The St. Louis offices of Edward 
Petry & Co., radio and television 
station representative, have moved 
to 915 Olive St. 


Olive Assn. Names Agency 

Russell, Harris & Wood, San 
Francisco, has been named to di- 
rect advertising for the Rocca Bella 
Olive Assn., Wallace, Cal. 


"Weekly Newspapers Just Cost Too Much,’ 
Nabisco Exec Tells Greater Weeklies Group 


New York, April 29—If weekly 
newspapers are to get more na- 
tional advertising, they must con- 


vince advertisers that they have) 


more to sell than just space in their 
local papers. 

This was one of the remarks 
made by Harry F. Schroeter, di- 
rector of media, National Biscuit 
Co., at a panel discussion on “More 


advertising for your newspaper.” | 


The panel was held at the fifth an- 
nual spring conference of Greater 
Weeklies Associates last week. 
Discussing food advertising, Mr. 
Schroeter said: “For mass media 
in printed advertising, so many ad- 
vertisers in our position use maga- 


zine coverage because magazine 
dollars are spread over the entire 
country. Daily newspapers do give 
us more intensified coverage with 
substantial circulations in selected 
areas, but at a somewhat higher 
cost. When we look at weekly 
newspapers, we find costs several 
times greater than even the dailies. 
In our eyes, weekly newspapers 
just cost too much. 


® “Now I know that theoretically 
smaller newspapers are read more 
thoroughly so that readership of 
national ads should be better than 
in the large metropolitan dailies. 
However, the Continuing Studies 


of Newspaper Reading show no 
difference in readership of national 
ads by circulation brackets. It 
would seem that a national ad is 
a national ad, and a local ad is a 
local ad. If you gentlemen can es- 
tablish anything different, I wish 
you would come and tell me about 
n” 

Mr. Schroeter affirmed “the 
great strength and influence of 
weeklies among their subscribers,” 
but pointed out that this doesn’t 
necessarily apply to national ad- 
vertising. Some sort of “local” 
touch is necessary for national ad- 
vertisers to “view the weekly 
newspaper in a far different light 
than they do now,” he said. 


® Discussing the improvement of 
standards on Class A weeklies in 


49.6% 


SHARE 


38.8% 
SHARE 


FIRSTinTOTAL RATED PERIODS 


KRNT Has 85 Firsts (1 tie) 

Out of 109 Weekday Periods! 
KRNT's audience is greater by 
27.3°/, than the total of No. 3, 
4, 5, and 6 stations combined 
... is 95.0% greater than 


2 station. 


FIRST in MORNING 
KRNT First in All 22 Periods! 


KRNT's audience is 38.2°/, larger than the combined total 
of the No. 3, 4, 5, and 6 rated stations . . . is 7.8°/, greater 
than No. 2, 3, and 4 stations combined . . . 167.7°%/, greater 
than No. 2 station. 


)| FIRST in AFTERNOON 


KRNT First in 23 of 24 Periods! 


KRNT's audience is 1.8°/, larger than the combined total of 
all 5 other rated stations . . . is 101.6°/, greater than the No. 


FIRST in EVENING 


KRNT Has 40 Firsts (1 tie) Out of 63 Periods! 


42.9% 


SHARE 


the second 


station . . . is greater by 23.6°/, than 
No. 2 and 3 stations combined. 


yr 


ranking 


gi 


KRNT's audience is 48.4°/, greater than the station rating 
second . .. is 13.2°/, greater than No. 3, 4, and 5 combined. 
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Canada, of which there are now 60 
in good standing, Herbert A. Sandi- 
son, Toronto, national advertising 
representative for the group, told 
the conference that national! linage 
has increased 149% in the past 
ten years. In 1951, member papers 
carried 18,700,000 lines of national 
advertising, costing $887,000. 

John T. Tuthill Jr., publisher of 
the Advance, Patchogue, L. I., was 
elected to a second one-year term 
as president of the group, which 
represents more than 200 weekly 
newspapers in the U.S. G. Howard 
Sleeper, publisher of the Herald, 
Mount Holly, N.J., was named 
v.p., and Hubert D. Murray, pub- 
lisher of the Wave, Rockaway 
Beach, N.Y., was reelected treas- 
urer. Mary Dunn continues as 
secretary. 

Publishers elected to the board 
of directors are: Donald T. For- 
sythe, Hancock County Journal, 
Carthage, Ill.; William G. Kerbin, 
Democratic Messenger, Snow Hill, 
Md.; Herschel J. Blazer, Times 
Record, Aledo, lil; R. A. Brod- 
hecker, Banner, Brownstown, Ind.; 
G. Marshall Townsend, Chronicle, 
Milford, Del., and Messrs. Tuthill, 
Sleeper and Murray. 


Lists 50 Favorite Eateries 
Dartnell Corp., Chicago business 
research publisher, has published 
a pocket-size book listing the top 
50 favorite restaurants of business 
men in America. The list was com- 
piled from answers business men 
gave to the question: “If you we 
to take your best customer out 
dine, where would you take him 
List includes house specialty a 
interesting descriptions of t 
places. Book may be had from t 
publisher for $1.75 by sending 
4660 Ravenswood Ave., Chicago 


Harshe-Rotman Opens Branc 

Harshe-Rotman, public relatio’ 
organization, has opened a bran 
office in the Cutler Bldg. R 
chester, N. Y. The expansion is t 
result of a merger with Warr 
Phillips Associates, Rochester pu 
lic relations consultant. Warr 
Phillips, who headed the Rochest 
agency, has been elected a v.p. 
Harshe-Rotman in charge of t 
Rochester area. 


Rail Diner Chief | 


The youngest executive in such # 

pst, Sidney N. Phelps has been named 
Manager of Dining Car Service for the 
Pennsylvania Railroad. 
At 36, Mr. Phelps has been with the 
Pennsylvania for only 3 years. His rapid 
rise follows extensive experience in 
the food service field. 

400,000 Meals Monthly 
One of The Wall Street Journal's regu- 
lar 417,220 readers, finds The National 
Business Daily very useful all along 
the line—especially in planning pur- 
chases of foods, supplies and equip- 
ment. He directs diners on 170 daily 
trains, covering 13 states and Woash- 
ington, C., and serving 400,000 
“meals on wheels” a month. 

Mr. Phelps represents the 7,699 execu- 
tive readers of The Wall Street Jour- 
nal in the transportation field, which 
includes railroads, airlines, steamships, 
buses and trucking. Men like these 

including executives who have an in- 
fluence for example, on the $2,175, 
859,000 which railroads alone spend 
annually on fuels, materials and sup- 
plies—are only part of the highly-de- 
sirable audience you are able to reach 
and convince through advertising in 
The Wall Street Journal. 

(ADVERTISEMENT) 
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All prevailing trade winds point 
straight to the Plus Network... 


Mutual is the one radio network 
with a plus in client billings. After 
the only full-year gain in the 
industry (51 over ’50), Mutual 
Network time sales for the first 


quarter of ’52 are 11% ahead of ’51. 


Mutual is the one radio network 
with a plus in share of audience. 
Latest Nielsen data reveal the only 
increased share in the industry: 
Jan.’52 is 18% ahead of Jan.’51. 


Mutual is the one radio network 

with a plus in station facilities. Our 
12-year pattern of “the most stations 
in the most markets” now inspires 


imitative efforts by all other networks. 


All prevailing trade winds point 


straight to the Plus Network... 


where the most sales-productive 
fields in all U.S. advertising 
await your plowshare—and where 


the lowest costs prevail, too. 


the MUTUAL network of 
550 affiliated stations 


east, west, north, south 
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‘Enquirer’ Employes 
Still Fighting for 
Right to Buy Paper 


WASHINGTON, April 29—The pro- 
posed sale of the Cincinnati En- 
quirer io the Times-Star (AA, 
April 14) was threatened with de- 
lay today when Enquirer employes 
asked Federal Judge Bolitha Laws 
to grant them time to perfect their 
offer. 

Through former Sen. Millard 
Tydings, the employes told Judge 
Laws they are prepared to better 
the $7,500,000 offer which the 
Times-Star has made to the trus- 
tees of the estate of the late John 
R. McLean 


® While he refused to allow the 30 
days requested by the employes 
to perfect their offer, Judge Laws 
agreed to give them “reasonable 
time” to do so. By “reasonable 
time” he said he had in mind two 
weeks. The judge also agreed to 
permit the employes’ counsel to 
participate in the hearings under 
way here this week on the sale of 
the newspaper 

The employe group said neither 
politics nor job security are issues 
They told Judge Laws that sale of 
the Enquirer to the Times-Star, 
which is owned by the Taft family, 


“Qwould result in a further concen- 


tation in the control of the press, 
“Gnd would be a very dangerous 
threat to freedom of the press in 
our city * 

The Enquirer representatives al- 
8@ told the judge they intend to 
raise the money to buy the paper 
from their own savings and “by 
mortgaging their homes and their 
cars,” if necessary. 


hirlpool Promotes Sparks 

ack D. Sparks, who for the past 
yerr has been on special assign- 
mient in the defense contracts divi- 

i, has been promoted to sales 
BB ction and advertising mana- 

of Whirlpool Corp., Chicago. He 
Te the company in 1940, be- 
Coming assistant sales manager in 
1948 and advertising manager in 
1949. Donald H. Davidson, who has 
béen acting advertising manager, 
r@umes his duties as sales promo- 


ti@m manager of the dryer and 

ir@ner division. 

KLEE Changes Call Letters 
KLEE, Houston, recently pur- 


@hased by Trinity Broadcasting 
Corp. for a price in excess of $300,- 
000, has become an affiliate of Lib- 
erty Broadcasting System and has 
changed its call letters to KLBS 
The change is in step with the pro- 
posed moving of the LBS head- 
quarters to Houston 


jy ‘ 
2 : the 
AMBASSADOR 


Appoints DuFine-Kaufman 

Hygrade Printing & Stationery 
Co., New York, has named DuFine- 
Kaufman, New York, to handle 
its advertising, sales promotion and 
publicity. Trade publications, di- 
rect mail and publicity campaigns 
will be used. 


MacGillivray Elected President 


Kenneth MacGillivray, manager 
of the public relations division of 
MacLaren Advertising, Toronto, 
has been elected president of the 
Public Relations Assn. of Toronto. 


Credit Men Will 
Discuss Problems 


of Various Media 


Houston, April 30—Credit prob- 
lems peculiar to various advertis- 
ing media will be the topic of con- 
versation here on May 13. 

The occasion is the 56th annual 
credit congress of the National 
Assn. of Credit Men, to be held at 
the Rice Hotel, May 11-15. 


The association’s newspaper-ra- 
dio-TV-advertising media group 
has scheduled a program for its 
one-day stand which will include 
the following addresses: 

“The Responsibility and Recog- 
nition of Newspaper and Radio- 
TV Credit Managers”; “Cost of 
Credit Departments and Efficiency 
of Their Procedures”; “Credit 
Problems of Radio and Television,” 
and “Trends, Problems and Pro- 
cedures in Advertising Agency 
Credit Recognition.” 


Advertising Age, May 5, 1952 


Arthur F. Gerecke, credit mana- 
ger of the St. Louis Post-Dispatch, 
is chairman of the association’s ad- 
vertising media credit group. 


Oregon Newspaper Men Meet 
The Oregon Newspaper Pub- 
lishers Assn. will hold its annual 
meeting at the Hotel Gearhart, 
Gearhart, Ore., June 20-22. 


Kaufman-Strouse Moves 

Kaufman-Strouse, Baltimore, has 
moved to new quarters at 419 N. 
Charles St. 


Who buys 


TRUE CONFESSIONS 


7 


Here are the amazing facts behind 
TRUE CONFESSIONS’ spectacular gains: 


MORE WOMEN! At the newsstands more women buy TRUE CONFESSIONS than 
Life, The Saturday Evening Post, Collier’s, Look, McCall’s, and 
Woman’s Home Companion. Here, where magazines are in direct 
competition with each other, TRUE CONFESSIONS outsells all 
but Ladies’ Home Journal. In two years TRUE CONFESSIONS 
has played leapfrog with the giants—moved from seventh 
to second place at the newsstands. 


YOUNG WOMEN! TRUE CONFESSIONS has the youngest median age for adult 
women readers reported by Starch. 


MARRIED WOMER! 73° are wives and homemakers. 


WOMEN WITH YOUNG CHILDREN! TRUE CONFESSIONS has the high- 
est percentage of families with young children (except Parents’) 
reported by Starch. 


rue * 


onfessions 3 


NEW YORK + + DETROIT 
LOS ANGELES + SAN FRANCISCO 4 


At the newsstands— America’s 
second largest selling magazine. 
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Chamber of Commerce Population Study 
Debunks Gloomy Predictions of Prewar Era 


Wasuincton, April 29—Econo- 
mists of the U. S. Chamber of Com- 
merce pointed out today that the 
spectacular population growth of 
the U.S. since the 1930s has out- 
moded much of the economic 
thinking of the prewar period. 

Contrary to most predictions in 
that the population 
would gradually level off and 


probably decline, it seems certain 
to reach over 200,000,000 by the 
year 2,000, the chamber’s letter 
“Economic Intelligence” points out. 

“Many gloomy predictions that 
our population might soon cease to 
grow and actually begin to de- 
cline” were heard in the 1930s, the 
letter observes. 

“Much was made of these esti- 


mates in light of the expected ef- 
fects upon our economic growth. 
“Thus we had theories of the 
‘mature economy’ with chronic 
over-savings, under-investment 
and limited job opportunities.” 
The chamber says an economy 
with a growing population is gen- 
erally of necessity a dynamic econ- 
omy. “It must continue expand- 
ing. In terms of population, no 
over-all lack of investment demand 


lis likely. This means that the de- 


pression theories of a ‘mature 


‘economy’ are no longer valid. There 


is no great danger of over-savings 
and under-investment with result- 
ing chronic unemployment.” 


® The chamber’s analysis is docu- 
mented by data from the 1950 pop- 
ulation census, which shows that 
population has doubled since 1900. 
While the analysis indicates a 
slackening birthrate in the mid ’50s 
when the “depression babies” reach 
marriageable age, it also pre- 


dicts a population close to 170,000,- | 
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000 by 1960. 

Hinting at the business implica- 
tions of population growth, the 
chamber points out that increased 
population requires more homes, 
appliances, schools, roads and the 
like. 

It notes also that the Department 
of Agriculture has predicted that 
by 1957 production of food will 
have increased by 20% over 1950. 
This means an additional 5.5 bil- 
lion pounds of meat, an additional 
30 billion pounds of milk and an 
| added 15 billion eggs, the chamber 
says. “The farmer should benefit 
accordingly.” 


Scott Joins Betteridge & Co. 


George E. Scott, formerly with 
Ruthrauff & Ryan, has been ap- 
‘pointed production manager of 
Betteridge & Co., Detroit public re- 
lations organization. 


‘Tribune’ Holds Ad Forum 
The Chicago Tribune will hold 

its third annual distribution and 

| advertising forum in Chicago May 


| 20- 
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These advertising experts 
spend their dollars in TRUE CONFESSIONS: 


AGENCIES LIKE THESE: 


J. Walter Thompson Co. 
Foote, Cone & Belding 
Batten, Barton, Durstine & 


i Osborn, Inc. 
Benton & Bowles 
j 


Sherman & Marquette 
William Esty & Co. 
Erwin, Wasey & Company 
Compton Advertising, Inc. 
Ted Bates, Inc. 

Paul Grant Adv. 

Maxon, Inc. 


Doherty, Clifford & Shenfield 

Wm. H. Weintraub Co. 

J.M. Mathes, Inc. 

Robert W. Orr & Associates 

Sullivan, Stauffer, Colwell & Bayles 
Lawrence C.Gumbinner Adv. Agency 


Young & Rubicam, Inc. 
Ruthrauff & Ryan, Inc. 


RCA VICTOR 

pe |" ; 
Good program ideas and top talent 
deserve RCA Victor transcription 
quality and service. Your material — 
spot announcements to full-length 
shows—should get the benefit of 


RCA’s technical experience and 
research. 


Your order, LARGE Or SMALL, is 
recorded, processed and pressed in 
the country’s best-equipped studios 
and plants . . . receives world-famous 
RCA Victor engineering. Complete 
transcribed radio production and 
script-writing facilities are available. 
Contactan RCA Victor Custom Record 
office today: 


FOR ADVERTISERS LIKE THESE: 


Wildroot Co., Inc. 

Revlon Products Corp. 

The Nestle Le Mur Co. 

Tintz Company 

The Pharma-Craft Corp., Inc. 
Johnson & Johnson 

Miles Lab., Inc. 

Sterling Drug, Inc. 

International Cellucotton Prod. Co. 
Liggett & Myers Tobacco Co. 

R. J. Reynolds Tobacco Company 


Colgate-Palmolive-Peet Co. 
Lehn & Fink Prods. Corp. 
Whitehall Pharm. Co., Div. of 
Amer. Home Prod. Corp. 

Pond’s Extract Co., Export Ltd. 
Bristol-Myers Co. 
i McKesson & Robbins, Inc. 

; Noxzema Chemical Co. 

| The Andrew Jergens Co. 

i The Procter & Gamble Co. 

i rillette Safety Razor Co. 


International Latex Corp. | 
Sunshine Biscuit, Inc. 
H.J. Heinz Co. 
Cling Peach Advisory Board 

Beatrice Foods Co. 

The Royal Lace Paper Works, Inc. 

Free Sewing Machine Co. 

Fels & Company 

Loew’s Inc. 

RKO Radio Pictures, Inc. 


WHY? To provide economical coverage of one of America’s greatest young markets, 
one that can’t be reached through any other kind of magazine! 


630 Fifth Avenue 
Dept. G-50, NEW YORK 20 
JUdson 2-S011 


445 North Lake Shore Drive 
Dept. G-50, CHICAGO i1 
WHitehall 4-3215 


1016 North Sycamore Avenue 
Dept. G-50, HOLLYWOOD 38 
Hillside $171 


onfessions | 


_ NEW YORK « CHICAGO + DETROIT — 
LOS ANGELES + SAN FRANCISCO 


Write now for our fact-filled 
Custom Record Brochure! 


At the newsstands —America’s 
second largest selling magazine. 


RADIO CORPORATION 
OF AMERICA 


RCA VICTOR DIVISION 


if | es 
| | Ce _ 
=: oe ca, foe 
i a on 
| ee a e 
oe baie 
4 ee : a 
ee < Dee * 
ie: | Ee 
oa rs . \ Bee 
7 ‘| 
S 4% oe . 
A j , ’ ‘ e - 
x 3 aa 
| oe 
a ae : 
a : 
| Onfe Fan a 
4 ~ Wessions i 
| rue “~~ Hlody Sty ie 
a ij a / Pee : x > eae 
gs | we a . eis 
Le f < x . * - 5 ee Pia és 
a ‘ F : Te SSE 
: | Po A | ae 2 — ws 
‘i + a ; ea ‘a , Sua 
oe ’ f_ i ce 
+ TR ac SS So bp) | ae eri pon : NS te eet eee ” ieee GR ae ee 


24 


Heinz Co. Promotes Graham 


H. J. Heinz Co., Pittsburgh, has 
promoted B. D. Graham from as- 
sistant sales manager to general 
sales manager. He succeeds J. B. 
Holcomb, who has retired after 27 
years of service because of ill 
health 


‘Digest Promotes Two 

John A. Caragol, sales represent- 
ative for Reader's Digest Interna- 
tional Editions, New York, has 
been. promoted to eastern advertis- 


ing manager for the editions and 
advertising manager for the Mexi- 
can edition. J. Clinton Barnes, ad- 
vertising sales representative, has 
been named U. S. eastern sales 
manager for the Canadian edition. 


Seidler Joins Kellogg Co. 

Wally Seidler, formerly station 
manager of KOCS, Ontario, Cal., 
KSMA, Santa Maria, Cal., and 
KMPO, Pomona, Cal., has been ap- 
pointed radio and TV director of 
Edward S. Kellogg Co., Los An- 
geles 


LAs 
Your only edequote 
trade coverage of the 
country's fastest growing 
automotive market. Now 
over 6% billion dollars yearly. 
Write for full dota. 


Southern 
Automotive 
Journal 


ABC 
NBP 


806 PEACHTREE STREET, N. £., ATLANTA 5, GEORGIA 


Sarcastic ‘N. Y. Post’ Columns Blast 
ANPA for Barring Press at Meetings 


New York, April 29—“The 
American Newspaper Publishers 
Assn. is a collective horde of feed 
merchants and real estate brokers 
who have absconded with the heri- 
tage of William Lloyd Garrison and 
Peter Zenger.” 

With that lead, Murray Kemp- 
ton, New York Post labor colum- 
nist, in the April 25 issue of the 
Post, proceeds to flay ANPA and 
its members 

“The trouble with being a pub- 
lisher,”” Mr. Kempton says, “is that 
people expect you to be interested 
in newspapers.” 

An editorial in the same issue 
of the Post denounced the ANPA 
for meeting behind closed doors. 
“Pull down the shades, fellows,” 
Says the head over the editorial, 
“we're going to denounce secrecy.” 


|\@ “Meeting behind closed doors,” 


the editorial continues, “the pub- 
lishers solemnly deplored secrecy 
and ‘creeping censorship’ in gov- 
ernment. Rising in secret unison 
against ‘government by handout,’ 
the publishers then authorized one 
of their spokesmen to hand out the 
results of their deliberations. No- 
body seemed to get the joke. 

“Reporters were barred from the 
session at which these momentous 
verbal blows against secrecy were 
struck. 

“When the meeting recessed,” 
the editorial continues, “Cranston 
Williams, general manager of 
ANPA, gave reporters their ‘brief- 
ing.’ In doing so he revealed quite 
accurately, for example, that Dor- 
othy Schiff, publisher of the Post, 
had spoken and voted against the 
anti-Truman manifesto. He said 
she had made the point that a 
facetious, hypothetical White House 


Redbook’s new volume and 
frequency discounts offer all 


' advertisers unequalled flexibility 
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Redbook Magasine 


and frequency discoun 


In another pioneering move REDBOOK Magazine now 
offers advertisers the option of choosing fo their own advantage between quantity 


ts. 


Effective in August, the new rate card will give unequalled flexibility to adver- 
lisers using three pages and more, or three issues and more. These discounts are 


real incentive discounts, designed to increase advertising effectiveness. They en- 


on the part of all ad 


lip service to these basic principles of good advertising 


conerete approach. 
In addition, the free 


qualifying in one category can, in many cases 


in the other. 


vertisers—large and small. REDBOOK 


quency or volume options reward 


courage a return to the basic advertising principles of continuity and repetition 


goes beyond mere 


it offers a new and 


instead of penalizing 
the advertiser with seasonal product and service requirements. Advertisers not 
and by their own choice 


qualify 


Now more than ever REDBOOK is the wise buy. The amazing response of wide- 
awake Young Adults to REDBOOK’s tailored-to-fit editorial content can't be oever- 
looked. One big reason why: despite a 40° increase (from 25¢ te 35¢) in news- 
stand price, REDBOOK’s circulation guarantee of 1,950,000 was exceeded in the 
last 6 months of 1951. Advertising revenue, too, was up 13° (1951 vs. 1950). 

Don’t delay in getting full details on how REDBOOK’s new discount option can 


strengthen your campaign in America’s most responsive market 


Adults. Concentrate o 


Od 
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exchange had been unjustly mag- 
nified by the publishers. 


® “Williams forgot to tell the re- 
porters that she had also described 
Sen. McCarthy’s attempt to in- 
timidate Time and other publica- 
tions as a genuinely clear and pres- 
ent danger to freedom of the press. 
That point was inexplicably cen- 
sored in Williams’ ‘briefing’; things 
always get lost in secret meetings, 
as publishers and editors have been 
warning their reporters for years. 

“When the day’s business was 
over,” concludes the editorial, “the 
publishers met for dinner. They 
had chosen as their speaker Sen. 
Byrd (D., Va.). With a true sense 
of independent non-partisanship, 
they had seemingly concluded that 
a southern Democrat who thinks, 
speaks and votes like a Republican 
reactionary, was a true compromise 
choice, representing all shades of 
reactionary opinion. 


s “We submit these items without 
detailed comments. We think, how- 
ever,” the editorial adds, “that they 
demonstrate why many Ameri- 
cans no longer take their news- 
papers seriously.” 

Mr. Kempton found it difficult 
to “give an entirely intimate pic- 
ture of this inspiring occasion [the 
ANPA dinner] because ANPA had 
put the press table as close as 
physically possible to the sidewalk, 
and thus your agent’s view of the 
proceedings was obscured by the 


, head of a Nebraska Pulitzer who 


| Toronto, will 


kept relaying back word that Sen. 
Byrd was inspired tonight. 

“There were a few complaints 
about this treatment of the work- 
ing press by its masters,” Mr. 
Kempton admits, “but then,” he 
adds wryly, “nobody ever expects 
the National Assn. of Retail Drug- 
gists to provide front-row seats for 
soda clerks. The trouble with be- 
ing a publisher is that people ex- 
pect you to be interested in news- 
papers.” 


® Commenting on the Bureau of 
Advertising of ANPA, Mr. Kemp- 
ton stresses that “its chairman was 
careful to point out that the bureau 
is concerned only with selling ad- 
vertising.” Mr. Kempton deplores 
the fact that the bureau “has noth- 
ing to do with the larger moral 
problems that are the ANPA’s con- 
cern—like ‘freight rates and how 
to get newsprint.’” 

Cranston Williams, general man- 
ager of ANPA, was unavailable 
for comment on the Post editorial 

At the ANPA office, AA was told 
that several newspapers had asked 
Mr. Williams to comment but that 
he had declined to do so. “Mr. 
Williams, presumably, has no in- 
tention of taking any official rec- 
ognition of the matter,” the office 
announced. 


| PhiliShave Bows in Canada 


Erwin, Wasey of Canada Ltd., 
introduce the new 
PhiliShave “12” electric shaver to 
the Canadian market for Philips 


| Industries Ltd., Toronto. The cam- 


paign started in April with 1,000- 
line and 250-line insertions in 
dailies and radio spots in major 
market areas. Two-color full-page 
and small-size insertions in sev- 
eral consumer magazines will fol- 
low when distribution is complete. 
Trade publications, point of sale 
and direct mail also will be used. 


‘Chatelaine’ Names Laurin 

Cc. J. Laurin, formerly manager 
of Canadian Home Journal, has 
been appointed manager of plan- 
ning and development on the ad- 
vertising staff of Chatelaine, Ca- 
nadian publication. 


JUST ASK FOR MARIE: 

Call WAbash 2-8655 and ask for 
Marie Maize on your next multi- 
graph. woo addressing or 
mailing job. Quick pick-up and de- 
livery, fast and accurate work, plenty 
of experienced personnel, char, 
always in line. THE LETTEB S L 
Inc., 431 S. Dearborn St., Chicago 5. 
(Now in our 23rd successful year.) 
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They Developed a Sales Formula, too 


The development of formulas for new and better plastics is the key to 
the astounding growth of the plastics industry. Progressive producers 
in this field have developed a successful sales formula, too. One of 
the important factors in it is the use of Business Week as an effective 
selling aid. 


REASON: Advertising dollars invested in Business Week produce 
more, because Business Week is read by a highly concentrated audi- 
ence of Management-Men. These executives are alert to the profit 
opportunities to be gained through the use of new materials which 
will help make their products more saleable. They are the men who 
make or influence buying decisions. 


RESULT: Business Week regularly carries more plastics advertising 
directed to business and industry than any other general business or 
news magazine. In common with advertisers in other fields, the plas- 
tics industry knows— 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT-MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 36, N. Y. 


These Plastics advertisers are reaching 
their important markets through 
Business Week 


American Cyanamid Co. 

Anchor Plastics Co., Inc. 

Celanese Corp. of America 

Chicago Moulded Products 
Corp. 

Consolidated Water Power 
& Paper Co. 

(Consoweld Div.) 

Dow Chemical Co. 

E. |. duPont de Nemours 
& Co., Inc. 

Durez Plastics & Chemicals, 
Inc. 

Emhart Manufacturing Co. 
(Plax Corp.) 

The Formica Co. 

General American 
Transportation Corp. 
(Plastics Designer) 

General Electric Co. 
(Chemical Div.) 


| 


The B. F. Goodrich Co. 

Koppers Co., Inc. 

Libbey-Owens-Ford Glass 
Co. (Plaskon Alkyd 
Moulding Compound) 

Monsanto Chemical Co. 

Pittsburgh Coke & 
Chemical Co. 

Polymer Corp. 
(Nylon & Teflon) 

Prophylactic Brush Co. 
(Prolon Div.) 

Reichold Chemicals, Inc. 

Rogers Corp. 

Standard Plastics Co. 

U. S. Rubber Co. 
(Naugatuck Chemicals) 

Union Carbide & Carbon 
Corp. (Bakelite Corp.) 

Westinghouse Electric 
Corp. (Micarta Plastics) 


Source: Publishers Information Bureau, Jan.-Dec., 1951 


A McGRAW-HILL PUBLICATION 
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Philly TV Service Groups Flexrock Returns to Chittick 
Seek to Halt ‘Slurring’ Ads eT pe a ge a > Flexrock Co., Philadelphia man- Data Proves It: 


Philadelphia television service 


: PEE gee EChE ufacturer of industrial mainte- 
groups are trying to get the Better Te rE + @. mance materials, has reappointed . 
tusiness Bure: st ads “y 6 . ’ art, *hittick Co., ade é i- 
Busine Bureau to stop ads they ef jem Tee! #3 rs % Chittick Co., Philadelphia, to di Auto Picture Is 


claim injure the service industry.) y @yt Bs a@- rect its advertising. In December, 
The action was sparked by athree- ~ ¢ - ep > the company had switched its ac- 
quarter-page ad in the Philadel-- =<“ >. 3 count from Chittick to Benham . 
phia News by Teleron TV Wave # ay & Advertising, Philadelphia. Far from rig t 
Trap. The gadget is supposed to 4 aS . 4 
stop television interference in met- oy He tke ; j ; 
ropolitan areas ry pee : Joins Industrial Surveys Detroit, April 30—The automo- 
Copy in the ad was interpreted (se % Ede 2 Frank S. Borst, formerly v.p. Of pile retail sales picture is dark. For 
as being a slur to TV service men| 77% * 3% ie ® y: A. C. Nielsen Co., has joined In- <6 weeks now the dealers have 
4: 2 = aii i 2k fe 8 eas" dustrial Surveys Co. as v.p. in the - a < 4 
because it implied they could not Sp, =m : ” been complaining, but sales offi- 
m pe Bi ; we Tie “gas Ra sales and client service department. r€€ ~ - ; ‘i 
eliminate many imperfections. A a. & oe mu ty Sg Rape Nps detege tials of the big manufacturers 
spokesman for the BBB said it is = Be Re oe 5 charge of an account group ©1als ‘ Sclcneh tite dill 
investigating the new gadget to #%% 3 ‘| = Bea = in the Chicago office. would confuse the nigh y _— 
determine if any action will be +f beg = =~ Eee: ing figures to show the reverse 
taken y : a - = ~~" #<: Elects George Lapham V. P. (AA, April 21). . , 
> “ 9 , > irs . ‘rete re r 
& . Be George W. Lapham, manager of | Now: the first concrete ~ 
aS ek has been given by a dealer organ- 


Lethen Joins CBS Radio the advertising and specialty and 2 
I trade divisions of C. S. Hammond ization to back up the contention 


3} 
) Edward F. Lethen Jr., formerly tke migeent sis & Co. Maplewood, N.J., map- that the new cars aren’t moving 
advertising director of Macfadden’s fe i io eke a. maker. has been elected a v ae f 
True Story Women’s Group, has at a a a and that sales are off. oe 
been named director of sales ex- NOVELTY—American Broadloom Carpet The Detroit Automobile Dealers 
tension for the CBS Radio Divi-| Co. recently ran this page and one like Emerson Named Ad Manager Assn. reports that retail passengs 
sion, a new post. Mr. Lethen joined it on the reverse side in the Philadelphia John E. Emerson, formerly with car sales are down 27% for th 
CBS Radio last September as an Inquirer, surrounding a 1,000-line selling Zenith Radio Corp., Chicago, has first 20 days of April as comparea 
vecount executive on the network copy with radio program schedules for been appointed ad manager of with the same period of a year ago. 
sales staff New York and Philadelphia Dad's Root Beer Co., Chicago March sales also were off sharply 
s : aainecaeS Se eee See a eee 


® Industry sources indicated that 
the Detroit picture is typical for 
all the nation and that in every 
region the sales. situation is 
running contrary to the normal 
spring upturn 

Paul Graves, executive secretary 
of the Detroit dealer association, 
blamed strict government credit 
controls for the lag in business, and 
emphasized his argument by point- 
ing out that the biggest sufferers 
of the spring slowup are dealers 
in the low-price fields. 

Mr. Graves said one factor in 
the sales drag is “reluctance of 
prospects to purchase due to false 
rumors that Regulation W_ will 
either be amended or dropped.” 

A check with the industry offi- 
cials indicates that the sales pic- 
ture across the nation is following 
a definite pattern and that even 
the used-car lots are doing business 
on a greatly reduced volume 


@ Liberal discounts on new cars 
is now a general practice. But even 
this has failed to stimulate demand 
for 1952 models 

The recent price cut by Kaiser- 
Frazer Corp. on its Henry J lines 
is not expected to be followed by 
other manufacturers, which means 
that dealers must absorb any al- 
terations made in the price tags 

Some persons close to the in- 
dustry insist that dealers should 
not comment for publication about 
the dark sales picture. They con- 
tend that such information tends 
to further depress the market 

One of the largest dealers in the 
Midwest answered this with, 
“Well, my business is too terrible 
to keep to myself.” 


‘52 ‘ALMANAC’ LISTS 
600.000 AUTO FIRMS 
Detroit, April 29—The 1952 edi- 
tion of Automotive News Almanac 
lists more than 600,000 independent 
business companies in the auto- 
motive and allied industry 
The new almanac, largest ever 
published, lists 201,340 garages and 
: repairers; 167,555 gasoline stations; 
ef . 48,139 new-car dealers; 36,518 ex- 
ae The audience That's why, when shipping drugs, IT’S PROFITABLE — Air Express service it pres ee a 
, serums ‘ ’ n ¢ : ransfer, cartage an ruckin 
erums, and vaccines to all parts of the costs less than you think, gives you companies, and 26,279 ra Wa 


country, the orders call for the world's many profit-making opportunities. 


; / fastest shippin rvi Air Express! tire dealers. 
" INL se 4 : s 
; WO. (+4 our Ph ieee New parcel post regulations affect you? , 4 
e Air Expre ss speed saves lives — and Call of . Appoint M-E in Cuba 


your local agent Air Express 


} 4 > q —_— . 
dollars, too. Whatever your business Division, Railway Express Agency Johnson & Johnson, New Bruns 
you can profit from regular use of Ait y wick, N.J., has named the Havan 
7 — | 3 office of Guastella-McCann-Erick 
¢ List few years, many peopl xpress Here's why son to handle radio advertising fot 
: witnessed a murach . , r asia ‘Cae. Wm Steal 
, IT’S FASTEST Ai Express ies tan its products in Cuba The agency 
y oO: nee er lids. tl ms ; i will also do TV advertising for 
noe doomed to lives as tnvalids, they priority of all) commercial shipping Hallicrafters’ television sets 
walked out into lives of usefulness and SCTVICES gives th — most com 
, tivity by the miracle of the “wonder plete door-to door | pickup and delivery Rolf Brandis Joins Ruben 
= P . | 
r drugs service in all cities on a principal towns Rolt W. Brandis has joined Ru- 


ben Advertising, Indianapolis, as 


Wonderful as scien new drug IE CBee OS : 

; cs m drugs j ’ radio-TV director. He formerly 

may be, one tactor ts sall vital co their IT’S DEPENDABLE Air Express pro was a producer-director for Aca- 
success. They must be ime to . ! I! che demy Film Productions, Chicago, 


used 


vides one-carrier re sponsibility al! ch : 
’ "waggle site aesih aie amelie aan std and prior to that produced shows 
s y and gx ecetpt upon delivery. GETS THERE FIRST for Olian Advertising, Chicago. 
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Dealer Helps Are 
Not Helpful, Says 
Arndt's ‘Results’ 


“HILADELPHIA, April 29—John 
cner Arndt & Co. had some 


oncaeid ventas 


f—and other agencies—in a re- 
t issue of its bi-monthly exter- 
ior house organ, “Resu!ts.” 
Actually, 
Charles H. Koos, president of Koos 
Bros., Rahway, N. J. “Results” has 


eh 


by Mr. Koos in which he declares: 
“Dealer Helps Are No Help to Us.” 

Mr. Koos complains that manu- 
facturers’ helps are too late in ar- 
riving, stocks are not coordinated 
with advertising and ads are not 
written from the retailers’ point 
of view. 


1e Arndt house organ goes one | 
further and backs up Mr.} 
Kv. -s’ findings with a survey the} 
agency conducted among retailers 
throughout the country. 
In the survey, it was found that 
mat service was the kind of help 
most desired by dealers, leading 
the list at 72%. Sales educational 
mats and floor display suggestions 
followed in that order. Dealer helps 
rating under 50% included window 
display suggestions, counter cards, 
“as advertised” 
c.osures. 
The survey also revealed that 
the greater advance notice of fu- 
ire promotion dates manufactur- | 
rs give retailers, the higher the 
percentage of participation. Twelve | 
weeks’ advance notice was consid- 
ered the most practicable time. 


Tr 


cards and bill en- 


@ When getting dealer helps to the 
stores in time (which meant a 
greater percentage of participa- 
tion) was the only factor consid- 
ered, 16 days was the most practi- 
cal time to allow. 

“Results” also included a check 
list at the back by which readers 
can measure and compare their 
findings with those reflected in the 
~urveys. 


IAVA Elects Rochford 


Daniel Rochford of Standard Oil 
ss Co. (N. J.) has been elected pres- 
ident of Industrial Audio Visual 
Assn., ah organization of execu- 
" tives who produce industrial mo- 
z tion pictures and other industrial 
audio-visual communications for 
corporations in the U. S. Other 
officers elected are: Ist v.p., Leo 
C. Beebe, Ford Motor Co.; 2nd 
v.p., Frank Howe, Pan American 
Airways System; corresponding 
secretary, Frank S. Rollins, E. R. 
Squibb & Sons; recording secre- 
tary, Donald F. Steinke, Dow 
Chemical Co., and treasurer, John 
T. Hawkinson, Illinois Central 
Railroad Co. 


S3oston Publicity Men Elect 

Ralph L. Rogers, public relations 
director of H. P. Hood & Sons, 
Charlestown, Mass., has been elec- 
ted president of the Publicity Club 
of Boston. Other officers elected 
are George Moore, public relations 
j man for the First National Stores, 
: and Mrs. Eleanor Collier, director 
of public awa for Boston Uni- 
versity, v.p.s; Walter Forse of the 
Boy Seuai a America, treasurer; 
Philip Hopkins, public relations di- 
rector of the Boston Community 
Fund, recording secretary, and 
Doris Almy, public relations direc- 
tor of the Massachusetts Teachers 
Federation, corresponding secre- 
tary. 


4 \points George Collington 
3eorge Collington, formerly v.p. 
»d general manager of Hugh 
acLean Publications Ltd., Toron- 
has been appointed general 
.vanager of Consolidated Press 
Itd., Toronto, effective May 1. 


RATT TI 


Se 


Ensign Rejoins CBS-AM 
William H. Ensign has returned 
to CBS Radio, New York, as an ac- 


count executive after an absence 

{ of four years during which time he 

, was eastern sales manager of 
ta American Broadcasting Co. 


cp words about dealer helps for | 


‘Allen Joins Harold Wolti 


Jerry Allen, formerly director of 


advertising and promotion 
Rensselaer Polytechnic 


Institute 
Concert Hall, has been appointed 
assistant publicity director of Har- 
old Wolff & Associates, New York. 


]-A. Corp. to Buchanan 
The Chicago office of 


at’ & Co. has been appointed by J-A ? , 
Corp., Chicago, to direct advertis- \ , © $500 Million Atomic Plant Is Going Up. 
ing for its new product, Lemon 


| trate. 


Buchanan 


Quick, a powdered lemon concen- 


27 


The Sun Shines Bright On PADUCAH— 


@ Bank deposits up 76% in 1951. 
~ @ More than 20,000 new jobs in year. 


reprinted in full an article written |, 


Attractive modern bedroom apt. New 

kitchen; Ige. m throom, plenty 
of r space; newly dec. Sub 
lease, $125 month. 1620 N. La Salle 


_Call_DFarhorr_2-4284 for appointment, 


~"4 ROOMS—NEW BUILDING 

Rent $122.50; electric kitchen, tile 
bath. Very desirable; large. light — 
po closets. a N. Qlarement 

1-4 p. m. HOhvocnst 6-2677. 
Seaurivul . ma 2 t.— Rental $120; 
free gas: mod- 
Garbare Disposal 


ern kitch., 1 
unit; venetian blinds exc. trans. In 
lto7 Oesey, 1 Estes-av. 


Det, 4 rm. apt.—3 yr. lease: new bidg., 
mod. kit., garb. Dispos. unit. 2900 N, 


on Sheridan, $145 per mo. Poss. Mar. 
1. BRankhn 2.0038 9-5. DRexel 8- 
1000 Saturday 9-1 

~— LUXE large 4 rm. <1 bedrm. apt.— 
New bidg.; extra large rms.; elect. kit.: 
5 closets, will coos : rent $147.50; 
near lake: 2d flr. EQmbolot 6-4204 or 

AMbassador 2-61G67 


FIRST MONTH'S RE! IT FREE 
3% rms.. lake front apt. Sublet tilt 
June lst or long term. Avail. Feb. _ 
$155. Decontrolied. UBtcwr 8-271 
IMM. OCCUP.—Exc. 
kit., pvt. bath, gow 
trans. Apt. 101, 4784 Megnoha 
TO RENT— APARTMENTS—NO, W. 
6 ROOMS—Hoet water heat, some fur- 
fiture: children welcome, 4808 W. 
herton, ADhanv 37-8187 
ist fir, heated, 


J BEDRM 7 rm, flat, 
. elec., hot water included, 


© ROOMS—Ki i wir a t; some furn; 
chil. wel. 480 
Anbany 21 21 $187 
a, RMS —Decont.: a utilities, S75. 
Bo your own decorat 
Pick eos a4 fas. 


; tile bath, en- 
Scotian Et Grand. 
NO BON RUS. MFrrimag 7-55 56. 
3 LCE. rms.—Brand new. retrig., stv., 
cab kit.: porch. IBvime 3-603 
OOM new apt.—Tiie bath bitods, 
AR kit. $80. fac. Dioxsers 2-852 22. 
J ROOM apt —Vie Drake-Lefand. Call 
Mon., 10-3 p.m. EAvmaphef 1- 9101. 
3 ROOME—With “util: 
$65 mon. 


. Rent 
req. Eumbel oo ‘. -8587. 
I “ROOM Kitnt —Very, ciean. Craw.-Irv 
$14 wk. BFnsacela 5-1846. 


38 SENT APARTUERTS—WEST- 

EDRM., 5 rm. apt.-—Facing Columbus 

a New bidg., fir ag ieenéremet. 
St floor: available $170. 

See Meva 147 $ ‘iden 
Visiony 3900 Jackson: nd 
. semi-bath; adults: $75 inc!udes gas, 
electric refrig. Mlowav 8-2304. 

FT ROOM apt.—Share large kitchen ana 
porch with couple. $15 wi 08 W. 
Taylor. OAoitol 7-68 33, ” Nevada + 0780, 


@ ROOM DE LUXE APT—IN N MEDICAL 
CES a ae _ MFozie 8-496 
3i, 18 te a apt SAS oO. 
KB. “puree wnoale 2-2035 
To RENT APARTMENTS —SUBUR. 
BROADVIEW—Beau rm. heated apt.; 
tile bath, range = Sie: mod. bias. 
Will decorate. Rent $330. 
Vihace 3-6701. © Fsieorock eet: 
EVANSTON—Attract. 5 1 rms, 
;_ $172.50 Bes 
‘BNiversifv 4-0156 


Stee 


A. Sebumaober, 
EVANSTON—Sublease 5 rm., 2 bedrm 
‘de luxe apt. new bide. $180. 507 
Sberioar-rd. DAvis 3-3461. 
PARK RIDGE 1m. a.) br, apt., enci. 
oem, auto. ht., gar. 2 bi. N. W.. other 
r, Im. occ. $160 mo. TAfaott 8-8504. 
Souril BERWYX—4 Tm. de juxe apt. 
toe th, 4. bed see om 24 it, Rent 


ton on 6latst. 


FOR INFORMATIg 


leading to recovery of 
effects removed from §& 
Parked on Wacker at 
Thursday evening, i) 

Cail MOhaw 


ANYONE knowing 
my father, Artbur O 
contact his a ds 
107, =." Film. F 
U 4048 


PAoolitte 
SAM—Come back on 
it is too late, 


_Fuoze 
BUN CLASSES PLEASE COM 
M RS FPU 
THANKS Ay t oocetel Novena { 
cesstul marriage. A. Novorito. 
GINIA Boler Aloer—Pi 
HUmboldt 5-6065 


BEAUTIFUL red rose corsace— 
Satisfaction guaranteed. 


‘oooiawr, Oriffith, Ind. 


debt 
myself. Mersis Prewn 


RING latnentleaerss platinum ru ruby 
Jan. 4th. Loop 


ani 
Call Wrrtwertb 5-5112, 


$100 REWARD. 


6 
—50¢ Dp. 
The Eleower 


Save ee ties ld bEsTs——~ 


Have withdrawn “from Dee- eet 


Names Emerson-Rogers Heinz Joins Mendte Inc. . ~ The Paducah SunDemocrat 
Williams of the Astor, New York! John F. Heinz, formerly with 
beauty salon, has appointed Em-/ Cities Service Oil Co. (Pa.), New 28, 000-Plus Paducah, Ky. Burke, Kuipers 
erson-Rogers, New York, as its| York, has been appointed an ac- Daily - Sunday & Mahoney 
the words are from) agency. Consumer publications will} count executive of J. Robert! 
be used Mendate Inc., Philadelphia 
———— LOST iy FOURD ~~ | TO RENT—RMS-=ROOM & BOARD / TO RENT—RMS—ROOM & BOARD © 
TO RENT—AP 
BOWLIN ee w. a 80 Steen -_ 
IMMEDIATE OCCUPANCY. : ey ‘HOTEL 4122 Tees rms. for 
ile-s rport. Con . 
NEW NR. NORTH SIDE APTS. taal ne = ra Reward. 3. service "nod tpene ine hes 10's {S"aawncale Lane 
itzen, 4 ciprtep-8 . . 
616 N. PUSH-ST. ring lost—5 rt a atin es MpOtierse enette ey reas Foch well 2-7 148. 
1 pearl, Reward. Hilare_ 6-220. tote wan? a tae 17°N, Eomar viva. Van Buren 36154 
edly ~~ —Boxer puppy. Bik. and white RM Ei RMS.—Sing. or dbl... kit. priv 
attractively” decorated. acune bean 4 while, paws WILLIAM EFEOK & CO. avo WSkeama NPvoga 2.02" 
Complete “eleetre Kitchenettes. Leather collar. Beware. 2 eet Pathe 1555 E. 79th. Bayport 1-10 KPC. ; =. 
Rentals $115 to $150 mo Palmer in Elmwood Pe Baby's pet. , 402-08 att be fo" fedemas: 
ad Inspection = os Sun. Esostone 50010 New. dec. and beau. furn. studio sieep- sini om, a e tr. dams. 
RE D 4:30 F. ae t—Fem. German Shephard. 6 ing_ rms, Also 3 room kitchen apt, 
Inquire ‘A. Einoen or R. Koaeser. pass... Samed ee ae one with ~~ 9 5 ROOMS—Kitchen, pr Private on LARGE Bes" Fialnce tit pn cout rm. 
RROWNB & STOBOH, — Ieft_drooped._ Rew. Eawadaie” 2- -{t6. Ne ee children or $100 per 
WELitebah 4-7878. Lost—Part male: 6 a -ST. —Clean, at ve Vanderb It rs 3416 eners. 6 p. m. 
WI old: black, Tight chest: ; Jan. 4; Wrights room kitchenettes. $5.50-$6.50. Also ——NURSING AND REST HOMES— 
yf 1 SERB fn ii Piffenaweet i- site 16 fant yooms. Private bath, $13. COMFORTABLE home for elderly ug 
a —— a _ ro 
IMMEDIATE POSSESSION BOG Tost—Red, long hair ir. white ‘breast -_ ay at wo Fr] ag eee anstiesa Si0. 
9 TO 4 : i was prt “L.” « Wouter Ten HOME for elderly eledice nd, aie full 
1 mm. ants “e Stein size barms.: Ja large —Beagle: ie. bik: ping time nurse. roo! 
hg elect. kitchenette, in tan: 1-9. vie, Sist-Evans. Re Been FN jemand 4- oan TO RENT—APTS., RMS. TO SHARE 
story relev. bide. Covered parking. Rental ward. MFnwooo 6-4665. =? “M surface Miowae 8. 6-0613, LADY would like to share 5 room bsm 
SENEON [ELRB & ASSOC.. IN —Toy Pomeranian. Orange. tov. in 2 sth. apt. Prefer married couple with chile 
Sele W Deve BRicngote 4-4100. Touhy-Ridge. Rew. = Ct 2 ores 418 dren, Small amount to ren 
261 _ Devon. __BRieme' __AMbesscdov 2-8128 w' ler wooo 3 Hote i aiid s eure return must care for 2 year old child, 
98 E, SCOTT-ST. DOG lost—Bik. cocker i my go rake. rms otk sAgpy ater €_p.m ; 
IMMEDIATE OCCUPANCY. Evanston. Answers to Blackie. Reward. 18 e._ BAU sey le will ‘share well ure apt. wit 
rm. (bedrm.}] apts. in this one Kaciam, GReenleaf 6-9303. - ront sipg. rm.—Pvt. enir. ‘Share same—Twin beds friends pre- 
t de luxe elevator doorman bidg. T, male, vic. Lawrence TARGI 6448 S. Union. Mrnwood 3-0318 ferred. Call after 5: $07 ‘m. 
Streamlined kitchen. Rentals from and Milwounhec. SBring 7-8276 RGE it, ode Pe tenes ali tr.; pvt. Heldrake 6 748. 
139 mo. Apply at wads. = See ; lost — Collie. Sao and w home; adj. bath Acasa 3593. LADY will, mos large 5 rm 
Chiet Ode i RCBAK, AGENT. rinGsie.”_Rew. Gnesstope 8-3689, pr ‘e-Taar reg’ Tied, Etat ee ot 
60 W. Oasbiortor-et. CEntral_5-4377. eS ee ee Pee, y 79th REFRACTIVE. ee bath for versed *GOuth Shore 8-8740 eves. , 
~ CEHENBRIAB -ARABTMENTS — BOG ~ lost—Male: Manchester terrier; ar een NER. A. APemesr 4-48.50 sige Semel. 3 as 4 Cement gas 
and 2 bedroom apartments; electric black-tan; | reward. STewart.6- Bce By LE and dbl. sipg. rm.—in pvt. — nd pe Aitdmore e716, att, ha 
cabinet kitchen, alt tile floor, tile EARRING LOST—Dia pearl, es itchen priv. optional. ETewarf 8-6600. Buswes: A ett ahare apt ah ee 
bath, large wardrobe closets: be block near north or north side vicinity. Lib- e. . able eae. aint over ‘share ant. a 
from_ bus, sho ping, ag and park. eral reward. WAbasb 3-233 LC. 2616 E. 724-pl. gh re re aad. 
$110 to Balad d. eon 4 CKLACE ldst—vic. N. r Loop. LGE. studio sip. rm.-—Men pref. PARDON pelo a apt. is ma al. 
pant ag aie Se os Costume jewelry. green, stone and pearls, Reasonable, 516 N. Warasn-av. b Rye EM 
Sendey eBparicn 7 ¢bse, for toot. | Gare “ies £33 ——— souTnwesr siou bes, tnemo., spare bet sare Beano 
RN. side—1840 N. State-pkwy.; de 3 sm ress } _Trid 
NEAR Noes house; 1 large room, Pull- PIN Tost— jeweled Tae ternity- while crows cross BUSINESS” sess. oi MM kT une 
man kitnt., high ceilinz. nat. fireplace, K. ¥. C. cmnataves on same, preferably older. Good re aeanese: 
prt. ent., mewly rem decorate’ ta cheenleet Coal MORTH SIDE a ood frensportation, ABerdeen 4-2095. 
litt 1. r ora oO Brown: U. 7 
sult. ‘neon 98. m ett P. in. ferd; no . -— ~ asked: reward for ge NEST GIRLS RESIDENCE REPINED TO. SHA RE APT, © at fA 
Sun. See Mr. "sorin F Pook. apt. ‘185° “ ORS E eae ipgsfen 0-9031. Rg 2. pew, REAS 
t.—3%4 rms; free gas and jost—Brown, Sun. 8 p. m., cab. 
byt Ag $117 a month: ne Fuller- Addison Keelor; rew. MUloenmy 56-8235. So wi end dary sshate dryers ae MOTELS ano APARTMENT cai 
ton-Lincoln Park neighbor Also PURSE lost—Biack. Keep money: return i NEAR NORTH SID 
4), rms., elevator apt. bidg. tn Rogers Test. new.  Soeslotng_2-8349_« eves 9344 LI Lin EN PA APARTMENTS OF DISTINCTION, 
Paik; carpeted; tree gas and electricity. RIN Diamond ring and gold 4 NOC PA PERMANENT. 
Mestadirewt a @ M877, Tribune. a I val im | Beacock ‘envelope: | at af d= 2 BARK OBNTBAE HOTEL 
— _ sentime aA value; a “* . 
0 MINUTES TO Sherrineton, ©. D. Beacook Co. Elncolh 9-8370., san eee 


Lincoln 9-1500. 
ORTH 


HOME- AWAY. FROM-H OME” 7117 DF APBOPN—NO 


one. Eve an. 4t r Oak-st. 
district. Suitable reward, Cail Miss Kim: Goenings, for, 2eeae aoe “is. 7117 _N. Dearoorh, WHitehall 4-4818. 
yAhash 2-039 2610 BAKEVIEW.  Einocih 0-0412 BEEEF SHORE APT. HOTEL 
lost— Diam cnaasement. Dee: , ae FROM 300 PER MO 
27, Lincoln-av. between Wilson BINFWCOD 1 HOTEL BRYN MAWR AT WINTHROP. 
Lawrence. PAyeosweed 3-6626. Rewd, Pos ngoeacn 1-21868 
cat 1000x30- Between Peoria, I B 
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EXPERIENCED advertising 
production men know they can 
rely on top quality perform- 
ance when they order news- 
paper mats from Lake Shore 
Electrotype Division, 12214 W. 
Van Buren St., Chicago 7, phone 
SEeley 8-1010. Find out today! 
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q How TV is 


‘ d ® h b ® ® | 
f media habits in a large: 
x i 
; i , In the Spring of 1951, the New York University 
4 Workshop on the Cartoon Narrative undertook this |§ 
F ; | extensive study on a research grant from Puck—The | 
q Comic Weekly. 
4 ; : Design and supervision of the study, andinterpre- | 
2 tation of its findings, were placed in the hands of } 
i C. Wright Mills, an eminent member of the grad- | 
ve } uate faculty in sociology at Columbia University. | 
a The drawing of the sample, and the field interview- 
i { ing were entrusted to the National Opinion Research 

: i Center of the University of Chicago. 

Aa One gratifying result of this study is the docu- 
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affecting other 
metropolitan region... 


mentation of the phenomenal impact of Sunday ! 
Comics. It helps to explain why America’s most =Car 
sagacious advertisers, including many of the best | 
sellers in their fields, continue their consistent use 
of Puck—The Comic Weekly and Sunday Comics. 

Highlights of the results, which are as valid as 
the most rigorous standards of research technique 
can make them, are now ready for release in the 
35-page booklet pictured below. 

Write now to: Puck—The Comic Weekly, 63 Vesey 
Street, New York 7, New York. 


Professor C. Wright Mills 
of Columbia University: 


“T should like to express publicly my appreciation 
to the people of PUCK who, after making their 
problem clear to us, withdrew and left us alone to 
work it out as we wanted. They’ve never tried to tell 
us how to do research. For this unhampered oppor- 
tunity to find out more about the mass media as a 
force in American life, I am grateful to them.” 


og mn em Ny a. 


Included are: 


Media Habits 

How TV Affects Media Habits 

| Time Spent on Media 

| How Education Affects Media Habits 

| Patterns of Exposure to Mass Media on Sundays 
TV Media Quiz 

A detailing of some of the 19 chapters that com- 
prise the complete report of more than 400 pages. 


Professor Harvey Zorbaugh 
of New York University: 


“Eighty percent of adult Americans read comics, 
as do ninety percent of their children. The popular- 
ity of its entertainment content continues to grow. 
Its effectiveness is rapidly increasing the variety 
of communication uses to which it is being put.” 


Kr 


The Only NATIONAL Comic Weekly — A Hearst Publication 
63 Vesey St., N. Y., Hearst Bldg., Chicago, 1207 Hearst Bidg., San Francisco 
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New Marketing Association Report Analyzes 
Growth of Company Organization Structure 


Cuicaco, April 29—-By 1957 the 
headquarters of large corporations 
may play the role of management 
consultants. Their sole job will be 
to advise their subsidiary of man- 
ufacturers and distributors on final 
decisions. 

This is the speculation made by 
Ernest Dale, American Manage- 
ment Assn, research associate and 
assistant professor of industrial 
relations at the Columbia Univer- 
sity business school, in “Planning 
and Developing the Company Or- 
ganization Structure.” The 250- 
page report has been released by 
the AMA and is available to mem- 
bers at $3 and non-members at 
$4.50 from the association at 330 
W. 42nd St., New York 


@ In the report, the fruit of a two- 
year study, Mr. Dale tackles some 
of the current problems in man- 
agement organization. The lines 
of inquiry followed leads he picked 
up in visiting 40 companies con- 
sidered to have harmonious or- 
ganization structures and in spot 
checking 150 others on specific 
questions 

The most pressing questions cen- 
ter about the influence of execu- 
tive personality on organization; 
mthe span of executive control; the 
Pale of the staff assistant; com- 
mitter management for specific 
types of activities, and a move 
@Way from one-man rule and to- 
Ward group decision-making 


8 The report affirms that organi- 
Zation structuring must take great- 
er account of the influence of the 
executive's personality. One reason 
wBy need for reorganization has 
en so often has been the fail- 
Uf to give adequate recognition 
totiis factor 
“An over-long, complicated chain 
Ofcontrol which overtaxes the ex- 
G@itive’s mental and physical ca- 


P@tities reduces effectiveness, it 
wés found. 
One company plotted the num- 


ber of persons through whom an 
order for a durable instrument 
wént, from receipt to shipment. It 
to¥ched 15,000 people, and the 
chart plotting its meanderings was 
388 long. Some small companies 
with only 1,000 employes were 
fond to have as many as 10 levels 
of supervision 


@ The staff assistant, or “assistant 
to” is one of the most useful and 
yet most misunderstood functions 
in the organization, Mr. Dale found 
A widespread complaint of top ex- 
ecutives was the tremendous pres- 
sure of affairs on them, he reports, 


| For 


| 
| 
_ the smart vote is for 


DUPLISTICKERS. 


candidote to support 
with direct 


ve you time 


if you have a n the 
coming election or 


advertising, DUPLISTICKERS will sx 


© product to sell 


and money 


Convement, easy to we 33 labels on perto 


rated gummed lettersze sheets 25 sheets (825 
labels) 60¢ of Stationery stores... white and 5 co! a= 
Write today for free 


EUREKA SPECIALTY PRINTING CO. 
567 ELECTRIC STREET, SCRANTON 9, PA 
DUPLISTICKERS 
ave made only by 


sample package 


many working as long as 12 hours 
a day and taking work home at 
night or over the weekend. 

As a result, chief executives have 
little time for reflection or innova- 
tion. This situation could be eased 
in part by using the staff assist- 
ant, he insists. However, many 
companies fear such an assistant 
may serve as an excuse for ex- 


SELLWOOD-MORELAND 


A small portion of the Sellwood-Moreland shopping area 
serving a retail trade area of more than 50,000 persons. 


CIVIC LEADER 


Bob Shaw, Sellwood 
“KGW 


dealer, acclaims, 
leader in this area. 
gramming and public 


you cannot duplicate.” 


Celebrating our 31st Year - 
of Leadership and Community Santee 


Furniture 
’ is the 
Local pro- 
service 


ecutives to refuse 
portant duties 


to delegate im- 


® While committees are a wide- 
spread form of management, the 
benefits of committee manage- 
ment for specific types of activities, 
as compared to other alternative 
methods of management, have 
been little explored, according to 
the report. Committee action prob- 
ably is superior in handling mat- 
ters which may give rise to juris- 
dictional problems within the com- 
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falls: meetings used to satisfy the 
president’s ego are completely 
worthless; the fact that group 
management is a technique many 
management men have yet to 
learn 


pany, it was found. However, in- 
dividual action is superior in or- 
ganization planning, execution and 
decision-making 

Many top executives do not like 
committees for many purposes. 
Those interviewed complained too 
many meetings take too much time 
of too many executives. Often- 
times, the subjects brought up in- 
volve less money than the time 
of the executive studying them is 
worth. For example, a $100 con- 
tribution to a charity. Other pit- 


s Mr. Dale discovers in his survey 
that decentralization of authority 
is not as widespread as it’s gen- 
erally thought to be. Despite a 
trend away from one-man control 
and the delegation of decision- 
making authority down the line, 


PORTLAND, OREGON 
REPRESENTED NATIONALLY BY EDWARD PETRY & CO., In 


THE 


" OREGON 


Nearly 100 per cent of western homes have radios 
and in the area serviced by KGW that means an 
impressive audience for your product advertising. 
The Great Northwest where radio is king and the 
king of western radio is KGW! With more than 
30 years of leadership and community service 
KGW’'s listener loyalty and appeal pays off for 
you. You are keyed to the Great West with product 
advertising on KGW. Act now to reap the reward 
of the best procurable radio advertising available 
in the Northwest! 


CAREER WOMAN 


Em Reifschneider of Emily May's 
junior department store, reports, 
“Where women shop you hear 
about KGW because it gives the 
clear concise type of news features, 
entertainment, shopping news that’s 
so important to today’s shoppers.” 


= PORTLAND 


a 


rian, = SC 

AS a 

Ls 
are 

we | 

. » \ 
if * ee . 

aa i ' " 

2 , pa l 2 

te | 7\* 4 

* ‘ : rT | ; 
i Se . E 

a , a ‘ & 
9 i AT ‘s ‘| : 

8 . H > 

“ye | ng SE | 

yi | i i oe be 

he b a = : | 5 Ri ie , at : 
| ae ota * Ee 

| scans be lal ol as | 
. ~ P : sis ly t Thah BG a . 
+ | < . tie aa” Le, ee: 

- ite 4 : ; pon ae : . ‘ a ‘ : 
k e t , : : i s ‘ = * } 
| ee Se | 

“a “SE SARE OS Tos thy NR RS en BSS as 

: | ee | 
A 

“= i 
{ / 
: Be | | 
‘*< : “ 
; Pal _ 
re. a ks ._ 

. - wl < } = | 
= 4 ? > r 4 ' 
<2 wei moh G —— 3 | 
Se | -_ 

fs — “et pe , u i 
Me POLITICAL gp —\, & 
oa 6MAILINGS™™=— i . 4 
7%, . ulz | i ao — ig 
ie, | AA a = - a > ty ee ; ; oe 
&§ | ——— a7 
. | | y we _ -_ 2 
_ ao ~~ 2 
2 7 2 | 

+o s ed . i 2 : ans ; 
 _=——_——___—__—— “- \ 
j —————] - ee | 
— | c 

a 4 

any ' i a5 
See OC gee Gt er me STO Cte eta age) le, et ; RE as a ye See i ape cs bBo C8 ee ny ee 


| 
| 


Advertising Age, May 5, 1952 


his probings uprooted the fact that 
most chief executives make most 
of the major decisions, as well as 
the final decision on relatively un- 
important matters. 

For example, in several large 
companies the chief executive must 
ipprove all purchases over $2,500. 
In many organizations, all salary 
changes above $4,000 or $5,000 
must be approved by the presi- 
dent 


® In a number of small companies 


2 ee 


the chief executive insists on open- | of the company, nature of the com- 
ing all the mail himself, while in pany’s business, economic and po- 
many large ones the president has | litical trends, management phil- 
to approve personally every public | osophy, personality factors and the 
appearance, no matter how small nature of the management func- 
the audience, of every member of | tions for which decentralization is 
management, and also must okay contemplated. 
whatever he may say. 

In a | i er bet ed Hamilton Joins Kronstadt 
or not delegation of authority . 5 a, 
| should be undertaken in any given a ee — 
situation, Mr. Dale concludes, a) appointed an account executive of 
| detailed analysis must be made of | Kronstadt Advertising, Washing- 
such criteria as the following: size | ton. 


THE PEOPLE’S VOICE TELLS THE CHOICE: KGW: 


HOUSEWIFE Steffie Steffens relates, “Listener loyalty you 


can’t buy comes with the pioneer prestige that spells out KGW, truly the 


choice in Portland.” 


Partner Bob Wall reports, ...“When you 


in the Northwest you immediately think of KGW, 


the west’s best.” 
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Stockdale Joins McKim Conover-Mast Promotes Reed 
Lois Stockdale, formerly chief Robert J. Reed, until recently 
copywriter of the mail order di-| western manager of Aviation Age, 
vision of Robert Simpson Co., To-| a Conover-Mast paper, has been 
ronto, has joined the women’s mar-| promoted to editor to succeed 
keting division of McKim Adver- | Richard E. Stockwell, who re- 
tising, Toronto. | signed to join Monsanto Chemical 
|Co., St. Louis. Before joining the 
| publication, Mr. Reed was v.p. of 
la| Sky Service Corp., Evansville, Ind. 


Launches Mexican Edition 
Hablemos del Hogar y de 
Moda, a Latin American newspaper | 
supplement for women, is launch-| 
ing a Mexican edition which will 
appear weekly in Novedades, Mex- 
ico City and in seven other cities. | 


Appoints Olian Advertising 
Hi-Lite Industries, Chicago mail 

order distributor of plastic din- 

nerware and other household items, 


4 a ‘ 


a os A. NS \Y 5 
DRUGGIST Al Smith, shown with Pharmacist Bernard 


Klonoff, states, “The right prescription for any ailment is tuning to 
six-two-oh, the ‘People’s Voice’ in Portland, KGW!" 


has appointed Olian Advertising, 
Chicago, to handle its advertis- 
ing. Magazines, newspapers and 
radio spots will be used. 


Ross Named Media Head 


P. H. Ross, formerly with James 
Lovick & Co., Toronto, has been 
appointed media director of the 
Toronto office of Vickers & Ben- 
son. 


; Compton Advertising Moves 
The Cincinnati office of Comp- 


ton Advertising has moved to the 
Keith Bldg. 


d's oldest 


tlan 
One of Pot alah 


d districts, 


love oe 


is in tune wi 


the people. 


say radio 


» area is KGW.” 


Jollwood-Moreland 


and best 


Far GROCER Don Rife says, “Sales in- 


crease more than 20% when national brand products 
= are advertised on KGW. THE radio station of our 


D ie ] i T ©] R Gordon Pefley, well-known 


> community leader, says, “I've known KGW for the 
past 3 years and it ‘knows’ the people. That's why 
it's truly the ‘People’s Choice.’ ” 


- JOURNAL 


John S. Knight, Publisher 
+Story, Brooks G Finley 
Not. Rep, 


| 
Evening & Sunday 
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More useful than ever= 


Better Farming 


A *AIN in 1952 Country Gentleman is show- MORE FARM DEPARTMENTS — Farm shop tips and 
ing, issue after issue, why it is the best- Farm Mechanics now added to Handy-Works, Farm 
Building, Crops, Dairy, Orchards, Poultry, Livestock 


read, best-liked magazine with every member 
of the family among the nation’s best farm MORE SHORT FEATURES — fast paced, graphically 4 
presented how-to-do-it ideas } 
MORE ILLUSTRATION — including diagrammatic and 
picture-caption reports | 
MORE DISPLAY— cttention-compelling, easier-to- 
read titling and expanded sub-titling 


families... . 

All the family are partners in the business 
of farming. Today, more than ever, Country 
Gentleman is giving them more help to farm 


better—geared to their new needs and interests 


REIS 


in a new age of agriculture.... —all in addition to Country Gentleman’s out- 
standing features on the big stories of agricul- 
ture and thorough coverage of farm news at 
the grass roots. 


ONO ln OF. 


(Country 


THE FAMILY MAGAZINE FOR 


Country Gentleman gets cover- 


to-cover family reading by to- 


day’s best prospects for profitable 
new business — 2,300,000 fam- 


ilies, coast-to-coast, concentrated 


in the Top Half group earning 
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the whole family’s magazine for 


— is a family affair. “Country Living” 
is a complete program for the men, the 
women and the young people. It brings help 
and inspiring guidance on their whole wide 
range of better living interests. 

“Country Living” is a magazine-within-a- 
magazine .. . logically presented apart from 
Country Gentleman’s wealth of help for better 
farming. 

As a result, Country Gentleman is the most 
inviting, most orderly, most useful magazine 
for all the farm family—more so today than 
ever before. 


Gentleman 


BETTER FARMING...BETTER LIVING 


eT 


over 90% of all farm income. 
Show them what to buy — when 
they’re reading what to try for 
better farming and better living 
... in the magazine they read 


most, like best, and depend on! 


Better Living 


FEATURES OF “COUNTRY LIVING” 


Home Building & Remodeling 
Home Furnishings & Equipment 


Interior Decorating 
Gardening 

Outdoor Living 
Recreation 

Travel 

Successful Family Profiles 
Foods 

Fashions 

Beauty 


Handicraft 

Family Health 

Child Care 

Children's Department 
Teenagers’ Department 
Rural Youth Organizations 
Rural Women’s Clubs 
Community Projects 
Religion 

Inspiration 

Shoppers’ Section 
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George De Pue Joins Orr 


George De Pue Jr., formerly 
with Young & Rubicam, New York 
has been elected a v.p. and ap- 
pointed chairman of the plans 
board at Robert W. Orr & Asso- 
ciates, New York 


Devney & Co. Expands 
Devney & Co., New York, radio- 

TV station representative, has 

opened a midwestern office at 360 

N. Michigan Ave., Chicago 

r $20,000 WORTH 
NS of art and layout 

P - meterial for only 


NS ltl, $180! 
ti-Ad Services, Inc. 
ied 


105 Walnut, Peoria, Ill. 


REPRESENTATIVES WANTED 


Manufacturers, 
Retailers Face 
Survival Fight 


| SPRINGFIELD, Mass., April 29— 
We are going through a merchan- 
|dising and advertising revolution. 
Advertising and sales strategy will 
|have to change if manufacturers 

retailers who currently are 


and 
| leaders in their fields are going to 
| survive 

E. R. Richer, v.p. of Grey Adver- 
tising Agency, New York, issued 
this warning last week before the 
Advertising Club of Springfield. 

He pointed out that retailing in 
lines where national advertising is 
strongest is being controlled by 
fewer organizations. About 400 re- 


tailers, he said, do half the volume 
in almost every major national ad- 
vertising classification. These out- 
lets, he added, are becoming more 
and more self-service stores. The 
public is spending less time shop- 
ping. Store brands, many of which 
are strongly advertised, are becom- 
ing competitive with national 
brands 


@ “The A&P,” Mr. Richer said, 
“will do at least $300,000,000 of its 
$3 billion volume in controlled 
brands, which are heavily adver- 
tised and which get preferred dis- 
play space in A&P stores. Inci- 
dentally, A&P used over 15 full 
pages in color in Life in 1951, fea- 
turing A&P exclusively. A&P prob- 
ably spends more than $30,000,000 
annually in newspaper space alone. 

“Sears turned in a volume of 


close to $2.4 billion. Well over $2.2) 


billion of that volume will be ac- 
counted for by the 44 Sears brands. 


Those were backed in 1951 by a 
newspaper budget of well over 
$30,000,000 plus at least $20,000,000 
in catalog advertising. 

“Macy’s reports that over 75% of 
its television volume is done on 
its own brands. Three retailers— 
Sears, Ward, Penney—sell over 
25% of the country’s total bedsheet 
volume. All three feature their own 
brands. About 200 retailers do bet- 
ter than half of the total hosiery 
volume.” 


® Emphasizing that the changes 
taking place in retailing call for 
different advertising methods, Mr. 


Richer declared: “More than ever} 


all kinds of advertising must un- 
mistakably create consumer de- 
mand, something far and beyond 
what we used to know as consumer 
preference. 

“The job of advertising today,” 
he said, “is no longer to pré-inter- 
est, it is really to pre-sell. 


é 

P STORE 
; DISPLAYS 
; 

* 


PREFERRED & ? 
SHELF POSITION 


AN OUTSTANDING 


FOOD 


MERCHANDISING 


PROGRAM 


FOR SELLING 
THE BILLION-DOLLAR 


SOUTHERN 
CALIFORNIA 


FOOD MARKET 


TO SELL THE 


LOS ANGELES TV\ HEADLINER! 


Con 


WINDOW DISPLAYS 


with BETTY HOYT and guests 


BUYING MILLIONS IN 


AMERICA’S 2ND LARGEST TV MARKET 


SPECIAL 
PROMOTIONS AND 
DEMONSTRATIONS 


TIE-IN 
STORE ADS 


Here’s the kind of TV show food advertisers dream about 
—and the wise ones take advantage of! Results prove it’s 
the kind of show Southern California homemakers like, too. 
Betty Hoyt gives up-to-the-minute market news... the best 
buys of the day...menu ideas, ete. Each day the “best 
buys” come from a different grocery company. A rotating 
plan gives all markets a chance: supers, small chains, inde- 
pendents. What’s more, Betty Hoyt and her staff work right 
with these stores...arrange for shelf and stack displays 
and get other point-of-sale merchandising aids. Tie-in 
grocers’ ads feature TV specials. Spots are available on 
“Foods for Thought” at the moment! Time: 3:00 to 3:30, 
Monday thru Friday. For full details, contact KNBH, 
Hollywood, or your nearest NBC Spot Sales Office. 


wees 


| 


BLACKOUT—Readers of the New Yorker 
are getting to see this new series for Ren- 


field Importers’ Haig & Haig Scotch. 

Three-word copy and layout were pre- 

pored by Charles Dallas Reach Co., 
New York. 


“The period we are now in de- 
mands advertising that does the 
following: 

“1. Picks out one or more sharp 
sales features of the advertised 
merchandise. 


s “2. Constantly and powerfully 
puts over these specific features, so 
that the item or line will assume 
a distinctive characterization, and 
one highly desirable. 

| “3. Has individuality, individu- 
ality achieved through basic appeal 
| —through art treatment, through 
layout, etc, 

| “4. Prominently features the la- 
|bel and the product. To simplify 
| matters, let’s call what we are talk- 
|}ing about here the ‘package.’ The 
| package must be so thoroughly im- 
pressed upon the public conscious- 
}ness that it will immediately in- 
trude itself upon public conscious- 
|ness at the retail level. This is a 
| vital problem, and one which is 
‘only dimly recognized. 


@ “5. Avoids extraneous issues. It 
; must avoid merely being pretty. It 
|must avoid merely being clever. 
It must get away from the notion 
| that its function is to entertain, or, 
| at least, it must recognize that en- 
tertaining is simply a means to an 
} end, and that the end aimed for is 
| to create a sale, and not to create 
a belly-laugh. 

| “Our competitive system is 
| premised on the constant ebb and 
| flow of customers,” Mr. Richer 
| said, “Loyalties are not at all self- 
| perpetuating. Consumer loyalty is 
not bought for eternity. It is bought 
for only a relatively short period 
of time. Advertising, therefore, has 
an enormously difficult task today 
| to keep present users sold, and also 
to develop more users than ever, 
because this country is in a posi- 
tion to manufacture more mer- 
chandise of all kinds than ever be- 
fore.” 


_Linkletter Adds Sponsor 


Green Giant Co. Le Sueur, 
Minn., (Leo Burnett Co., Chicago) 
will sponsor 15 minutes of the 
Friday session of Art Linkletter’s 
“House Party” on CBS-TV next 
}fall. This program, which starts 
as a simulcast on Sept. 1, already 
| has signed two other advertisers— 
Pillsbury Mills and Lever Bros. Co 


| Foley Appoints Jillson 


| Donald H. Jillson, formerly a 
' technical copywriter with Leeds 
& Northrup Co., Philadelphia mak- 
er of electrical measuring instru- 
ments, automatic controls and 
heat treating furnaces, has joined 
the copy department of Richard A. 
Foley Advertising, Philadelphia. 


School Makes Market Study 


The School of Economics and 
| Business at Washington State Col- 
lege, Pullman, Wash., is making a 
market study to determine the 
buying and shopping habits of the 
citizens of Pullman. Four hundred 
families have been selected for the 
study. 


I 
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This advertisement appeared in December, 1933—yet we recently 
received one more letter asking for the solution to the mystery. 


Any advertisement that lives for 19 years would seem to have a 
special interest, so we are reprinting it now for a new generation 
of presidents, sales managers, and advertising managers. 


Who killed Amory King? 


A mystery story with a moral for presi- 
dents of corporations, sales managers, 
and advertising managers. Read the 
story—you will find the moral at the end. 


MORY KING, a wealthy criminal lawyer, was 
found dead in his bedroom at eight o'clock on 
a January morning. 


The body was discovered by Mrs. Mulleavy, house- 
keeper and cook, when she entered the room to serve 
King his usual pre-breakfast cup of coffee. Her 
screams brought Bronson, the butler, hastening to 
the scene. The latter notitied the police at once. 


Inspector Donlin, New York's most famous de- 
tective, immediately assumed personal charge of the 
investigation, not only because the case promised to 
be a baffling one, but also because of his knowledge 
of King’s professional activities. For several years, 
King, known in legal circles as the ‘Little Giant” 
because of his short stature and powerful voice, had 
acted as attorney for Rico Turnesa, notorious gang 
leader. Only the year before, King had secured a 
spectacular acquittal for his client on a charge of 
slaying several followers of “Dutch” Schaefer, rival 
beer-runner. 


Donlin’s first act was to order a roundup of the 
Schaefer gang. For the crime, he felt, might be one 
of vengeance. He also asked that Rico Turnesa be 
brought in for questioning. Then he departed for the 
King residence. 


The house in which King, a bachelor, lived with 
Malcolm Preston, his adopted son, and a housekeeper 
and a butler, was an old three-story-and-basement 
brownstone mansion at the corner of Madison Ave- 
nue and East 39th Street. The house faced on 39th 
Street, with one side rising flush with the sidewalk 
of Madison Avenue. On the other side of the house, 
behind a high iron fence, was a narrow yard which, 
on this particular morning, was covered to a depth 
of three inches by a level carpet of snow. Beyond the 
yard rose the Delman Park Hotel. 


The snow in the yard had not been disturbed 
in any way. On the Madison Avenue side, it was 
trampled and packed by many passers-by. On the 
steps of the house itself were two series of foot- 
prints, one leading up to the door, the other down. 
Both series of tracks had been made by the same 
person, 


Inspector Donlin found both servants in the house. 
Mrs. Mulleavy was a middle-aged Irish woman, with 
hands gnarled and stiffened from rheumatism. Bron- 
son was a tall, husky, hard-faced man who walked 
with a slight limp. In going to bed the night before, 
he explained, he had stumbled against a chair and 
bruised his right foot. 


Amory King’s bedroom was on the second floor. 
His body, clad in pajamas and dressing-gown, was 
crumpled, face down, on the floor about three feet 
from an open window, with the feet toward the 
window. A coroner's assistant, arriving at 8:45, an- 
nounced that King had been dead from five to seven 
hours. He had been killed by a single shot through 
the heart, fired from in front. The bullet had ranged 
slightly downward. 

The bedclothes of the bed were turned back, but 
the bed had not been slept in. On the seat of an easy- 
chair lay a popular detective novel, closed; and be- 
side the chair stood a reading-lamp, still lighted. On 
a table was an empty glass that had contained some 
kind of whiskey drink. No gun was found in the 
room. 


(Advertisement) 


Of the room's two windows, one faced on a little 
garden at the rear of the house. This window was 
closed and locked and the shade was drawn. The 
other window, facing on the yard, had been pushed 
up from the bottom as far as it would go. Finger- 
prints found on the sash of this window proved to 
be King’s. 

From the angle at which the bullet had penetrated 
King’s body, Inspector Donlin reasoned that the shot 
could possibly have been fired from any one of three 
rooms on the third floor of the Delman Park Hotel 
opposite. Investigation showed that one of these 
rooms—the one to the right—belonged to an elderly 
lady who was confined to her bed by a severe illness. 
The room to the left had been occupied for several 

(Continued on next page) 
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days by a honeymoon couple from Minneapolis 


The room directly opposite King’s bedroom was 
that of Mitzi Martin, a pretty blonde in her early 
twenties, who did a sharpshooting specialty at the 
Monteverde Cabaret. For several weeks Miss Martin 
had occupied a room on the tenth floor, but on the 
afternoon before the murder, she had complained to 
the hotel management that the height trightened her 
She had been told she could select any unoccupied 
room that suited her, and had chosen the room across 
from the King house 


The Delman Park night clerk stated that Miss 
Martin had entered the horel about 3:30 A. M., had 
gone to her room, and then suddenly checked out 
a tew minutes betore four. She had taken only an 
overnight bag with her, saying she would send for 
her trunk later. In the trunk police found several 
revolvers 


Behind a picture in King’s bedroom, Inspector 
Donlin discovered a wall safe, closed and locked 
There were no fingerprints on either the picture or 
the safe. In a notebook in the bed-table drawer, 
Donlin found a combination which proved to be that 
for the safe. Inside the safe were piles of private 
papers, $50,000 worth of convertible bonds, two in- 
gots of gold and a solid gold jewel case. Inspector 
Donlin examined both the jewel case and the ingots 
for tingerprints. There were none. Under one ingot 
he tound a small, triangular piece of paper with one 
ragged edge. Within the jewel case was Amory 
King’s famous collection of sapphires and rubies, 
apparently intact. Along one edge of the jewel case 
was a slight smudge that looked as if it might be 


shoe polish, 


Neither Mrs. Mulleavy nor Bronson could say 
whether anything was missing from the safe, be- 
cause, according to them, no one except King knew 
what its Contents were, 


Questioned by Inspector Donlin, Mrs. Mulleavy 
said that she had been in Mr. King’s service for 
twenty years. Originally her husband had been Mr 
King's butler, but had lett to join the army during 
the war and had been killed. Mr. King had retained 
Mrs. Mulleavy as housekeeper and cook, 


The previous evening, she said, Mr. King had 
retired to his room about 9:30, taking with him 
a detective novel. He was a great lover of mystery 
stories, she said, and often sat up all night reading 


Bronson, Mrs. Mulleavy said, had had the day 


off, and had come mm about 10:30. He had chatted 


with her for a few minutes about a movie he had 
seen, and had then retired to his room on the Madison 
Avenue side of the third floor 


At 11:30 Mrs. Mulleavy had taken a hot toddy to 
Mr. King, and been told that he would require 
nothing more that night. Ac that time, Mrs. Mul- 
leavy said, Mr. King was sitting in his armchair in 
pajamas and dressing-gown reading. She had been 
suffering trom a cold, and Mr. King had suggested 
that she make herselt a toddy. She had done so and 
then gone to bed in her room at the rear of the 
third tloor. She had started to open her window, but 
finding if was snowing, had left it closed. About 
3:30 the heat in the room had become oppressive and 
she had awakened. It had stopped snowing, so she 
had opened the window. To let a draft through the 
room, she had opened the hall door, too. Just then 
she heard a sound, like a smothered cry, on the floor 
below, and decided to investigate. As she reached 
the head of the stairs, she saw Malcolm Preston, the 
adopted son, coming out ot Mr. King’s room. She 
had asked him if anything was the matter. He had 
answered “No,” and gone on down the hall to his 
own room, She had then returned co bed and slept 
soundly until her usual rising hour ot seven. 


Bronson stated that after retiring to his room, he 


had read a magazine for a while and had then gone 
to bed. He had been awakened once or twice during 
the night by traffic noises in the street outside, but 
had heard nothing resembling a shot. 


Bronson readily admitted that his position as 
butler and chauffeur to Mr. King was really a blind. 
Six months before, he said, King had told Turnesa 
that he was being threatened by the Schaefer gang, 
and had appealed for protection. Turnesa had de- 
tailed Bronson to act as King’s bodyguard 


Asked tor his gun, Bronson produced it. It was 
fully loaded, and had not been fired for a long time 


Malcolm Preston, described by Mrs. Mulleavy as a 
strapping young man of six feet, was missing from 
his room and from the house. It was apparent that 
he had packed a bag hastily and departed. A pair 
of his shoes, found in his room, fitted exactly the 
footprints on the front steps ot the house. 


Both Mrs. Mulleavy and Bronson told of a quarrel 
which had been going on for several weeks between 
King and Malcolm. It seemed that Malcolm had be- 
come infatuated with the same Mitzi Martin who 
had rented the room in the Delman Park Hotel. King 
had insisted that Malcolm give the girl up, threat- 
ening to disinherit him unless he did so. Mrs. Mul- 
leavy said that a few days before, when passing Mr 
King’s room, she had heard the lawyer say: ‘She's 
trying to marry you for the money she thinks I'll 
leave you, and I'm going to——" Mrs. Mulleavy 
had not made out the rest of the sentence. But a 
moment later, Malcolm had opened the door, say- 
ing, “If you do that, I'll kill you.’ 


Mrs. Mulleavy also said that on the morning betore 
the murder, Miss Martin had called at the King 
residence, saying that Mr. King had sent tor her 
Curious about the girl and the reason for her visit, 
Mrs. Mulleavy had eavesdropped at the door of the 
library. From this position, she heard King tell Miss 
Martin that he had found out all about a scandal in 
her past. He said he could send her to jail if he 
wished—and that he would do so unless she gave 
up Malcolm. The girl had replied that if he tried 
to do anything like that, he would regret it, 


Inspector Donlin next questioned pertormers and 
attachés of the Monteverde Cabaret. He learned that 
Malcolm Preston had spent the entire evening there, 
sitting at a floor-side table. Ordinarily he took Miss 
Martin home. On this occasion, however, he had left 
alone, driving away in his own car about three 
o'clock. No one—save Mrs. Mulleavy—had seen him 
after that. His car was found parked near Grand 


Central Station. 


The doorman at the cabaret also told that a few 
nights betore, as Preston was getting into his car, 
he had dropped a revolver. Recovering it, Preston 
had explained that he had borrowed the weapon 
from Miss Martin for a hunting trip. He had severa! 
rifles, he told the doorman, burt no revolver, and 
didn’t want to go to the trouble of getting a permit 
“Arc any rate,’ Preston had remarked with a laugh, 
“if they catch me with this one, they won't be able 
to trace it, for it isn’t registered in New York.” 


Miss Martin, cabaret attachés said, had done her 
sharpshooting specialty as usual the previous eve- 
ning, spending the time between pertormances at 
Malcolm Preston's table. Atter her tinal performance, 
she had gone to her dressing-room to change her 
clothes. Another entertainer, happening in just as 
Miss Martin was leaving, had seen her put a fe- 
volver in her hand-bag. Noticing the startled look 
on the entertainer’s face, Miss Martin had replied 
casually that the gun was one she used in her act, 
that it was broken, and that she was going to take 
it to a gunsmith the next morning. She had left the 
cabaret by taxi at 3:15 and had been driven directly 
to the Delman Park Hotel. No one could be found 


(Advertisement) 
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who had driven her away from it. 


By mid-afternoon of the day of the murder, police 
had rounded up all the known members of the 
Schaefer gang. Every one of them had an air-tight 


alibi. 


Police had also arrested Rico Turnesa. He insisted 
he knew nothing about the King murder, and pointed 
out that he, as beneticiary of King’s legal shrewdness, 
would be the last person to wish him dead. Further- 
more, had he not assigned Bronson to guard King 
against any violence? 


However, Inspector Donlin was not entirely con- 
vinced. At the moment police broke into Turnesa’s 
apartment to arrest him, the gang leader was burning 
papers in the fireplace of his living-room. A quick- 
witted detective had stamped out the fire and sal- 
vaged two charred pieces of foolscap. One piece had 
a corner torn off, and both contained some written 
words. The words were too few to have any meaning, 
but the handwriting was established as that of Amory 
King 


When confronted with this fact, Turnesa only 
shrugged. “Perhaps you're right,’ he said. “I was 
burning some old bills and letters. Possibly there 
was something of King’s among them.’ 


The next day Mitzi Martin was arrested in an 
Aclantic City hotel. No revolver was found in her 
possession. As to her actions of the previous two 
days, she maintained an obstinate silence. Her only 
remark was a question as to Malcolm Preston's 
satety 


Two days after the murder, Malcolm Preston was 
arrested in a Montreal hotel. He admitted having 
visited his father’s room at 3:30 the night of the 
crime, but beyond this would say nothing. He in turn 
asked about Mitzi Martin's satety 


The same day the snow melted from the yard be- 
side the King house and disclosed a .32-calibre re- 
volver, with one shell discharged. It was lying on a 
line directly between Amory King’s open window 
and Mitzi Martin's hotel room. The bullet that caused 
King’s death had been tired from this gun. 


Who killed Amory King? 


THE MORAL 


All the clues necessary for 
the solution of this mystery 
story are given in the story. 
Some people will find them; 
others will not. 


All the clues to an effec- 
tive advertising campaign 
usually exist in the prod- 
uct to be advertised. Some 
advertising agencies find 
them; others do not. 


YOUNG & RUBICAM, Inc. 
Advertising 
New York Chicago Detroit 
San Francisco Holly wood Montreal 
Toronto Mexico City London 
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Advertising Age, May 5, 1952 


Export Advertisers 
Assemble Speakers 
for May 8 Meeting 


New York, April 29—Develop- 
ments in market research, inter- 
national advertising media and 
sales promotion techniques will 
feature the sessions of the fourth 
international advertising conven- 
tion of the Export Advertising 
Assn., May 8 at the Hotel Plaza. 

The meeting will hear reports 
and analyses by 20 representatives 
of leading organizations in the me- 
dia field. In addition, the follow- 
ing speakers are scheduled: 

At the morning session, Elmo 
Wilson, president of International 
Public Opinion Research, will dis- 
cuss “New Techniques and Fa- 
cilities for Overseas Market Re- 
search”; Mack Burke, v.p. of Josh- 
ua B. Powers Inc., will talk on “De- 
velopments in the Use of Local 
Newspapers and Magazines”; Fer- 
nando Eleta, owner and manager 
of Radio Programs Continental of 
Panama, will attempt to answer 
the question, “What's Wrong with 
Radio in Latin America?” 


® Roger Pryor, v.p. and radio and 
TV director of Foote, Cone & Beld- 
ing, will speak on “What to Look 
for in TV”; Robert Johnston, presi- 
dent and publisher of American 
Exporter, will tell about “Business 
Magazine Trends”; Harold  E. 
Weinholtz, international division, 
Young & Rubicam, will present 
new facts about “International 
General Audience Magazine De- 
velopments”; Walter Sauer, adver- 
tising manager of Home Products 
International, will present new as- 
pects of “Point of Sale Advertis- 
ing Techniques,’ and Dempster 
McIntosh, president of Philco In- 
ternational Corp., will tell about 
“What Management Wants to 
Know Before Approving the Ex- 
port Advertising Budget.” 
During the afternoon session 
seven speakers have been sched- 
uled. “New Horizons in Interna- 
tional Trade” will be discussed by 
Vergil Reed, v.p. and associate di- 
rector of research of J. Walter 
Thompson Co. J. B. Thomas, v.p., 
Reader's Digest international edi- 
tions, will speak on “Foreign Ad- 
vertising Developments and Com- 


petition.” A. L. Grimes, associate 
director, international division, 
McCann-Erickson, will talk on 


“Selection and Training of Person- 


Appointed Manager of 


HARRY H. PACKER co. 
Utah Diuision 


Waren R. Hadley. a veteran 
of 20 years in the outdoor pos- 
ter field, has been appointed 
manager of the Utah Division of 
The Harry H. Packer Company, 
operating in the Salt Lake City- 


Ogden area, Mr. Packer an- 
nounced recently. 

In making the announcement, 
Mr. Packer emphasized the tre- 
mendous recent and continuing 
growth of Sale Lake City and 
Ogden, pointing out that the 
area served by 
is in the heart of a billion 
dollar market. 


nel for Export Sales and Adver- 
tising.”” Charles Todd Lee, Stand- 
ard Brands International, will dis- 
cuss “Public Relations and Pub- 
licity.” 


s “Agency Trends Abroad” will 
be the subject of Luis Dillon, pres- 
ident of Dillon-Cousins & Asso- 
ciates. John Chapman, v.p. of Mc- 
Graw-Hill International Corp., will 
present facts on “Concrete Steps 
Export Advertising Must Take to 
Advance Itself.” 


A panel of international agency 
executives will make a report on 
international agency developments, 
and a summary of the discussions 
will be made by Jere Patterson, 
convention chairman and promo- 
tion manager of Life International. 


‘N.Y. State Pharmacist’ Moves 

The New York State Pharmacist, 
official journal of the New York 
State Pharmaceutical Assn., New 
York, has moved to 117-119 E. 
69th St., New York 21 


Dexheimer Joins KBIG 

H. Phillip Dexheimer, formerly 
display advertising sales repre- 
sentative for the Los Angeles Ex- 
aminer, has been appointed an ac- 
count executive for Station KBIG, 
Catalina. 


Directs Hawaiian Campaign 

Holst & Cummings & Myers, 
Honolulu and San Francisco, has 
been appointed to direct a special 
promotional campaign in the Ha- 
waiian Islands for Sunset Maga- 
zime. 


Appoints Aitkin-Kynett 

York Electric & Machine Co.. 
York, Pa., manufaeturer of axles, 
has named Aitkin-Kynett, Phila- 
delphia, to direct its advertising 


DAWne R-Fiiae ) 
© WITE NEON-FLYING 
© SKY- BROADCASTING 


AMERICAN SKY ADVERTISING CO. 


333 NO. MICHIGAN AVE” NEW YORK OFFICE 
CHICAGO ILLINOIS 224 EAST 38TH ST 
PHONE $1 2-7487 Mu 7-6477 


Ollow Milacl vs examp 


What woman would dress up in something by Hattie Carnegie and then 
complete the ensemble by wearing a pair of runover slippers or gloves she 


had on while potting plants? Not one in a million. The idea is absurd. 


An original by this famous couturiére calls for the finest accessories. 
Class demands class. 


Yet some advertisers, after buying expensive space in national magazines 


and excellent art work, fill it with typography which corresponds 
to the slipshod slippers and soiled gloves. 
it is a false economy. 


If this is done to save money 


For more than a quarter of a century, it has been demonstrated 
again and again that ATA composition, the best in the world, actually 


costs no more than ordinary typesetting and definitely improves 


the effect of your advertising. 


Here is the reason. ATA jobs, performed by master craftsmen using 
the best and most modern equipment, require little or no revision 
or resetting. Careful organization of the work at the start also 

helps speed things up. Since jobs are charged for on the basis of 
time consumed, ATA firms save their customers money 


by doing the job properly the first time. 


If you are not familiar with the many fine services ATA firms 
have to offer, it is high time you found out. Call your nearest 
ATA member who will be glad to explain why “‘satisfied”’ 
invariably qualifies all “‘customers” of ATA. 


AKRON, O. 


The Akron Typesetting Co. 


ATLANTA, GA. 


Higgins-McArthur Company 


BALTIMORE, MD. 
The Maran Printing Co. 


BOSTON, MASS. 
The Berkeley Press 
H. G. McMennamin 


BUFFALO, N. Y. 


Axel Edw. Sahlin Typographic 


tvice 
CHICAGO, ILL. 


. M. Bundscho, Inc. 
The Faithorn Corp. 
Hayes-Lochner, Inc. 


ADVERTISING TYPOGRAPHERS ASSOCIATION 


Executive Offices: 461 EIGHTH AVE., NEW YORK CITY « JERRY SINGLETON, Executive Secretary 


COLUMBUS, O. 


DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 


DAYTON, O. 
Dayton Typographic Service 


DENVER, COLO. 
The A. B. Hirschfeld Press 


DETROIT, MICH. 

The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 


INDIANAPOUS, IND. 


Runkle- Thompson- Kovats, Inc. 


Frederic Ryder Company 


CINCINNATI, O. 


The J. W. Ford Company 


CLEVELAND, O. 


KALAMAZOO, MICH. 
Claire J. Mahoney 


LOUISVILLE, KY. 
The J. W. Ford Company 


Bohme & Blinkmann, Inc. 


Schlick-Barner- Hayden, Inc. 
Skelly Typesetting Co., Inc. 


MILWAUKEE, VIS. 
Artow Press 


Yaeger Typesetting Co., Inc. 


The Typographic Service Co., 


MINNEAPOLIS, MINN. 
Duragraph, Inc. 


NEW YORK, N. Y. 

Ad Service Company 

Advertising 7 oer Service Co., 

Advertising Composition, Inc. 

Artintype, Inc. 

Associated Typographers, Inc. 

Atlas Typographic an Inc. 

Central Zone Press, 

The Composing icon, Inc. 

Composition Service, Inc. 

year i Typographic Service, Inc. 
A. T. Edwards Typography, Inc. 

Empire State Craftsmen, Inc. 

Graphic Arts Typographers, Inc. 
uxley House 

Imperial Ad Service 

King Typographic Service Corp. 

Lino-Craft Typographers, Inc. 

Master Typo Company 

Morrell & —\~ Inc. 

Chris F. Olsen, 

Frederic Nelson ‘Phillips Inc. 

Philmac Typographers, Inc. 

Royal Typapacmess Inc. 

Fredetic mide, Inc. 

Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 

Tri-Arts Press, Inc. 

Typographic Craftsmen, Inc. 


Inc. 


OF AMERICA, INC. 


Typographic Designers, Inc. 
zg ndetb ack Service Co. nyt 
anderbilt-Jackson Typography, Inc. 
Kurt H. Volk, Inc. ee 


ne. 


NEWARK, N. J. 
Barton Press 
William Patrick Co., Inc. 


PHILADELPHIA, PA. 

Walter T. fapewene. Inc. 
Alfred J. Jordan, Inc. 
Progressive Composition Co. 
Typographic Service, Inc. 


PORTLAND, ORE. 
Paul O. Giesey 


ST. LOUIS, MO. 
Warwick Typographers, Inc. 


SAN FRANCISCO, CAL. 
Reardon & Krebs, Inc. 


SEATTLE, WASH. 

The Deets Press 

Frank McCaffrey’s Acme Press 
of Seattle 
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Moore to ‘American Weekly’ 

Karl F. Moore, previously di- 
rector of the retail division of the 
Bureau of Advertising, ANPA, has 
joined The American Weekly’s 
promotion staff as manager of the 
new newspaper service depart- 
ment. 


WIPS Names Hollingbery 
George P. Hollingbery Co., New 
York, has been appointed national 
representative for WJPS, Evans- 
ville, Ind. This ABC radio affiliate 


formerly was represented by 
Walker Co. The station operates on 
5,000 watts day and 1,000 watts 
night 


Milton Hermanson Resigns 

Milton M. Hermanson, execu- 
tive v.p. of Shappe-Wilkes, New 
York, has resigned to form his own 
business as advertising, promotion 
and public relations consultant, 
specializing in the photographic in- 
dustry. His temporary office is 
at 215 4th Ave 


WAbash2-1204 © 


517 SOUTH 


MATRIX COMPANY 


JEFFERSON STREET, CHICAGO 7, ILLINOIS 


mem, 


From time immemorial, women have had 
to remake beds completely every day— from 
the bottom up. For generations, sheets were 


flat. So they had to 


and tucked in on four sides. 

Then Pacific Mills developed a revolution- 
ary new bottom sheet, the Contour Sheet*, 
with mitered corners “‘built in.” 

Because of its nonskid slip cover design it 
stays tucked and tight for keeps. 

These advantages were real. But would women 
want to buy a sheet so different? 

Advertising explained the advantages of 
the new Contour Sheet, month after month, in 
carefully selected women’s mass media. 

And by taking advantage of the economies that 
come from this mass production of sales mes- 


sages, Pacific Mills changed bedmaking habits, 
made Contour Sheets a best seller across the 


nation! 


| It has changed 
bedmaking habits 


A specialty item 
wins a mass market 


be smoothed, straightened 


In fact, Contour Sheets have become so 


universal that the 


trade must now call old- 


style sheets “‘flat’’ sheets. 


Thus our client gets effectiveness and economy 
through mass selling technics of advertising... 
just as his mass manufacturing technics make 
the product itself widely available at low cost. 


J. WALTER THOMPSON COMPANY 


420 Lexington Avenue, 


Chicago, Detroit, San Francisco, Los Angeles, Seattle, Miami, Washington, D. C., Montreal, Toronto 
Mexico City, Buenos Aires, Montevideo, Rio de Janeiro, Sio Paulo, Santiago (Chile), 
Antwerp, Mian, Johannesburg, Cape ‘Town, Bombay 


New York 17, N.Y 


Catalog Sales Trend 
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ABOVE AGAIN~Aldens Inc. charts the 10-year trend of mail order houses’ catalog 
1935-39 equals 100) shows that Aldens’ cata- 
log sales have increased more than the average for the four big mail order houses 


sales in its annual report. The chart 


since 1949. In fiscal ‘51, Aldens’ total sales rose 9.6% to $87,443,314 


Frank Vos Joins Kleppner 
bleday 
Kleppner Co., 
member of the executive staff. 


, flat 
" Ores smoothed out and re 


2. The Contour Sh 


Caleutta, New Delhi, Sydney, Melbourne 


Biow Appoints Schultz V. P. 
Frank Vos, formerly with Dou- L. L 
Book Clubs, has 
New York, as 
of the agency. 


Schultz, supervisor of all 
joined art creative work for the Biow Co., 
a New York, has been elected a v.p 
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Advertising Aye, May 5, 1952 
New Photo Process 
Turns Out Portrait 
Prints in 7 Minutes 

New York, April 30—A new 


technique in portrait photography 
was demonstrated today at a press 
gathering at Marsfield Studio. The 
new process produces a 6x8” sepia 
print for $1 within seven minutes 


after a trained operator takes a 
picture 
The camera-machine was de- 


veloped by A. A. Marsan, an Ital- 
ian, and Harry Whitefield, an 
American, who conceived the idea 
of using generally accepted and 
successful principles of automatic 
developing to produce portraits of 
standard quality at standard cost 

The Marsfield Studio, in the New 
York Port Authority bus terminal, 
is expected to serve as a practical 
demonstration of the business pos- 
sibilities of the new process. At 
present this studio has the only 
Marsfield machine in the U. S. Ad- 
ditional machines are expected in 
the near future, Maurice Kaufman, 
treasurer and genera] manager ot! 
the company, told AA. 


eit is expected that these ma- 
chines will be available on a pro- 
tected territory franchise basis 
within a short time, Mr. Kaufman 
said. 

The machine has been under de- 
velopment for nearly 16 years. The 
first model was completed in Italy 
Marsfield has now finished tooling 
work and is ready to go into pro- 
duction. Machines will sell for 
$25,000 to $40,000, depending on 
the type of franchise agreement 
made with local purchasers. 

The machine is not strictly an 
invention but rather an applica- 
tion of known principles of auto- 
matic photography to a new use 
It produces an “automatic” portrait 
only in the sense that the devel- 
oping is done automatically after 
a trained photographer-operator 
has properly posed the subject and 
taken the picture. 


8 No immediate advertising is 
planned, Mr. Kaufman said. A sur- 
vey made for the company by 
Biow Co., he said, indicates that 
advertising at this stage of devel- 
opment would be premature. How- 
ever, the company is considering 
the use of local transportation ad- 
vertising, he said. 

The Marsfield equipment also 
includes a copy camera which can 
be used in conjunction with the 
camera-machine to turn out 150 
copy prints (up to 6x8”) per hour 
One of the major business oppor- 
tunities for the process lies in the 
field of copy work, Mr. Kaufman 
said. 


‘Argosy’ Sets New Program 
Argosy has named Alfred J. Sil- 
berstein-Bert Goldsmith Inc., New 
York, to handle the promotion otf 
its new merchandising program 
for its men’s wear advertisers. The 
program is designed to help men’s 
wear manufacturers in their fall 
selling. Royal & DeGuzman, New 
York, handles Argosy’s regular 
consumer and trade advertising. 


Promotes Stoff to S.M. 

Michael Stoff, assistant general 
sales manager of Continental Dis- 
tilling Corp., Philadelphia, has 
been promoted to general sales 
manager of the select brands di- 
vision of the company. He has been 
with the company for six years. 


Schneiderman Starts Agency 

Harry Schneiderman, formerly 
with E. H. Brown Advertising 
Agency, Chicago, has formed his 
own agency, Harry Schneiderman 
Inc., in the Board of Trade Bldg.., 
Chicago. 


Scott & Co. Named Ad Rep 

Duncan Scott & Co., San Fran 
cisco and Los Angeles, has been 
named advertising representative 
of Ideal Women's Group, effective 
with the August issues. 
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“ADVERTISING AGE publishes 

the news while it is still news. 

It keeps pace with the tempo of 

the times — is easy, fast reading 

and very ably edited. 

“I consider ADVERTISING AGE 
invaluable as a concise, informative 
and genuinely helpful 


advertising publication.” 


Jy FRANKLIN C. WHEELER, Presiden 


BRISACHER, WHEELER & STAFF 
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Mr. Wheeler, President of Brisacher, 
Wheeler & Staff, with headquarters in San 
l'rancisco and branches in New York and Los 
Angeles, has had thirty years of experience 
in the advertising business. ‘This experience 
includes the selling of outdoor advertising, as 
well as every classification of newspaper ad- 
vertising, local and national. In the early 
1930’s Mr. Wheeler was Advertising Direc- 
tor of the old Washington Herald. Chicago 
and New York were also home bases for him 
for many years. Hle was transferred to San 
Francisco in 1934 and with a broad, nation- 
wide basis of experience in advertising, later 
entered the agency field with the firm of 


which he is now President. 
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Back to the Small Town? 


Lenhart Has Advice for Agencymen 
Who Want to Move to a Small Town 


April 29—Are you 
with a big city 
dreaming, off 


into a small 


YORK 
man 


New 
ua creative 
agency who's been 
and on, of moving 
town, setting up your own shop and 
trying out some pet ideas’ 

Then lend an ear to the tale of 
R. L. Lenhart, who quit his copy 
contact post with Erwin, Wasey & 
Co. four years ago and hied him- 
where he 


self off to York, Pa., 

opened his own agency and at- 
tempted some creative ideas that 
couldn't be done in New York 


Mr. Lenhart had trouble like 


this 


e “The creative man from the big 
city advertising agency 1s lost in 
the small town. He's floored by the 
mountain of detail encompassing 
him. Gone are the plans board 
meetings and the account men who 
bring in all the background data 
on an account and who sell the cre- 
ative man’s product to the client 

“Then the sizable budgets of 
small town advertisers are talked 
for by medium-size agencies in 
nearby cities. The result is that the 
Mmall town agency usually exists 
on local retail advertising, direct 
Mail and sales promotion materi- 
al.” 


@ Mr. Lenhart found that small 
town advertisers must be educated 
t@ understand and accept the ad- 
vertising methods which are taken 
far zranted in the big city agency 
“Phe ‘clever’ ad is persona non 
+ with small town merchants 

Mo are interested in tomorrow’s | 
s@es,” he said | 

Metting clients and keeping them 
happy. he continued, “steals away 
tee ‘thinking time’ a good adman 
né@ecds, unless his working hours are 
t@ extend far into the night.” 

The returns in the small town 
afe not what they're cracked up to 


be. 


@*Because budgets are small, 
C@mn pensation is small. Living costs 
afé somewhat lower in small 
tawns, but not nearly so low as a 
city man imagines. Costs are 
on the rise in the small towns 


‘— 


J } 
on the 


85 IMPORTANT 
INDUSTRIAL AND 
TRADE MARKETS 


1952 MARKET DATA & 


DIRECTORY NUMBER 
Industrial Marketing 


20@ €. ILLINOIS ST. CHICAGO ITI, KL 


and that goes for production costs, 
too 

“A big grief is the scarcity of 
dependable printers, artists and the 
like. When the product they turn 
out is a good one, the price causes 
the client to swoon. The next thing 
you know, the advertising agency 
is labeled a robber.” 

For admen who still persist in 
yearning for the small town opera- 
tion, Mr. Lenhart has some advice. 


® “First, get yourself well ground- 
ed in basic business handling. If 
you've never balanced your budg- 
et to the penny, keep away from 
the small agency setup 

“Next, have a team operation, a 
bountiful supply of working capi- 
tal and a will to persist. How to 


R. L. Lenhart 


accomplish all this requires a good 
deal of know-how—much of which 
the specialized creative man in the 
big city agency never gets.” 

One thing more about Mr. Len- 
hart: He’s just returned from York, 
Pa., after selling his agency there. 
He’s hooked on with O. S. Tyson 
& Co., a big city shop 


Cohen Promoted to A.M. 

I. Roy Cohen, who has been with 
Commercial Solvents Corp., New 
York, as a bacteriologist since 1949, 
has been promoted to advertising 
manager of the company’s animal 
nutrition division. It is a new posi- 
tion. Mr. Cohen is credited with 
having worked out an efficient 
method for measuring the amounts 
of vitamin B12 in livestock feeds 
produced by fermentation methods. 


Sasso Joins G. M. Basford 

John Sasso, formerly executive 
v.p. of Fred Wittner Advertising, 
New York, has joined G. M. Bas- 
ford Co., New York, as director of 
public relations. Howard Dutcher, 
who formerly held that position, 
has become an account executive. 
Mr. Sasso was industrial editor of 
Business Week and managing edi- 
tor of Product Engineering, both 
McGraw-Hill papers, before going 
into advertising. 


Appoints Shaw & Schreiber 
Golf Hills Inc., Philadelphia area 

residential builder, has appointed 

Shaw & Schreiber, Philadelphia, 


‘to direct its advertising 
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Denver Residents 
to See Conventions 


on Closed Circuit 


Denver, April 29—Residents of 
this city will not miss out on the 
telecasts of the Republican and 
Democratic conventions in Chicago 
this summer, despite the fact that 
Denver has no television stations 

A closed circuit will bring the 
convention activities into receivers 
located in the Empire Room of the 
Shirley Savoy Hotel. Arrangements 
have been completed with the three 
television networks by radio sta- 
tions KLZ and KOA and local tele- 
vision set distributors. 

Crews will feed the TV signal 
coming over microwave relay facil- 
ities from the Mountain States 
Telephone & Telegraph Co. Bldg. 
to the top of the hotel, and from 
there it will be piped to receivers 
in the Empire Room. 

Clayton Brace, KLZ’s director of 
TV research, is coordinator of the 
event for the two stations. 


re Is Brig 


if you want to find self-confident people, go to 
Hometown America. Here are the people who 
know their neighbors, their doctors, their retailers 
— personally. Here are the people whose tomorrow 
is a dream, not a nightmare 
exciting challenge to self-betterment, not mere self- 


survival. 


This is the spirit of Hometown America—where 
The American Magazine reaches more than 24 
million families—families busy making a better life 


for themselves, their communities, their country. 


They are people with a purpose. 


And because The American Magazine believes in 


whose future is an 


dreams 


this editorial integrity. 


their future—gives them real help in realizing their 
they believe in The American Magazine. 


So do they believe in the products and services 
advertised in The American Magazine. Thus do 
advertisers gain the trust built up by 77 years of 


Your advertising costs less in The American Maga- 


2‘, larger,9“~ younger, 38 


zine—because these 24 million families are not only 
¢ higherincomed ; but are 
also more responsible, more responsive people. They 
have the substance of things hoped for. They have 


faith in themselves. That's why the future is brighter 


—for advertisers—in Hometown America. 


THE CROWELL-COLLIER PUBLISHING COMPANY, 640 FIFTH AVENUE, NEW YORK 19, N.Y PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIERS, AND WOMAN'S HOME COMPANION 
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Retailer Tells Fisheries Institute Members 
to Educate Public on Fish Via Advertising 


Los ANGELES, April 29—Dele- 
gates attending the National Fish- 
eries Institute meeting here were 
irged to use national advertising 
to educate the public about fish. 

Citing the American Meat Insti- 
tute’s efforts in this direction, 
viaurice Gettleman, director of 
fish, meat and poultry operations 
for Mayfair Markets, Los Angeles, 
told the institute to support na- 
tional promotion at the retail level 
and to clear store promotion ideas 
through the institute. 

Speaking as a retailer, Mr. Get- 
tleman said he prefers packaged 
frozen fish over bulk because it is 
less costly, entails a small handling 
risk and guarantees the consumer 
a fresh product. 


® Packaged frozen fish pieces 
should be wrapped individually, 
Monty Margretts, KNBH commen- 
tator, told the group. Many cus- 


tomers, she said, are hesitant about 
buying packages containing more 
fish than they can eat at one meal 
because unused portions can’t be 
refrozen. 

Miss Margretts said this obser- 
vation was made by 75 of 100 
women whom she had interviewed 
and by 700 women who wrote her 
in response to requests made on 
her radio program. Other reactions 
to frozen fish packaging, Miss Mar- 
gretts reported, are: 25% want a 
picture on the outside of the pack- 
age showing the finished dish; 20% 
asked for a suggested menu on the 
package; 15% feel the protein val- 
ue of fish should be stressed, and 
50% asked for nutritive and caloric 
information. 


s Arthur Freeman, Freeman Certi- 
Fresh Foods, Los Angeles, ex- 
pressed belief that Americans can 
be made to like fish better by in- 


LLL 


SMUDGE-PROOF—Evershorp has come 

up with this point of sole card for its 

new ball point pen, the Star Reporter. 

The pen has “Perma-Set’ ink that won't 
smudge or smear. 


cluding it in babies’ diets 

“In America,” he said, “the child 
is started on canned baby foods, 
pureed vegetables, and fruits first, 
tlen meats. I see no reason, with 
the new developments in fish prdéd- 
ucts, why the big crop of some 
3,500,000 babies expected to be 
born in the United States this year 
cannot be pre-conditioned on fish.” 


Mr. Freeman added that in 1950 
about $44,000,000 worth of meat 
was sold for baby foods. 

Mrs. Gertrude Beckwith, presi- 
dent, Philip R. Park Inc., San Pe- 
dro, Cal., said that the industry is 
now engaged in extensive experi- 
mental work which offers hope for 
solution of such problems as in- 
fant and convalescent feeding and 
reducing diets, based on fish ele- 
ments which for years have been 
discarded. 

Mrs. Beckwith predicted the 
time will come when a whole line 
of baby foods will be available 
from fish products. 


New England 4A‘s Elects 


J. Paul Hoag, partner in Hoag & 
Provandie, Bosten, has been elec- 
ted chairman of \the New England | 
Council of the American Assn. of | 
Advertising Agencies. Other offi- 
cers elected are: Harold I. Rein- 
gold, president of Reingold Co., 
Boston, vice-chairman, and Wal- 
lace L. Sheppardson, general man- 
ager of James Thomas Chirurg Co., 
Boston, secretary-treasurer 


MAGAZINE 
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Appoints Dowling, Driver 
Eversharp Inc., Chicago, has ap- 
pointed Edward G. Dowling as 
national manager of the advertis- 
ing specialty division and Richard 
C. Driver as manager of the mid- 
western region of the writing in- 
strument division. Mr. Dowling 
joined the company in 1946 as a 
salesman, and Mr. Driver has been 
with the company since 1947. 


ONE NEWSPAPER 


BTORONTO DAILY STAR 


PUTS IT RIGHT 
IN YOUR LAP 


421,121 


COPIES DAILY 


A.B.C. Publisher's Statement, Sept. 39, 195! 


The strongest single 
Newspaper Advertising 
Force in Ontario’s 
$3,500,000,000 
market 


TORONTO 
DAILY 
STAR 


80 KING STREET W., TORONTO 
UNIVERSITY TOWER BLDG., MONTREAL 
IN U.S.A.—WARD-GRIFFITH INC. 
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2 Nudist Magazines 


Banned in New York purpose of nudity is to promote N. J. Dr. Isley Boone, former Bap- 
lust, it is obscene and indecent. The tist minister, is editor of both. 
New York, Apri! 29—A_ ban distribution and sale of the maga- Several months ago, 
against two nudist publications zines in this case is a most ob- magazines charged in 


Sunshine 


the was 


supreme 
that tnei 


r sale from city news- attention by an appeal to the sex- ghan were attempting to 
stands contributed to juvenile de- ual impulses.” censorship of the press” 
and sex offenses Sunshine & Health and Sun 4) 


linquency 


es-+7 


oo ae eee 


Thomas L. J. Corcoran 
“where the dominant 


Justice 


held that Sunshine Book Co.., 


& Health and Sun Maga- jectionable example. The dominant City License Commissioner Ed- 
upheld yesterday in purpose of the photographs in ward T. McCaffrey 
court here on the ground these magazines is to attract the Commissioner George 


Magazine are published by 


the nudist 
court that 


and Police 
P. Mona- 
“set up a 
(AA, Feb. 


Advertisers 
who know 
Atlanta best 
use Car Cards. 


€ the millers of PERKERSON'S CORN 
MEAL thank You. our customers in 

Atlanta and North Georgia. for making 
this 100 Year Anniversary possible 


TOM O’RYAN 
Advertising Co. 
12 Third St., 


N.E., Atlanta 


276 Walnut Street, Memphis 


( NATA! 


the GE Boosts Welpott, Purcell 
Mays Landing, 


The broadcasting stations de- 
partment of General Electric Co., 
Schenectady, has promoted R. W. 


Welpott from assistant stations 
manager to manager of stations 
operations and Willard J. Purcell 


from engineer in charge of broad- 
casting to manager of engineering 


Designers, Execs to Meet 
Aspen Institute's second annual 
conference on “Design as a Func- 
tion of Management” will be held 
June 23-29 in Aspen, Colo. De- 
signers and business executives 
will discuss design of buildings and 
products in terms of company 
prestige, good will and sales 


Sughrue Elected President 

Timothy G. Sughrue has been 
elected president of the Boston & 
Maine Railroad, Boston, succeed- 
ing Edward S. French, who has 
been appointed chairman of the 
board. Mr. Sughrue has been ex- 
ecutive v.p. since 1949. 


Baker Advertising Moves 
Herbert Baker Advertising, Chi- 

cago, has moved to larger quarters 
737 N. Michigan Ave. 


Technical manuals, booklets, brochures, instruction folders and other printed 


matter in connection with Government contract work—these are all very highly 


specialized in form and content. Vogue Wright has a complete staff of technical 


writers and engineering draftsmen who are particularly qualified for any kind of 


of our work and discuss your problem with you. 


Div. OF ELECTROGRAPHIC corp. 


469 FE. OHLO ST. + CHICAGO Ll * 
PHONE MO 4.5600 


assignment in this field. Let our salesman call on you and show you examples 


Noque Whight Studios. 


225 FOURTH AVE. * NEW YORK 3 
PHONE AL 4-3400 


Advertising Age, May 5, 1952 
FREDERICK R. MARTIN 


BRoONxVILLE, N. Y., April 29 
Frederick Roy Martin, 80, former 
general manager of the Associated 
Press and D. Appleton & Co., died 
April 27 after a two-month illness. 

Born in North Stratford, N. H., 
Mr. Martin was general manager 
of the wire service from 1921 to 
1925 when he resigned to become 
v.p. and general manager of D. 
Appleton & Co., book publisher 
When the company became D. Ap- 
pleton-Century (now Appleton- 
Century-Crofts Inc.), he was made 
a director. 

Mr. Martin also was tormerly 
editor and treasurer of the Provi- 
dence Journal and Evening Bulle- 
tin and overseer of Harvard Uni- 
versity. He received honorary de- 
grees from Brown University and 
Rhode Island State College, and 
was an officer of the French Le- 
gion of Honor and a knight of the 
Swedish order of the Northern 
Star. 


LEONARD E. LUCE 

New York, April 29-——Leonard 
Emory Luce, 59, commercial artist 
and former art director of several 
ad agencies, died April 26 in New 
Rochelle. 

For the past ten years, Mr. Luce 
operated his own art studio here. 
Previously, he had been associated 
with Lennen & Mitchell, McCann- 
Erickson and Arthur Kudner Inc. 
He was a native of Ashtabula, O 
and a veteran of World War I. 


MERTON V. WIELAND 

Cuicaco, April 29—Merton V 
Wieland, 63, v.p. and a director of 
J. Walter Thompson Co., died sud- 
denly at his home today 

Mr. Wieland was born in San- 
dusky, O., and was graduated from 
Ohio State University in 1910. He 
did editorial work on newspapers 
in Toledo and Chicago until 1921 
when he became national adver- 
tising manager of the old Chicago 
Herald Examiner. In 1926 he en- 
tered the agency field as a princi- 
pal in Mitchell, Faust, Dixon & 
Wieland, where he remained until 
1933 when he joined J. Walter 
Thompson. He was also co-owner 
and publisher of the Waukegan 
Sun during 1928 and '29 


CHARLES F. METZGER 

Syracuse, April 29—Charles 
Frederic Metzger, sales manager of 
the adding machine division, L. C. 
Smith & Corona Typewriters, died 
suddenly April 24. 

Mr. Metzger joined L. C. Smith 
in 1931 and two years later was as- 
signed to the Syracuse office. He 
was well known in business cir- 
cles and was active in Community 
Chest and Red Cross activities. 


JESS McLARRY 

Wicuita FALts, Tex., April 29 
Jess McLarry, 50, treasurer of the 
Times Publishing Co., publisher of 
the Wichita Falls Daily Times and 
Record-News, died April 21 after 
a heart attack. 


HAROLD E. PERKINS 


MINNEAPOLIS, April 29—Harold 
E. Perkins, 51, v.p. and secretary 
of the Minneapolis Star and Trib- 
une, died yesterday of leukemia. 

Mr. Perkins was formerly with 
the Indianapolis Star and the Pitts- 
burgh Press. He came to Minne- 
apolis in 1940. 


HAL A. HARTWIG 

SPRINGFIELD, ILu., April 29—Hal 
A. Hartwig, president of Hartwig 
Advertising Agency here, died 
April 19. 

Born and educated in Brooklyn, 
Mr. Hartwig was public relations 
manager for the Chase Hotel, St 
Louis, for several years before pur- 
chasing a newspaper in University 
City, Mo., which he also edited. He 
opened his own advertising agency 
in Springfield seven years ago. 
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Advertising Age, May 5, 1952 


POWER—Maxey Jarman, boord chairman of the General Shoe Corp., chats with 


Berenice E. Connor of ladies’ Home Journal during the company’s annual sales 
meeting in Nashville. Miss Connor, as guest speaker, discussed “The Power of 
Women.’ 


N. Y. Bank Plan 
for Retailers 
Gets Ad Backing 


FRANKLIN Square, N. Y., April 30 
—The Franklin National Bank 
took spreads today in Newsday and 
the Review-Star, Nassau County 
dailies, to announce a charge ac- 
count plan allowing small retailers 
to match the credit facilities of 
big department stores 

William J. Boyle, v.p. of the 
bank, said the unique plan has 
been in quiet operation for nearly 
a year and that about 23,000 Long 
Island families have so far availed 
themselves of charge account priv- 
ileges in perhaps 60 Nassau outlets. 
Mr. Boyle said these merchants 
have enjoyed a 30% gain in sales. 
The bank intends to get 500 mer- 
chants in the plan, he added. 


® Under the Franklin plan, a 
neighborhood store can have 
charge accounts without setting up 
its own credit and billing depart- 
ments. The store owner merely 
contracts with the bank to main- 
tain fair prices and a fair exchange 
policy. He must, of course, boast 
satisfactory financial statements. 

Then, when a customer enters 
the store, the clerk offers to charge 
the purchase. If the customer 
agrees, he then fills out an appli- 
cation blank. The merchant sends 
this to the bank, which sends the 
customer a charge account card 
and a list of the participating 
stores 

Ail the merchant does in the 
operation, then, is deposit his day's 
sales slips in the Frankiin Nation- 
al, just as if the slips were cash. 
For its service, the bank gets 5% 
of the total showing on the sales 
slips 


® The bank, meanwhile, mails bills 
to the store’s charge account cus- 
tomers at the end of each month. 
These list charges and credits, and 
the envelope also contains dupli- 
cates of the original sales slips. 

Mr. Boyle, who has charge of 
the operation for Franklin, said a 
merchant with a customer about to 
make an unusually large charge 
purchase could call the bank and 
get an okay or refusal of the cred- 
it within 60 seconds. He added that 
losses on transactions so far have 
been negligible 

Arthur T. Roth, president of 
Franklin, said the plan started 12 
months ago with a number of deal- 
ers who deliver fuel oil for heating 
private homes. “The plan is no 


longer an experiment,” he added, 
“and the bank thus far has pur- 
chased more than $1,000,000 in 
sales slips.” 


@ “We are providing this service 
for retailers, as in most cases 
they have neither the working 
capital necessary to enter this 
field nor the clerical help required 
to send out monthly statements,” 
said Mr. Roth. “By handling this 
function for him, he can invest 
more money in a better choice and 
variety of consumer goods and im- 
prove his merchandising methods. 
This effort, coupled with charge 
account facilities, will place him 
in the improved competitive posi- 
tion necessary for his general well- 
being.” 

In its advertising today, the 
Franklin National told Long Is- 
land retailers that more than 
$500,000,000 in charge account 
credit was granted to Nassau 
County shoppers by large depart- 
ment stores and specialty shops 
last year. “With charge accounts, 
many small retailers would have 
shared in this tremendous volume 
of business,” it added. The plan 
will be backed by continuing ad- 
vertising placed through Albert 
Frank-Guenther Law, New York. 


‘Quick’ Increases Rates 

Quick will raise its bew page rate 
from $2,110 to $2,405 with the Oct. 
6 issue. At the same time, its cir- 
culation guarantee will go from 
1,100,000 to 1,265,000. The new ad 
rates will be guaranteed through 
September, 1953. 


Rayonier Appoints BSF&D 

Rayonier Inc., New York puri- 
fied wood cellulose producer, has 
appointed Brooke, Smith, French 
& Dorrance, New York and Detroit, 
to handle its advertising and mer- 
chandising. The company formerly 
advertised direct. 


JWT Appoints Kohrman 

Regina M. Kohrman has been 
named a public relations repre- 
sentative on cosmetic accounts of 
J. Walter Thompson Co., New 
York. She was formerly assistant 
to Mrs. Marcella Holmes, who has 
resigned 


‘Pop Science’ Sets New Rate 

Popular Science will increase its 
advertising rates by 10% with the 
October issue. It now gets $1,790 
per b&w page. A corresponding rise 
in circulation guarantee, to 1,100,- 
000 a month, also is scheduled. 


WAKE Names Beckwith 


Arthur H,. Beckwith has resigned 
as commercial manager of WLAN, 
Lancaster, Pa., to become general 
manager of WAKE, the CBS-AM 
affiliate in Greenville, S. C 


CAR DEALERS 


THE BIG CAR DEALER MARKET. 
In 1951 the average annual sale of 
parts by car dealers was $60,000. Ac- 
cessories amounted to $22,000. When 
it comes to rendering services, the car 
dealer is the biggest single factor in the 
market. For example, 98.8% do brake 
service. Complete engine overhauling 
is done by 86.2%; wheel balancing, 
83.3%; bump and paint work, 82%. 


PAPER 


THE BIG MANUFACTURER MAR- 
KET. The tremendous purchases by the 
manufacturers of cars, trucks, buses, 
parts and accessories always amount to 
a multi-billion dollar figure. Example: 
45% of all tire purchases in 1951 were 
made by car and truck manufacturers. 
Now, more than ever, it is important 
to reach the executives in the manage- 
ment, sales, engineering, and merchan- 
dising departments. 


There's only one weekly newspaper on which the Decision Men 
of these two markets depend for the news of the industry. They 
make their buying decisions from the pages of AUTOMOTIVE 
NEWS, for which they pay $8 a year. The renewal rate for 
subscriptions is 86.6%. Both figures are tops for the industry. 


THE WEEKLY NEWSPAPER OF AMERICA’S NO. 1 INDUSTRY 


PENOBSCOT BUILDING 


Member 


DETROIT 26, MICHIGAN 


REPRESENTATIVES 
New York —Edwerd Kruspak, Advertising Manager, 51 E. 42nd St., Murray Hill 7-6871 


Ave., State 2-6273 


Chicego —J. Goldstein, Western M 


. 160 N. Py 


los Angeles —R. H. Deibler, 2506 West Eighth Street, Dunkirk 3-0303 
Detroit — Dick Webber. 2666 Penobscot Bidg.. Woodward 3-0495 
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_ FIRST in advertising growth 


+ 


ne a RR ATG eam nett 


FIRST in circulation growth 


FIRST in newsstand growth 


IRST in 


% PAGE GAIN OR LOSS 


12 Months Ist 3 Months 
1951 vs 1950 1952 vs. 1951 
U.S. NEWS & WORLD REPORT 49.7% | + 48.4% 
BUSINESS WEEK | + 27.6% 30.4% 
FORTUNE | = 22.3% | + 23.6% 
NEWSWEEK 14.2% | + 12.0% 
TIME 14.3% 5.6% 
NATION'S BUSINESS 12.1% | + 1.8% 


Based on Reports by Publishers Information Bureau. 


% GAIN OR LOSS 


First 6 Months Full Year 
1951 vs. 1950 1951 vs. 1950 
U.S. NEWS & WORLD REPORT | + 23.0% | + 18.1% 
NATION'S BUSINESS 12.8% | + 11.3% 
TIME 4.2% 4.1% 
BUSINESS WEEK 21% 3.6% 
NEWSWEEK 44% | + 2.5% 
FORTUNE 4.5% 2.6% 


Based on Statements of Audit Bureau of Circulations. 


%, GAIN OR LOSS 


First 6 Months Full Year 
1951 vs. 1950 1951 vs 1950 
U.S. NEWS & WORLD REPORT | = 87.1% | + 46.2% 
FORTUNE 13.9% 0.9% 
TIME 0.4% 2.5% 
NEWSWEEK 7.1% 5.5% 


NATION'S BUSINESS 


BUSINESS WEEK 


*No Newsstand circulation. 


Based on Statements of Audit Bureau of Circulations. 
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its Field in 1952 


PERCENTAGE OF SUBSCRIPTIONS 


—_ 


FIRST in subscriptions 9 = b= 
direct from the subscriber ——sr oe ore] 


FIRST CHOICE WITH ITS READERS | 


A non-duplicated market for the advertiser 


90% of "U.S. NEWS & WORLD REPORT" subscribers do not subscribe to BUSINESS WEEK 


| 86% of "U.S. NEWS & WORLD REPORT” subscribers do not subscribe to NEWSWEEK 


91% of "U.S. NEWS & WORLD REPORT" subscribers do not subscribe to NATION'S BUSINESS 


75% of "U.S. NEWS & WORLD REPORT” subscribers do not subscribe to TIME 


91% of "U.S. NEWS & WORLD REPORT" subscribers do not subscribe to FORTUNE 


Based on a survey conducted by the independent research organization, Benson & Benson, of Princeton, New Jersey. 


The weekly magazine of essential news 


=== 


| 
b Magazine 


| 500,000 net paid mark 
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Dothan, Ala., Paper's National, Local Ads 


Score Among Top Ten 


New York, May 2-—Readership 
of two national and two local ad- 
vertisements in the Feb. 14, 1952 
issue of the Eagle, Dothan, Ala., 
ranks them among the ten top 
scoring ads wl their respective 


Research 


categories in Advertising 
Foundation’s Continuing Study of 
Newspaper Reading, it was dis- 


closed today. In addition, scores for 
the Eagle's front-page news pic- 
ture are among the highest ever 
recorded in the ARF’s newspaper 
readership research series 

A full-page national ad for a 
new cleanser, Tuffy, scored 21‘ 
among men and 57° among wo- 
men, giving it second place in the 
all-study list of per cent leaders 
in the soap and cleanser grocery 
category. This ad also placed first 
among women and second among 
men on the list of top-ranking na- 
tional ads compiled for readers | 
of the survey issue 
8 A 1.000-line display for De Soto 
automobiles stopped 48% of the} 
men and 34% of the women The | 
men’s score has given the ad third 
place in the all-study list of per 
cent leaders in the passenger car 
automotive classification. It also 


recorded | 


|@ Among local ads, 


in ARF Reader Study 


Among the national ads, a 1,000- 
line advertisement for Sunnyland 
bacon ranked third among women 
and tied for third-place honors 
men readers with scores of 
and 16% for women 


among 
8°. for men 
® Tied for third place on the men’s 
list and in fourth place on the 
women's with scores of men, 8%, 
and women, 11%, was a color ad 
for Water Maid rice. This 1,000- 
line ad used red and yellow in its 
layout 

Based on the size-equalizing in- 
dex, which takes into consideration 
the size of an ad as well as its 
per cent score, the 1,000-line na- 
tional De Soto ad was tops among 
men with an index rating of 48 
Among women the top ad, index- 
wise, was a 98-line ad for a Jazz 
mash starter with a rating of 41. 


based 
size-equalizing index, a 140-line 
advertisement for the Dothan 
Board of Commissioners was tops 
among men with an index rating of 
136. The women’s highest index 
rating for a local ad was 131 re- 
corded for a Martin’s shoe store 


|252-line display 


More women than men read one 


is the sixth highest score 
to date in the entire automotive | or more of the nine comics in the 
tegory, which also includes ads} measured issue, the score being 
1 gasoline, oil and miscellaneous | 78% of the men and 82° of the 
roducts. The De Soto ad also took | women. Blondie was tops among 
p spot on the men’s list of high- all readers with a rating of men, 
@t scoring ads in the surveyed is- | 72%, and women, 75%. Next high- 
and second place on the wo-| est was Dick Tracy, which scored 


n’s roste! 


Ein the local advertising classifi- 
@tion, a full-page (2,408 lines) 
@splay for Jitney-Jungle, a local 
ocery, drew the notable score 
men, 51 and women, 72% 
women's score has given the 


five-way tie for second place 
raga list of per cent 


I@aders in the grocers and butchers 
i. sification 
ot 


the 


The ad also topped 
h the men’s and women’s lists 
> scoring ads in the survey 
nother local ad whose reader- 


by women has placed it among 
ill-study cent leaders was 
)05-Line the 
11% 


Wwo- 


per 
idvertisement 
store It scored 
ind 59% 

pn. T nen’s score 
eat place the list of 
cellaneous ads compiled t 
It also took third place on the 
men's list of highest 
ads in the surveyed issue 

The Eagle's front-page 
ture of an automobile collision on 
1 highway near Dothan topped the 
st among editorial features | 
sé ored 68 
giving it second 
list. Top editorial 
the women’s group was 
1 front-page obituary of| 
man and civic 


for 
Vberry 
am: ng among 
uiven 
mis- 


men 
Ive has 
on 
o date 
wo- 
scoring local 


news pilc- 


men's | 


68 and 


women, 


with ilso 


mong 


place on thet 
feature in 
70% for 
i local business 
leader 
The 


Thursday 


was a 30-page 
~wspaper in 
The Dothan Eagle 
circulation of 20,- 
i contained 
which 


survey tssue 


evening ne 
two sections 
has a weekd 
The issue surveyes 
43,407 of advertisi 
placed the ratio of 
ws-editorial-feature 


lines ng 
advertising to 
me ontent at 
60 to 40 

of the 
at DV 


section 
looked 


8 The 


Was re 


first paper 
all of the 
and women interviewed. The 
by 95 


women 


ada or 
men 
section 
men and 

Highest 


readers 


Was seen 
99% of 
scoring 
the 
for 


econd 
of the 
reader page 
front 
men 


was 


99% 


among all 

page with 

and women 
The score 


scores of 
alike 

62% for 
men’s reading of any classified ad- 
vertising was among the highest 
tallied to date for their reading of 
this department, with a two-way 
tie for fourth place in the men’s 
all-study list of high scores for this 


of recorded 


category. 


68% among men and 67% 
women. 
The Continuing Study of News- 


paper Reading is conducted by Ad- 


among 


vertising Research Foundation in 
cooperation with the Bureau of 
Advertising of American News- 


Assn. Field work 
Publication Re- 


Publishers 
by 


paper 
conducted 
search Service 


‘FACTuary’ Shows 
Gain in Number of 
Radio-TV Sponsors 


Larcumont, N.Y., May 1—There 
was a gain in the number of spon- 
sors carrying radio and television 
network pregrams reported in the 
second quarter issue of “FACT- 
uary,” published this week by Ex- 
ecutives Radio-TV Service. 

The April listings showed 166 
advertisers active in network TV, 
compared with 163 in January. The 
count for network radio was 132 


is 


sponsors in April, against 124 in 
January 
The number of network TV 


shows dropped from 167 in Janu- 
ary to 158 in April. The numerical 
count of network radio programs 
202—-showed a gain of two over 
three months ago 


90 
active in 
in 


@ “FACTuary" shows 
tising agencies currently 
network TV and 82 agencies 
network radio 

Leading 
in television 
food products, 
ings and 
drug products, 


classifications 
include: Foods and 

33; home furnish- 
appliances, 23; drugs and 
14; automobiles and 
13; cosmetics and toilet 
11; ll; bever- 
iges, 9, and soap, cleansers, etc., 9 

Network radio leaders, by spon- 
classification: Foods and food 
26; drugs and drug prod- 
; home furnishings and ap- 


Sponsor 


accessories, 


requisites, tobacco, 


sor 
products, 
ucts, 12 


pliances, 11; institutional, 11; cos- 
metics and toilet requisites, 8; 
gasoline and lubricants, 8; bever- 


ages, 8, and religious groups, 8 


Heliogen to Burgess & Co. 

Heliogen Products Inc., Long Is- 
land City, has appointed Will Bur- 
gess & Co., New York, to direct ad- 
vertising for a new bactericide it 
is putting out in tablet form. Pro- 
fessional journals and direct mail 
will be used 


adver- | 


on the} 


| 


MOSTLY HEARST—At the annual Banshees luncheon during the 
ANPA convention, a photographer caught this unusual picture. 
Standing are three Hearst sons—George, Randolph and John. 
Seated, left to right, ex-President Herbert Hoover, Richard Ber- 


’ 
a oe 


Arthur, 


Features, 


lin of Hearst Magazines, 
William Randolph Hearst Jr., 
tary-General of the United Nations. The luncheon, given by King 
is an annual ANPA highlight. 


Advertising Age, May 5, 1952 


General of the Army Douglas Mac 
and Trygve Lie, Secre- 


Agency Exec Tells N.Y. Financial Admen 
to Take the Tombstones Out of Bank Copy 


New York, April 30—‘“Bank ad- 
vertising, in spite of its more mod- 
ern format in recent years, is still 
talking to itself. Its like the fellow 
who winked at a pretty girl while 
wearing smoked glasses. He knew 
what he was doing. But she didn't. 

“Let’s face the fact,” Paul Smith, 
v.p. of Calkins & Holden, Carlock, 
McClinton & Smith, told members 
of New York Financial Adver- 
tisers today. “Banks have been the 
whipping boy of the advertising 
business as long as I can remem- 
ber. ‘Tombstone’ copy, ‘marble pil- 
lar’ layouts, the ‘rigor mortis’ 
school of English prose, are some 
of the phrases that have indicated 
people’s suspicion that most bank 
advertising was directed at the 
banks’ own boards of directors.” 


® Behind the prejudice that people 
have about banks, Mr. Smith said, 
are a lot of words that people as- 
sociate with things that may be to 
their disadvantage, such as mort- 
gage, note, loan, co-signer, col- 
lateral and credit 

“Never underestimate the intel- 
ligence of the public, but never 
overestimate its information, 
either,” Mr. Smith warned. “Plain, 
Se explanation in 


areas where the public’s informa- 
tion is hazy, or erroneous, or in- 
complete, will do wonders to dis- 
pel these feelings of uneasiness 
and apprehension that most people 


have about banks. 
“In your ads be specific,” he 
said. “Be informative. Be ‘retail’ 


instead of institutional. Call atten- 
tion to details of the service, its 
price, its availability. 


8 “But the dissemination of simple 
information is only part of the 
story. It’s not just what you do, it’s 
the way you do it. 

“Many banks, like many depart- 
ment stores, have made _ great 
strides in being good neighbors to 
their customers and their commu- 
nities. Witness: Curb tellers and 
drive-in windows; budget and tax 
advisers; honor system change 
bowls; Christmas and _ vacation 
clubs; free parking lots; free safety 
deposit boxes for limited periods 
to new residents; $1 bank accounts 
for new babies, etc. 

“Be of service in your adver- 
tising,”” Mr. Smith urged. “Adver- 
tise special services, your free 
parking lot, your auto loan service 
room, your travel service. 

“Institute a topical, seasonal ad- 


National Nielsen- Ratin 


gs of Top Radio Shows 


Week of March 16-22, 1952 


All figures copyright 


by A. C. Nielsen Co. 


HOMES ee 
(000) 


CURRENT 

RANK PROGRAMS ATING 

} 

| EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) 2,996) 7.0) 
1 Amos ‘nw’ Andy (Rexall CBS) 7,319 7.1 
2 Jack Benny (American Tobacco, CBS) 6.891 16.1 
3 Lux Radio Theater (Lever Bros.. CBS) 6.206 M4 
a Charlie McCarthy Show (Lever Bros., CBS) 5.864 13.7 
5 People Are Funny (Mars, CBS) 4.665 10.9 | 
6 Fibber McGee & Molly (Pet Milk, NBC) 4,580 10.7 | 
7 Our Miss Brooks (Colgate, CBS) 4.408 10.3) 
ay Walter Winchell (Warner-Hudnut, ABC) 4.323 10.1) 
q Mr. and Mrs. North (Colgate, CBS) . 4.280 10.0 
10 Arthur Godfrey's Scouts (Lever-Lipton, CBS) ....... 4.237 99 

EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) 1,969 4.6) 
1 Lone Ranger (General Mills, ABC) 3.082 72 
2 One Man's Family (Miles Labs, NBC) 2.868 6.7 
3 Beulah (P&G, CBS) 2.868 6.7 

WEEKDAY (AVERAGE FOR ALL PROGRAMS) 2,183 5.1 
1 Romance of Helen Trent (Whitehall, CBS) 4.066 95 
2 Our Gal, Sunday . CBS) 3.980 9.3 
3 Ma Perkins (P&G 3.980 93 
4 Arthur Godfrey (Liggett ‘e Myers, CBS) 3,809 8.9 
5 Guiding Light (P&G. CBS) 3,681 8.6 
6 Big Sister (P&G, CBS) 3.681 8.6 
7 Aunt Jenny (Lever Bros.. CBS) 3.638 8.5 
8 Wendy Warren and the News (General Foods. CBS) 3,467 8.1 
a Perry Mason (P&G. CBS) .. 3,381 7.9 
10 This Is Nora Drake (Toni, CBS) . 3.338 78 

DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) 1,284) 3.0) 
1 a Detective Mysteries me MBS) 3,338 7.8 
2 he Shadow (Wildroot, MB: 2,440 5.7 
3 hollywood Star Playhouse ry Bakers, NBC) 2.140 5.0 

DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS 1,883 4.4) 
1 Theater of Today (Armstrong, CBS) -« «3,724 8&7 
2 Grand Central Station (Toni, CBS) 3.253 7 
3 It Happens Every Day (Toni. CBS) 2.696 6.3 


vertising program as the depart- 
ment stores do, with the promotion 
subjects selected with an eye to 
your customers’ seasonal needs 
And coordinate it with your win- 
dows and statement stuffers. 
“Bank advertising must sell,” he 


insisted. “It must sell in simple, 
understandable terms. But above 
all, bank advertising has got to 


humanize banks. 

“Thrift is a useful idea to sell 
to people who are making bigger 
salaries than ever before. You can 
sell it to people by selling them a 
goal. 

“You have to talk to people as if 
they were people and not just so 
many dollar signs in the annual 
report. You don't have to be brash 
or tricky or undignified. But you 
have to be human.” 


Muntz Plans Network 
TV Show in the Fall 


New ORLEANS, April 30—Muntz 
TV Inc. plans to sponsor a network 
television show this fall, Earl W. 
Muntz, president of the company, 
announced today. 

The show will be a_ half-hour 
program on either the DuMont or 
CBS-TV network, and will star 
Jerry Colonna and Joan Barton. 
Mr. Colonna is a Muntz stock- 
holder and Miss Barton is Mrs 
Muntz in private life. 

Mr. Muntz made his announce- 
ment at the opening of a New Or- 
leans showroom, service depart- 
ment and warehouse here for 
Muntz TV. 

Extensive advertising in this 
area of the company’s seven mod- 
els of TV sets is planned, according 
to Benn F. Reyes of Michael Shore 
Advertising, Chicago, agency for 
Muntz TV. In its advertising, 
Muntz will concentrate on large- 
screen sets, Mr. Reyes said. 


Promotes Ralph Patterson 

Ralph Patterson, assistant art 
director for the past seven years, 
has been promoted to art director 
of Nation’s Business. He succeeds 
Lester Douglas, who has retired 
after heading the department for 
more than 24 years 


McGraw-Hill Up First Quarter 


McGraw-Hill Publishing Co. and 
subsidiaries report consolidated net 
income, after all charges and taxes, 
for the quarter ended March 31, 
1952, of $770,248. This compares 
with $623,705 for the first quarter 
of 1951. 


Howard Joins Artography 

Hoyt Howard, formerly art di- 
rector for International Latex 
Corp., New York, has joined Arto- 
graphy Inc., New York, as art di- 
rector. 
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Never Underestimate the Power of a Woman! 


J] O 


q 

| 

Journal newsstand sales top ALL sangauions carrying advertising — 

: with a lead of more than 200,000 over the second magazine. * 


ladies’ home J oO U 4 ww A L 


THE MAGAZINE WOMEN BELIEVE IN 


% Publishers’ Stotements to Audit Bureau of Circulations. period ending December 31, 1951 
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After Midnight in Six Cities... 


Pitches Are Varied 
on Late Radio Shows 


(Editor’s Note: This is the second rant, M: 
of two articles on the upsurge of The “Owl 
advertising on after-midnight ra- rest of the early morning hours 
dio.) with record music. The show fea- 
By tures no special emcee at present. 
New York, April 30—With tele- 
vision muscling in on the choice 
hours, radio is paying more atten- 
tion to marginal time, and chances 
are that a little cultivation may 
make it pay off 
Many stations are revising pro- 
adding new talent in 
post-midnight listeners 
Coincidentally, 
there are 
broadcasters years have 
been demonstrating that a_ sale 
made after hours is Just as impor- 


Quinn's sponsor 
Show” fills out the 


MAuRINe CHRISTOPHER 


s Another former New York late 
hours broadcaster, Jack Eigen, em- 
cees an interview-phone call ses- 
sion from 11:15 to 1 a.m., Tues- 
day through Sunday, over WMAQ 
His broadcast originates from the 
Chez Paree. One-minute spots are 
sold to participating advertisers. 
At last count, there were eight ad- 
vertisers. 

Mr. Eigen likes to create havoc 
while he’s on the air. At present 
he is running an anti-Westbrook 


and 
for 


advertisers 


grams 
a bid 
and 

throughout the country 


who for 


tant to a sponsor as any other Pegler campaign, seeking higher 

wages for nurses and appealing 
® Developments on the New York for better street lighting in Chi- 
scene, where there are not only cago. His nightly quiz question, 
more people but presumably a/ which doesn’t often get answered 
higher percentage of them who|because his questions are self- 
keep late hours, were reported by | made, gives the lucky contestant 
AA last week. This story is based a free feed at the club or free 


on a spot check of six other major | tickets to a local play 
and incidental listening 


ewhere The survey cities 


ics 
@ Shangri-La, a restaurant-cocktail 
fashington, Chicago, Los Angeles, | }ounge, is the origination point for 
Philadelphia, Baltimore and Bos- | weNR’s husband-wife team, Jackie 
ton and Eddie Hubbard. The Hubbards 
pStations mentioned are by no are heard Monday through Friday 
means all those which can be|¢rom 11:30 to 12:30 They chat 
h@ard in the above cities; they are! with guests—from the theater, 
merely those which caught the at- sports, ete—and play records. On 
t@ntion of insomniac ADVERTISING |the air since August, this program 
7 reporters has three one-minute sponsors. 
When the Hubbards sign off, 
CHICAGO WENR presents dance music from 
A runner-up to New York in/the Pershing Hotel. Sid McCoy 
» night life category is Chicago. | recently took over the introductory | 
d in the Windy City, like New chores on this hour program. As 
rk, several] stations have teamed of mid-April there were five spon- 
with night spots for after hours sors 
Del Ward and Bob McKee pre- 
side over WGN's microphones dur- 
ing the wee hours. Their program | 
the “720 Club”—is carried from 
midnight to 6 a.m. The first three 
hours of their show feature popu-| 
lar music, followed by three hours | 
of “folk music,” or what most peo- | 
one with records ple call hillbilly music. Commer- 
ym 12 to 1:30 a.m., Tuesday cials for eight or ten advertisers 
rough Sunday. This program are broadcast nightly during their 
emanates trom Al Nemet’s restau- disc jockey show, which has been | 


yadcasts 
BLatest station to join this group 
i¢ WCFL, which started broad- 
e@sting around the clock last Nov- 
eM ber Louie Quinn, who formerly 
' same kind of show 


‘sented the 
cm the Copacabana night club in 
w York, mixes interviews and 
conversations 


REPRODUCTIONS 
FROM 
KODACIEROME / 


. hp 
LIKE LIKE f4 


PrsELE * 


Exclusive techniques 
y . retain the natural charm 

/ and realiam of this 
difficult medium 
Practically limitless 
alterations of subject 
matter are possible 
without touching 
the transparency 


tw G 
MYVUNEL Ss + hie. 
Beautiful Color Work « Outstanding Black & White 


600 W. Van Buren Street, Chicago 7 
Telephone STate 2-5367 


on the station since last June. 
Their competition on WIND is 
Bob Porter, who starts off with 
five minutes of news sponsored by 
the Chicago Daily News and plays 
popular records throughout the 
night. His “Night Watch” begins 
at midnight and ends at 6 a.m. 


The show is sold out until 2:30 
and sustaining thereafter. 
@ “Matinee at Midnight,” from 


12 to 2a.m. over WBBM, presents 
Bill Wells with recorded music and 
live interviews. The first two 15- 
minute segments of the show are 
commercial. The program has been 
a WBBM feature for several years. 

WGES broadcasts only an hour 
after midnight. This time is filled 
by Al Benson’s “Rhythm ’til One.” 
Mr. Benson starts playing records 
at 9:30 p.m. and continues until 
the sign-off hour (excepting the 
half-hour between 10 and 10:30 
which is filled by another show). 
“Rhythm ’til One” is sold in 15- 
minute portions and has six ad- 
vertisers. 

An allnight WEDC 


feature on 


—from midnight to 6 a.m.—is the 
“Midnight Flyer,” with disc jockey 
Tony Ventrella. On the air for five 
years, this program is of the old 
school record variety, with em- 
phasis on the music. Emil Dene- 
mark Inc., Chicago Cadillac and 
Buick dealer, owns and operates 
the station, and at present is the 
only sponsor of the nightly show. 


PHILADELPHIA 

Two of Philadelphia’s six after- 
hours shows originate from night 
spots. The Blue Angel Restaurant 
is the headquarters of the Steve 
Allison show (11:15 to 3 a.m.). Mr. 
Allison uses controversy to keep 
his listeners awake and _ invites 
phone arguments on a couple of 
hot subjects each evening. 

He taiks to show-business 
names, city officials and others 
who want to get into the act. In 
between times he discusses his 
mail, and now and then plays a 
record. 

Emerson Radio of Pennsylvania 
presents Mr. Allison, who shares 
in the sponsor revenue. He also 


| were openings for three. 
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is paid by the Blue Angel proprie- 
tors, who have decorated a special 
room for the broadcast. 


® KYW broadcasts a program star- 
ring Gene Shepard from the Penn 
Sheraton Hotel from 11:20 p.m. to 
2 a.m. The 12 to 1 segment is car- 
ried by Sun Shipyard of Chester. 
Other portions are sold in seg- 
ments or on a participating basis. 
Mr. Shepard plays all types of 
records from early jazz to novelties 
to classical, and talks about any- 
thing that strikes his fancy. 
Pioneer allnight broadcast in 
Philadelphia is WIP’s “Dawn Pa- 
trol.” “Chief pilot” of this 12:30 to 
6 a.m. attraction is Joe McCauley. 
He plays hit records, including re- 
quests from listeners. Guests drop 
in for a chat at irregular intervals. ? 
“Dawn Patrol” is sold in pack- 
ages of 22 quarter-hours a week to 
each client, with each advertiser 
getting three quarter-hours a night 
for six nights and four on the 
seventh. Seven clients can be ac- 
commodated; as of mid-April there 
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101 SAFEWA 


To increase YOUR food 


among Safeway customers, plus high-buying 


shoppers in all Oregon 


USE THE OREGONIAN. It’s FIRST in the number of 


advertising grocery stores 


Oregonian for 


product sales strength 


Market grocery stores, 


who move your product! 
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On the distaff side, Philadelphia 
is represented by Marge Wieting, 
who spins records six nights a 
week from 12:10 to 1 a.m., over 
WFIL. Recorded music is also the 
fare on WHAT. 

Barry Kaye broadcasts from 12 
to 5 a.m. over WCAU. He takes 
phone calls from lonesome stay- 
up-laters, interviews guests and 
plays lots of records. 

This station began round-the- 
clock operations late in January. 
It reports a heavy influx of mail 
from local listeners and others 
throughout the country. To record 
the mail pull, WCAU recently 
started a “Pin Point Club.” Mem- 
bers are listeners who write to 
Kaye. They receive membership 
cards from the station and have 
their home towns spotted on a 
large map in the disc jockey’s stu- 
dio. Within two weeks 4,000 mem- 
bers had been signed. 


BOSTON 
In Boston, ex-band leader Gene 
Dennis a few weeks ago started a 


five-a-week broadcast from Jack &|which they play any number of 
Marion’s, an after-theater restau- roles, sing and otherwise cavort in 
rant. He is heard from midnight to the breaks between the recorded 
1 a.m. over WVOM. music numbers. Three spots night- 

Mr. Dennis takes requests for ly or a package of 18 weekly are 
records and orders for food, and offered to advertisers. 
talks with out-of-town diners, ce-| WCOP airs the “Princess Mid- 
lebrities and others who are amen- night Show” from 11:30 p.m. to 
able. The program is being sold on 1:15 a.m. This program started in 
a participating basis; first sponsors January following a contest, spon- 
to sign were specialty shops. sored by Beacon wax, to find a 

WVOM may go on a 24-hour “Princess Midnight” to star on the 
schedule. There have been discus- Program. The competition was won 
sions with other cabarets which by Nancy Anderson, who fills the 
would be able to carry the late airtime with records, interviews 
program until 3 a.m. and telephone calls. Beacon pres- 

WEEI closes its broadcast day €Mts the first portion of the broad- 
at 1 a.m. with “Club Midnight,” a ¢@st .=, 
record show with any announcer WHDH fills the post-midnight 
on duty usually in charge. When hours with a straight recorded mu- 
his turn comes up, Larry Homer Sic sow called “Music at Mid- 
discusses, and sometimes criticizes, ight. 
current entertainment. 

WASHINGTON 

® Another newcomer to the Boston The only around-the-clock sta- 
airwaves is the “Jerry & Skye tion operating in Washington is 
Show.” This one started March 10;WWDC, which has been on this 
(12 to 5:30 a.m.) over WBZ. The schedule since 1942. Felix Grant is 
two disc jockeys present skits, in disc jockey on the “Yawn Patrol,” 


ae rea = 


from 1 to 6 a.m. six nights weekly; 
Sunday is the off night. 


Mr. Grant plays popular records 


and presents news every hour on 
the half-hour. His 
several sponsors, the number vary- 
ing from time to time. 

Gene Klaven stars in a simul- 
cast from 12:30 to 2 p.m., Monday 
through Saturday, over WTOP and 
WTOP-TV. In the record sequences 
of the show he caters to Dixieland 
lovers. 

Mr. Klaven’s specialty is skits— 
written by him—that lampoon 
public officials, the British Broad- 
casting Corp., 
general and CBS news personali- 
ties in particular. 


WMAL broadcasts records, with | 


dise jockey Jerry Strong, until 1 
a.m. \ 


BALTIMORE 


Latest figure to enter the all- 
night competition in Baltimore is 
Archdale Jones. He is the early 
morning feature on WBAL, which | 
went on a 24-hour schedule a few 


select the 


he Biggest Food Promotion 


in Oregon History! 


SAFEWAY ... Portland’s largest food retailer...and largest 


food advertiser...recently used THE OREGONIAN exclu- 


sively for the biggest food promotion in Northwest history... 


a 30-page Anniversary Edition in THE OREGONIAN only! 
Safeway sought ... and got, with The Oregonian. . . greater 
coverage of Oregon homes and greater readership by women. 
Sales results were a spectacular success! 


More support for your product... 
by more grocers... 
to more readers in 


Oregonian 


:icaucemaateald oneal 


LARGEST CIRCULATION IN THE PACIFIC NORTHWEST 


222,562 DAILY 


278,376 SUNDAY 


Represented Nationally by MOLONEY, REGAN & SCHMITT, Inc, 


program has 


radio programs in| 


months ago 

Mr. Jones, who previously had 
a similiar program over WOR and 
WABD (TV), New York, devotes 
a great deal of his time trying to 
help “missing people” find each 
other. There are appeals from fa- 
thers who haven't seen their chil- 
dren in years and from children 
who want to find their parents, 
etc. He has had quite a successful 
record in these searches 


@ Mostly it’s a matter of heiping 
humans get together, but occasion- 
ally he uses his detective vaients 
to assist in a search for a lost dog 
A man with a heavy British accent, 
Mr. Jones has an affinity for poet- 
ry, of which he reads a great deal 
|There are also records and phone 
calls—the latter dealing largely 
with the search for missing persons 
To date this is sustaining fare. 

Veteran stay-up-late broadcaster 
in Baltimore is WiTH. This inde- 
pendent station imported Mitchel 
Reid from New York a couple of 
weeks ago to take over the all- 
night show. At one time a night 
club originated program, it is now 
strictly a disc jockey session with 
plenty of music and hourly news 
reports. Occasionally there are in- 
terviews with celebrities. 

Heard seven nights a week (1 
to 6 a.m.), this broadcast is sold 
out. The sponsors: Fred Walker's 
Music Store, Oriole Cafeteria and 
Harley’s submarine sandwiches. 


LOS ANGELES 
Of the 18 stations in metropafi- 
six are 24-h 


tan Los Angeles, si 
operators and three broadcast until 
1 a.m. The latter three—KL 
| KFWB and KNX—carry stand 
dise jockey programs 
Two of the six allnight stations 
are making their primary appe aldo 
Negro listeners. From midnight #o 
3 a.m., KGFJ broadcasts recon@s 
from a music store in the colored 
district; the rest of the morning@s 
taken up with a studio rec 
| show. There are participating o 
vertisers. ; 
Bill Sampson, a Negro disc jo 
ey, has been featured in the Wy, 
e 


night to 5 a.m. spot over KWK 
Pasadena, for three years. 
recently moved his “Record Shap” 
to a drive-in, which paid e 
cost of equipping the place r 
broadcasting. The eating establi 
ment, which is reportedly doing a 


\“fabulous business,” sponsors tWo 
|quarter-hours of the show. Th 


|is a healthy list of advertisers, 


AD-V-ERT-LES ) 


MAKE EXCELLENT 
BUSINESS 
PROMOTIONS 


That's the verdict of many 
outstanding concerns (foods, 
t industrial, beverages 
insurance, etc.) who have 
proved they are “‘tops’’ for 
Good Wiil building at con- 
ventions, sales meetings, 
product promotion, anni 
versaries, salesman iden- 
tification merchandise 
vt) etc Adver- 
are Smart and 
Individual Ambassadors 
to tell your ‘‘best 
vertising story in a 
refined and subtle 
manner ‘ 


MADE SPECIAL 
TO ORDER 


“Adver-Ties” 
NOT stock tics, but 
made individual to 
requirements de 
signed with ius 
tration of product, 
trade mark, or slo- 


gan Adver- 
Ties are pro- 
duced under ex- 
clusive patent 
made of highest 
quality material 
and = hand-tail 
ored by ‘‘tie ex 
perts with 32 
ears experience 


QUANTITY LOTS 
SUPPLIED at nom- 
inal cos 


prices will be promptly 


sent ALSO REGULAR TIES--large 
assortment. Ties individually packaged 
and labeled 


AMERICAN NECKWEAR MFG. cod 
(Dept. AA) Phone WEbster 9-759? 
320 So. Franklin $1., Chicege 6, Iilineis 
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beet 


dadeaters W 
and hair The 
is the latest in records; entertain- 
by for interviews 


cluding auto 


t preparations music 


ers stop 


2 a.m 


KWKW, as it 


years, carries 


@ From 5 to 8 a.m., 
has for the last 10 
a remote show from a downtown 
record store near the Spanish sec- 
tion of Los Angeles. Entertainment 
from records on the store's 


comes 

helve he station says this op- 
eration, which has several adver- 
tiset is “fairly profitable 

A drive-in also sponsors a 5iX- 
u-week record program ove! 
KXLA, Pasadena. This program 
a combination of records from the 
tudio and interviews from the 
drive-in—is aired from 1:15 to 4 


a.m. The next hour is sold to part 
cipating advertisers 

KFI Angeles, is holding a 
contest for listeners who are asked 
what theatrica 
like to talk 
to talk 


personality 


' 
Los 
to write in 
they 


winner! 


telling 
celebrity would 

rhe 
phone 


with gets on 
the with 
who is in the 
This station's 
tainment consists of news resumes, 
records and commentary about 
calls or letters from regular listen- 
ers to the presiding disc jockey 
The other two Los Angeles sta- 
tions programming at this time 
concentrate music. KRKD, in 
hours, leans toward the 
variety. KFAC, whose 
sinstay is classical music, gives 
» people more of the same, but 


Brows in some theater scores and 
occasional “pop” tune as well 
general, AA’s survey of all- 
ght radio programming in major 


ies reveals a picture of buzzing 
tivity. More stations are getting 


said 
studio 
after-hours enter- 


on 
e wee 


veet” 


o the after-hours broadcasting 

Some outlets, which have long 
tered to the insomniac trade, are 
inging in new personalities to 
ark their programs. Others are 
ambling for nove! formats and 


w gimmicks to build bigger au- 
nces 

‘To help make the venture pay, 
Boadcasters are originating 
ograms from night clubs, restau- 
nts, drive-ins and music stores 


MThe longtime reign of the old- 
s@iool disc jockey, who filled the 
ning hours with soothing, ro- 
ntic music, is being challenged 
i growing array of commenta- 
t@s. forum moderators, poetry 
aders, contest holders, jive disci- 
ples—and in one case—a missing 


persons detective 


a2 


cr> 
? 
Y 


ine 


after 


their | 


“ ~~ 
S| 
_ ; 
‘ has THe ont 
; 
76th in Reta sates 
among Sales management's 
162 Metropolitan County Areas P 
se 4 
{ I your radio campaign is : 
based on the first 100 markets 
according to Retail Sales vol , 
’ ume then over 234,000 5 
Quad-Citians are buving above 4 
your Stamdard ; 
: W HBP has worked with mind 
t body and its facilites to assist 
in the progress and growth of 
; the Quad City area to a major 


market position 


Les Johnson, VP. and Gen. Mgr 


WHBF :: 
TELCO BUILDING, ROCK ISLAND, ILLINOIS 


Represented by Avery Knodel thc 


Hearn Joins Merrell Co. 
Charles C. Hearn Jr. has joined 


William S. Merrell Co., Reading, 
O., pharmaceutical producer, as 
merchandising manager. He will 


supervise the merchandising pro- 
gram at retail drug store and 
wholesale levels. 


‘LH]' Hikes Sale Price 

Effective with the January, 1953, 
issue, the single copy price of 
Ladies’ Home Journal will be in- 
creased to 35¢. Subscription prices 
have not yet been announced 


Magazines Hit New 
Circulation Peaks 
in ‘51, MAB Shows 


New York, April 30—Remem- 
ber the big circulation to-do of 
1951? When Bennett Cerf upset 
his Chicago listeners by revealing 
that magazines were curling up 
and dying on the newsstands, all 
due to the hypnotic TV tube? 

Well, Magazine Advertising Bu- 


reau has some figures that make it 
look as if those reports were not 
only off base, but hardly in the 
ball park. 

Magazine circulations (for all 
ABC general and farm magazines) 
in the second half of 1951 hit an 
alltime high, averaging 151,500,000 
copies per issue. They also hit a 
record figure—98.8—in circula- 
tion per hundred population. 

Not only that but these figures 

from which comics are excluded 

show that single copy sales 


Advertisiny Aye, May 5, 1952 


averaged 64,200,000 per issue, the 
highest figure in five years. This 
is for 247 magazines or groups. 


@ Under wartime conditions of ab- 
normal living and heavy travel, 
MAB says, single copy sales rose 
steadily to a peak in 1945-46. In 
the second half of 1946, single copy 
sales averaged only 400,000 more 
than in the last half of 1951. 

Since that peak, sales slipped 
through 1947, rose briefly, declined 
through 1949, and then held fairly 
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even. Actually, second half sales 
are usually lower than first half 
sales, and 1951 reversed this trend. 

During the second half they 
were about 2% higher (average 
per issue) than during the first 
half of 1951. 

At the same time, MAB re- 
ported on magazine advertising 
costs. During the second half of 
1951 they, too, increased about 2% 
(on a page-per-thousand basis) 
over the first half of the year. 
Average b&w page per thousand 


cost for 44 leading magazines was 
$3.01, with four-color at $4.25. 


s From this, MAB calculates that 
these magazines show increases in 
cost of well under 10%, despite tre- 
mendous physical improvements 
and despite greatly increased pub- 
lishing costs. 

Comparing the last half of 1951 
with the 1935-39 average, MAB 
concludes that b&w costs have in- 
creased only 83%, four-color 
costs only 5.7%. During the same 


ee >) 05) eae Pe 


period wholesale prices increased 
117%, wholesale prices of paper 
and pulp rose 129%, and average 
weekly earnings of workers in 
newspaper and periodical print- 
ing rose 135%. 


To H-R Representatives 


H-R Representatives, New York, | 


has been appointed national repre- 
sentative for WELI, New Haven, 
Conn., replacing Headley-Reed Co, 
The 1,000-watt radio station is af- 
filiated with ABC. 


Sittig Named Crowell V. P. 


William A. Sittig, western ad- 
vertising manager of Crowell-Col- 
lier Publishing Co., has been 
elected a v.p. of the company. Mr 
Sittig joined Crowell-Collier in 
1930 and has his headquarters in 
Chicago. 


Spector Joins Huber Hoge 
Julius J. Spector, secretary- 
treasurer and partner of E. Denton 
Morris Inc., has resigned his part- 
nership to become art director of 


|Huber Hoge & Sons, New York. 


E quoting us... 


i 
f 
\ 


"The Iron Age says"... "According to Automotive Industries" 


...''In a recent issue of The Spectator" . . . "Chilton reports." 


Yes, the words may vary from quote to quote, but the impli- 


cation always is the same: it appeared in a Chilton publication 


so it must be authoritative. 


The frequency with which Chilton publications are quoted is 


a valuable measure of the depth to which they penetrate the 


fields they serve. Readers know they can find what they are 


looking for in Chilton publications . . . know that it will be 


timely and authentic. 


The wide recognition of the authority of Chilton publications 


proves they offer the ideal atmosphere for advertising the 


products and services needed in the fields Chilton serves. 


“og 


Chestnut and 56th Streets 
Philadelphia 39, Pa. ° 


THE IRON AGE ” 
HARDWARE WORLD 


THE OPTICAL JOURNAL AND REVIEW OF OPTOMETRY o 
AUTOMOTIVE INDUSTRIES 


HARDWARE AGE . MOTOR AGE 
e DEPARTMENT STORE ECONOMIST 


THE SPECTATOR @ 


CHILTON 
COMPANY 


Cin conPonarTen) 


_ 


100 E. 42nd Street 
New York 17, N. Y. 


o COMMERCIAL CAR JOURNAL 
. BOOT & SHOE RECORDER 


THE JEWELERS’ CIRCULAR-KEYSTONE 


DISTRIBUTION AGE - 


BUSINESS STIMULATING 
HOUSE ORGANS 
FOR EVERY INDUSTRY 


Monthly Contact Magazines sold on exclusive 
advertising and distribution franchise basis. 
Build goodwill, stimulate sales. Successfully 
proven for over six years. 


duct 


CO., INC., CHICAGO 


All publi 


BUHAI PUBLISHING 


BUSINESS PIX 
For 
Printers . . 
Agencies . . 
General 
Businesses 


New, 20-page, monthly picture magazine for business 
men, The first really new idea in external house 
organs. Live, easy-to-read, with valuable business 
information which will inform and entertain your 
customers and prospects. Sold on exclusive franchise 
basis. Three full pages for your advertising 


THE RESTAURANT 
DIGEST 


For 

Dairies . . 

Bakers . . 

Coffee 

Companies 
Relied on as a business guide by restaurant operates 
throughout the country. 36 pages with three 2: 


for your advertising. Exclusive to one firm in 
area. Used successfully for over six years by Bow 
Dairy, Chicago; Mrs. Smiths Pie (Co., Philadelphip; 
Wilshire Dairies, Los Angeles. Over 70 leading om 
panies now have exclusive franchises. Three full pi 
for your advertising 


TRUCK OWNER’S 
DIGEST 
For 
Chevrolet, 
White and all 
| Truck Dealers 


! 

| 20 pages of valuable information for the 1 
| owner Used for over three years by Grand & 
| Chevrolet, Detroit; Ewing Chevrolet, Canton, Ohio, 
| and many others. Three pages of ads for sponsor. 


| TOPPER 


~ —— 


For 

Dairies 

and Businesses 
that Want to 
Reach Family 
Market 


16 pages of stories, puzzles, cartoons, and contests 
| Reading and entertainment for the entire family 
Now in sixth successful year. 


OTHER BUHAI SERVICES: 


DOLLAR CARTOON SERVICE of six cartoons per 
month for $1 for house organs and magazines. 
CLIP SHEET SERVICE of illustrations, cartoons 
feature stories for house organs and magazines 
SPECIALIZED HOUSE ORGANS and mogazines tail 
cred to individual needs. 

COMPLETE MAILING SERVICE for ali publications 


and services 


TER 
MAIL TODAY 


BUHAI PUBLISHING CO., INC. 
154 E. Erie St. * Chicago 11, Il. 

Please send sample copy ond complete informe- 
tion concerning the following. Ne obligotion. 
(SE SURE TO INCLUDE YOUR ADDRESS) 
BUSINESS PIX DOLLAR CARTOON 

_ THE RESTAURANT SERVICE 


DIGEST _ CLIP SHEET 
_ TRUCK OWNER’S SERVICE 
DIGEST SPECIALIZED 
TOPPER HOUSE ORGANS 


SALESMEN! TERRITORIES OPEN 
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Judge Adjourns Inflated Brassiere Action 


Hartrorp, April 29-—Court ac- 
tion involving an inflated brassiere 
has come to a temporary halt in 
the New Haven superior court. 

Judge William J. Shea ordered 
an adjournment in the $575,000 
damage action brought by Mrs 
Marie G. Smith against the La 
Resista Corset Co., Bridgeport. 
Mrs. Smith's attorney asked for 
the adjournment so that he could 
file a brief on his plea for a tem- 
porary injunction restraining La 
Resista from making and selling 
inflated bras 

In 
that 


Smith claims 
Rubber Co., 


suit, Mrs 
Anchor 


her 
the 


which she owns, hired James R. 
Van Buren to experiment with 
designs for inflated bras. La Re- 
sista agreed to purchase a supply 
of these bras, she alleges, but in- 
stead it appropriated her firm’s 
designs and incorporated them in 
its application for a patent 


@ Mrs. Smith contends further that 
La Resista agreed to manufacture 
the inflatable bra invented by Mr. 
Van Buren but later refused, say- 


ing that Van Buren’s design was 
“no good.” However, La Resista 


then obtained a patent on the de- 
vice and launched a “tremendous 


2nd largest 
n in retai 


sales in U.S. 


” 


advertising campaign to sell it, 
Mrs. Smith said. 

During one court session, Mr. 
Van Buren demonstrated the bras- 
sier with the “self-closing valve,” 
which prevents air from escaping. 
He inserted a plastic reed in the 
valve and blew gently. 

How the result would enhance 
the feminine form was left to the 
imagination of the judge and the 
jury. 


Heads Florida News Bureau 
Paul Severance, newspaper man 
and publicist, has been named head 
of the Florida State News Bureau, 
which handles publicity for the 
State Advertising Commission. He 
succeeds Bill Wells, who has be- 
come manager of the Leesburg, 


| Fla., Chamber of Commerce. 


| Murray Thomas Joins A&éC 


Murray G. Thomas, formerly 
space media manager of Dancer- 
Fitzgerald-Sample, New York, has 
joined Anderson & Cairns, New | 
York, as media director. He also 
has served as media director of 


| May 


GLOVE WRAP—Eisendrath Glove Co., 

Chicago, is now packoging its Sendra 

gloves in plastic bags like this which cus- 

tomers can use as a glove case. The bags 

are made and imprinted for Eisendrath 
by Milprint Inc., Milwaukee. 


Paris & Peart, New York, and is 
president of the Media Men's Assn. 


This Is Hollywood Playhouse! 


- 


When Hollywood Playhouse hits the screen 
at 2 o'clock TV tune-ins really jump. Here is a 
show that literally captures audiences . . . it's 


become an afternoon habit with thousands of TV 


fans. 


another of advertisers whose products are sold on 


Hollywood Playhouse. Complete details on request. 


a ~ : y * Se « re i 


of steady buyers! 


We can give you one success story after 


‘ 


| Managers Assn. 
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Coming 
Conventions 


*Indicates first listing in this column 


May 4-7. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va 

May 8. Export Advertising Assn., fourth 
international convention, Hotel Plaza, 
New York 

May 8-9. Public Utilities Advertising 
Assn., annual convention, Radisson Hote! 
Minneapolis, 

May 11-14. National Newspaper Pro- 
motion Assn., annual convention, Brown 
Hotel, Louisville, Ky 

May 19-20. Inland Daily Press Assn., 


spring meeting, Congress Hotel, Chicago 
21-23. International Council of 
| Industrial Editors, llth annual conven- 
| tion, Minneapolis. 

May 25-28. National 


Business Publica- 


tions, spring meeting, Shawnee _ Inn, 
Shawnee-on-Delaware, Pa 
May 27-29. National Sales Executives 


Inc., 17th annual convention, Hotel Fair- 
mont, San Francisco. 

May 28-30. National Assn. of 
portation Advertising, annual 
Blackstone Hotel, Chicago. 

June 8-11. Advertising Federation of 
America, 48th annual convention and ex 
hibit, Waldorf-Astoria Hotel, New York 
June 9-10. National Assn. of Magazine 
Publishers, 33rd annual meeting, Pocono 
Manor Inn, Pocono Manor, Pa 

*June 10-12. Lithographers National 
Assn., 47th annual convention, The Green 
brier, White Sulphur Springs, W. Va 
June 16-18. American Marketing Assn., 
conference, Netherland Plaza Hotel, Cin- 
cinnati. 

June 16-19. National Advertising Agen- 
cy Network, annual management con- 
ference, Skytop Lodge, Skytop, Pa 
June 22-24. Newspaper Advert.sing Ex- 
ecutives Assn., summer meeting. Daytona 
Beach, Fla. 

June 22-26. Advertising Assn. of the 
West, annual convention, Olympic Hotel, 
Seattle. 

June 29-July 2. National Industrial Ad- 
vertisers Assn., annual conference, Palmer 
House, Chicago. 
Sept. 11-13. 


Trans- 
meeting, 


Advertising 
Canada, an- 
Royal Hotel 


Newspaper 
of Eastern 
nual convention, Mount 
Montreal, Que. 

Oct. 3-4. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg 

Oct. 4-7. Mail Advertising Service Assn 
International, annual convention, Shore- 
ham Hotel, Washington, D. C 

Oct. 5-9. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago. 

*Oct. 8-10. Direct Mail Advertising Assn., 
35th annual conference, Shoreham Hotel, 
Washington, D. 


Oct. 12-15. Pacific Council, American 
Assn. of Advertising Agencies, annual 
convention, Arrowhead Springs Hotel, 
San Bernardino, Cal. 

Oct. 13-14. Inland Daily Press Assn., 
annual meeting, Congress Hotel, Chicago 

Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston 

Oct. 20-21. Agricultural Publishers 
Assn., annual meeting, Chicago Athletic 
Club, Chicago. 

Oct. 20-23. Financial Public Relations 


Assn., annual convention, Coronado, Cal 

Nov. 20-22. Southern Newspaper Pub- 
lishers Assn., annual convention, The 
Greenbrier, White Sulphur Springs, W 
Va. 

*Dec. 7-11. Outdoor Advertising Assn 
of America, 55th annual convention, Con 
rad Hilton Hotel, Chicago. 

Dec. 27-29. American Marketing Assn., 
conference, Palmer House, Chicago. 


Oster Mfg. Co. Starts Drive 
John Oster Mfg. Co., Racine, 


2 TO 


MON. THRU SAT. 


3 P.M. 


| 


Television Baltimore 


BAL-TV 


NBC in Maryland 


Nationally Represented by EDWARD PETRY & COMPANY 


|Ivan Hill 


Wis., has launched a three-month 
promotion of its products in Phil- 
adelphia. Weekly three-quarter 
pages will appear until July in 
the Philadelphia Evening Bulletin. 
This will be backed by insertions 
in Better Homes & Gardens, Es- 
quire, Good Housekeeping, Wo- 
man’s Home Companion and The 
Saturday Evening Post, plus local 
radio and television promotion. 
Inc., Chicago, is the 
agency. 


Dawnelle Appoints Sackheim 

Dawnelle Inc., New York maker 
of women’s fabric and nylon 
gloves, has appointed Ben Sack- 
heim Inc., New York, to handle its 
advertising and merchandising 
Women’s service magazines, fash- 
ion publications and trade journals 
will be used. Al Paul Lefton Co. is 
the previous agency. 


Wurlitzer Promotes Schmidt 

Edward Schmidt Jr., district 
sales manager in Albany, has been 
promoted to assistant export sales 
manager of Rudolph Wurlitzer Co., 
N. Tonawanda, N. Y. 
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Margarine Buyers 
Outnumber Butter 
Purchasers in D.C. 


WASHINGTON, April 29—More 
Washingtonians bought margarine 
than butter in 1951, according to 
the second annual consumer analy- 
sis Just completed by the Washing- 
ton Star. 


families owned home freezers dur- 
ing the year, or 9.2% of the popu- 
lation, as compared with 13,505 in 
the previous year, or 7.9%. 

The market figures also show 
that more people used margarine 
(134,989) than butter (95,829). 
Margarine users were up from last 
year’s 127,202, whereas butter 
users had dropped from 98,420 in 
1950. 


With colored margarine freely # Camels still led the cigaret field 


available, the Star’s survey showed 


in this area, with 31.9% of the men 


smokers and 18.5% of the women 
smokers. However, the next four 
preferred brands by men were (in 
order) Lucky Strikes, Chester- 
field, Philip Morris and Pall Mall, 
whereas for women it was Philip 
Morris, Lucky Strike, Chesterfield 
and Pall Mall. The greatest per- 
centage of both men and women 
bought their cigarets in grocery 


stores. 
Other figures: the number of 
television set owners was up to 


101,682 from 59,679 the vear be- 


fore, but automobile owners 
dropped to 134,250 from 138,456. 


® The Indianapolis report forms 
part of a survey conducted by 15 


The 118-page book covers all 
types of goods, and al! brands 
showing a 1.0% preference by the 
families are mentioned by name. 


newspapers, and will be included 
in a consolidated report. 

The survey was conducted over 
a four-week period, using periodic 
mailings totaling 13,203. Total re- 
turns amounted to 3,224, or 24%. 
Of these returns, 3,000 were used, 
the rest being rejected as incom- 
plete or surplus. 


con ress ELECTROTYPE CO. 


DETROIT © 1326 £ CONGRESS © WOODWARD 3.3974 


CHICAGO © 919M MICHIGAN © SUPERIOR 78055 


i the number purchasing margarine 
! up from 241,785 to 265,962. The 
number purchasing butter dropped 
from 252,873 to 235,772. 

The Star’s new study of brand 
' preferences and buying habits 
i showed that king-size Pall Malls 
displaced Chesterfields.as the cig- 
arets purchased by the largest 
number of women. Men smokers 
preferred Camels, Chesterfields, 
Lucky Strikes and Philip Morris 
over Pall Malls. 


@ There were other examples of 
new products and brands register- 
ing spectacular gains during the 
year, but for most categories of 
foods, soaps, drugs, toiletries and 
appliances brand relationships 
were relatively unchanged. 

In the food field, instant coffee 
showed a decided gain and frozen 
orange juice was used by 10% 
more families. 

More than 40,000 families intend 
to buy a TV set, but the number | 
planning to buy an automobile had 
dropped from 40,417 to 26,956. 
Moreover, 18.6% were uncertain 
about the make of car. Last year, 
only 2% considered themselves 
uncertain. 


® The Star is one of 15 newspapers | 
conducting consumer analysis sur- 
veys. The results of the 15 sur- 
veys will be included in a consoli- | 
dated report designed to serve) 
manufacturers, sales organizations 
and advertisers in practically every | 
line of business. 

The Star’s report is a 156 page| 


MOVE OVER, ALCIBIADES, they may throw us into the pokey with you. Observe, if you please, 
just two items from Gibraltar’s Can-This-Be-True-file: 


book, and deals with brand prefer- item: Increase in week's sale of National Biscuit Company's FIG NEWTONS 
ences for coe oo | CAKES when set up in a Gibraltar floor-stand.. 500% ... while their 
drugs, toiletries, appliances an 

automobiles. It also studies vaca- RITZ CRACKERS rocketed 800% in the same period. 

i g reatio lans. "4 

ag Sesion gna ah Item: Sales increase within 3 weeks in Park & Tilford Reserve when set up 


The survey is based on a sample 
of 5,000 families. 


INDIANAPOLIS PAPERS 
PRINT BRAND STUDY 
INDIANAPOLIS, April 29—Sales of 
| frozen food products here have in- 
creased nearly 10% in some in- 
stances over the previous year, 
according to the seventh annual 
consumer analysis report released | 
by the Star and the News. 

Users of frozen orange juice, 
for example, increased from 53,677 
to 71,842, or 42.1% of the popula- 
tion as compared to 31.5% the pre- 
vious year. Although canned or- | 
ange juice users increased in the} 
same period, the percentage was 
less spectacular. Where 68,819 
Indianapolites used the canned 
juice in 1950, 74,912 used it in 
1951, or an increase of 3.5%. 


in a Gibraltar floor-stand .. . 800%. 


A DOLLAR BILL for four bits? On second thought, Alcibiades, you weren't disturbing the peace, 
you were short-changing the public! 


AT GIBRALTAR WE don’t really consider the above items unusual, for two reasons: 

...we firmly believe point-of-purchase is the most dynamic selling method yet devised. 

-..we think we have a more-than-moderately dynamic way with a point-of-purchase Merchan- 
dising Display. We expect our floor-stands and counter-merchandisers to- drive percentage 
figures right through the roof. 


EVERY GIBRALTAR MD* is craftily designed to Disturb The Peace in its selling area. 


*Merchandising Display 


1’ oa 


ws Users of frozen vegetables in- 
creased from 95,998 to 107,082 
while 28,191 people bought frozen 
poultry in 1951 as compared to 


oe Ton reveals that 15,687 Cc cid * i ¥ 
FREE <2"2:-<::; CATALOG | inrairar 


ond EQUIPMENT CORRUGATED PAPER COMPANY 


~ 


q Mr. S. P. Boochever, Director 
GIBRALTAR MERCHANDISING DISPLAYS 
Gibralter Corrugated Poper Company, Inc 
8101-25 Tonnelle Avenve, North Bergen, 


NJ 


Without obligation on my part 


Please send me my copy of the Gibraltar MD brochure 


Please have your representative telephone me 
for an appointment. 


\jusT OFF PRESS. 72 


pages 
crammed with THOUSANDS | NAME pancniateminaiiiats sai ieaciadiiainaeiaticencisiaiiae 
| Ziieesy tre, ets 
AMERA ress, Studio, | COMPANY 
Condid, Special ‘Purpose, | 8101 Tonnelle Ave., North Bergen, New Jersey 
, etc.), LENSES, PROJEC- sams 


TORS, Lighting Equip- Telephone LONGACRE 8-3405, N.Y. or UNION 3-4700, N.J. 
\ ment, Developing Equip- 
\ ment, ENLARGERS, etc. 
\ for the amateur and 


——_— < professional, in every 
a Ss \ 


day, scientific or in- 
dustrial work, 
Burke & James, Inc. 
FINE PHOTOGRAPHIC EQUIPMENT FOR OVER 54 YEARS 
321 S. Wabash Ave., Chicago 4, Ill. U.S.A. 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


Sales-Below-Cost Compromise Is Poor Substitute, 
American Fair Trade Council President Says 


To the Editor: Your lead edi- 
torial of March 10, “Why Not a 
Loss Leader Law?” requests com- 
ment regarding a compromise in 
the present congressional fair trade 
controversy. The compromise sug- 
gested is sales-below-cost legisla- 
tion. 

It is our opinion that sales-be- 
low-cost legislation, patterned aft- 
er either H.R. 6986 recently intro- 
duced by Congressman Celler, or 
the sales-below-cost statutes in ef- 
fect in approximately 30 states, is 
an inadequate and impracticable 
substitute for fair trade. 

First, a loss leader by its name 
must be a sale of a product or 
service resulting in a loss to the 


seller. Therefore, any adequate 
sales-below-cost legislation must 
prehibit sales below the cost of 


acquisition plus the cost of doing 
business. 

However, H.R. 6986 only pro- 
hibits a seller from reselling below 


increase reader 


FREE 


ship of your ad 
ith LIPE-lize EYE* 
ATCHER photos. U 
y biggest advertisers 
lothsng like them any- 


100 new subjects 
Mat or Glosay 


his “delivered cost.” In this bill 
the term “delivered cost” is de- 
fined as “invoice cost to a seller 
less the value of discounts received 
by a seller in money or the equiva- 
lent, plus the cost of transportation 
incident to delivery to the seller, 
and plus applicable excise and 
sales taxes to the seller.” 

In computing the price at which 
a product must be sold to cover 
cost of acquisition plus the cost of 
doing business the following costs 
must be taken into consideration: 
(1) cost of acquisition, less the 
value of discounts; (2) cost of 
transportation incident to delivery 
to the seller; (3) applicable excise 
and sales taxes to the seller; (4) 
costs of labor (including salaries 


of executives and officers); (5) 
rent; (6) interest on borrowed 
capital; (7) depreciation; (8) 


maintenance of equipment; (9) de- 
livery costs; (10) credit losses; 
(11) all types of licenses; (12) in- 
surance; (13) advertising. 

The Federal Trade Commission 
itself recognizes that selling below 
cost includes much more than cost 
of acquisition. For instance, Rule 7 
of the Trade Practice Conference 
Rules for the slide-fastener indus- 


try, promulgated by the commis- | 


sion on July 18, 1950, prohibits 
selling below cost and provides that 
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the term “cost” means the “total 
cost to the seller, including his cost 
of acquisition, processing, prep- 
aration for marketing, sale, and 
delivery.” 

Under sales-below-cost statutes, 
the retail merchant may be con- 
stantly in doubt as to the point at 
which his pricing violates the law. 
The average smaller retailer has 
no assurance of his ability to price 
his merchandise so as to avoid all 
technical exposure to violation of 
the law—regardless of all of the 
survey, reporting, and accounting 
services he may have been per- 
suaded to purchase in an effort to 
protect himself. 

Second, proof that a sale has 
been made below cost poses almost | 
insurmountable problems. The 
court (and the manufacturer and | 
competing merchants) must sit 
idly by while accountants examine | 
the defendant’s books. In practice, | 
the court will find that many store- | 
keepers keep no records; very few 
storekeepers have cost accountants; 
| there will be no uniformity of 
record keeping. 

Third, proof that advertising, of- 
fering to sell, or selling at less 
than cost “with the intent or ef- 
fect of inducing the purchase of 
other merchandise or of unfairly) 
diverting trade from a competitor | 
| or otherwise injuring a competitor, 
impair and prevent unfair compe- 
| tition, injure public welfare” (this 
| provision is substantially identical | 
in all sales-below-cost statutes) | 
likewise poses almost insurmount- 
able problems. For example, the 
Federal Trade Commission in its 
rules for the slide-fastener indus- 
try, referred to above, requires | 
that the sale must be “with the! 
purpose or intent, and where the 
effect may be, to injure, suppress, 
or stifle competition, or tend to! 
create a monopoly...” 

Mere reference to the present 
Standard Oil-Detroit case should 
be sufficient comment on the prob- 
lems involved in satisfying this 
requirement. 

Fourth, the administration and 
enforcement of sales-below-cost 
legislation is usually delegated to 
the office of the Attorney General, | 
or an agency of the governmental 
body, such as the Federal Trade 
Commission. 

Fifth, sales-below-cost legisla- 
tion is usually mandatory in char- 
acter, attempting by formula to put 
a floor arbitrarily under all prices, 
and tending to create rigidities in 
the market place. 

Sixth, proof that sales below 
cost are actually that and proof 
that such sales have been made 
with intent to destroy competition 
require lengthy and costly trials— 
with relief perhaps being given 
months after irreparable damage 
has been done. | 

Please contrast sales-below-cost 
legislation with fair trade. 

First, the fair trade minimum is} 
only a price based on cost of ac-| 
quisition, plus the cost of doing 
business, plus a fair and reasonable 
profit to the retailer handling the 
product. 

Second, it is the manufacturer’s 
responsibility under fair trade to 
keep the retailer informed at all 
times, and exactly, as to the mini- 
mum prices at which the retailer 
may sell the product. | 

Third, enforcement of fair trade 
contracts is by comparison simpli- 
city itself. In general, proof of vio- 
lation of the fair trade contract and 
statutes imposes little technical 
difficulty because of the clear pro- 
visions in the Fair Trade statutes. 

Fourth, the administration of a 
| fair trade program is the responsi- 
‘bility of the individual manufac- 
turer. The burden and expense of) 
‘administration and enforcement) 


falls upon the individual manu- 
facturer. 

Fifth, fair trade is completely 
voluntary. It provides complete 
flexibility in the market. A manu- 
facturer of a trademark or brand- 
name product acting alone makes 
the decision whether or not to 
fair-trade his products. Macy’s ad- 
mits that less than 10% of its dol- 
lar sales before the Schwegmann 
decision came from fair-traded 
products. 

Fair trade requires the existence 
of competition between the fair- 
traded product and other products 
sold for like purposes. This guar-| 
antees the consumer a reasonable | 
price. 

Fair trade provides complete! 
flexibility in the market place un- 
der competitive conditions. The 
manufacturer, who has the only! 
permanent investment supporting 
the product, suffers the most if 
the price is not competitive, fair, 
and reasonable. 

Sixth, fair trade provides| 
speedy relief in cases of unfair 
competition. Relief is given im- 
mediately in cases where irrepara- 
ble damage may be done to trade- 
mark owners or competing re- 
sellers. 

We do appreciate very much 
your constructive viewpoint. I am 
enclosing copy of my testimony 
(and supplemental observations) 
given before the House judiciary , 
committee on Feb. 22. 

JoHN W. ANDERSON, 

President, American Fair 

Trade Council, Gary, Ind. 


Western Business Paper 
Award Donors Unrecognized | 

To the Editor: Once again it is 
my pleasant task to thank you for 
the fine public relations support 
you gave to the activities of the 
Western Society of Business Pub- 
lications in publicizing our recent 
awards of merit contest in your 
April 14 issue... 

A point has arisen, however... 
In the story we released, we men- 
tioned eight publishing supply 
firms who donated trophies and 
plaques to the winners, while your 


story mentioned only one. We think 


they all deserve recognition. 

Those who donated plaques or 
trophies were Pacific Press; Ox- 
ford Press; Publishers Consultants; 
Pacific Printing Ink Co.; General 
Engraving Co.; Zellerbach Paper 
Co.; Parker & Co. and AA Photo- 
Engravers. 

Frep T. RUSSELL, 
Western Society of Business 
Publications, Los Angeles, Cal. 


Admen Join Rumrill Debate 
on Advertising Definition 
To the Editor: This refers to the! 
invitation on Page 78 of your 
April 14 issue, to submit a defi- 
nition of advertising. 
To me the simplest and most 
satisfying definition is as follows: 
“Advertising is the projection of 
the sales ability of a person, or 
group of persons, into a medium 
for the purpose of multiplying its 
effectiveness.” 
ARTHUR Coss JR., 
Bronxville, N.Y. 


To the Editor: Here’s a definition 
of advertising, sir: 

Your April 14 issue says the dis- 
cussion isn’t ended. It’s only one 
sentence, too, and I hope the class 
of “52” can use it. Will you please 
pass it to the Rumrill Co. for their 
consideration? 

“Advertising is, basically, the 
transmission of thought, either 
graphically, phonetically, or both, 
designed to increase the economic 
security, personal serenity, or both, 


'of the advertiser, his market, or 


both.” 
You'll probably find a lot of 
people who'll not like it, but it’s 


Advertising Age, May 5, 1952 


what we do, and why we do it. 
There’s no authority for this defi- 
nition, unless you'll agree that a 
college degree, earned at night (at 
a school without ivy on the tower), 
and six years of hard work in the 
business would be reason enough 
to give the suggestion a little con- 
sideration. 
M. H. Gopsey, 

Manager, Advertising Depart- 

ment, J. M. Tull Metal & Sup- 

ply Co., Atlanta. 


e ° e 
Reprints AA Editorial as 


Mailing to Retailers 
To the Editor: The enclosed re- 


| prints [of AA’s March 31 editorial, 


“Realistic Store Hours Can Help”) 
will be distributed, by us, to our 
more than 1,000 retail stores in our 
trading area. We thought you fel- 
lows “hit the nail on the head.” 
As you can see we have re- 
frained from drawing our own con- 


THE HERALD-NEws 


Pana. ¥ - 


clusions. But we do feel that our 
retailers should know that a prob- 
lem is before them and that a na- 
tional publication such as yours 
has seen fit to run an editorial. 
This will point out to our people 
that it isn’t only our area where 
the decision must be made. 

I might add that very often one 
of your editorial cartoons finds 
its way to a spot on our staff bulle- 
tin board because we think they, 
too, “hit the nail on the head.” 

LEON KONDELL, 

Retail Advertising Manager, 

The Herald-News, Passaic, 

N. J. 


Tired Adman Thinks Art 
Should Vary Cold Facts 

To the Editor: What’s the mat- 
ter with getting a little spice in the 
pages of AA? 

After all, 90 pages of cold ad- 
vertising facts can become a trifle 
boring unless properly ornamented 
with a little beauty contest mate- 
rial now and then. 

Not that AA isn’t a welcome visi- 
tor every week, but there is such 
a thing as making it a bit more 
welcome to tired advertising men. 

I do not mean to suggest that it 
be turned into an art magazine, but 
we do have art departments. 

M. T. Rose, 

M. T. Rose Agency, Highland 

Park, Mich. 

We like “art” too. Readers can 
help by supplying us with suitable 
material. 


Arrow Liqueurs Gets in Line 

To the Editor: Your March 24 
story on cordials advertising over- 
looks, entirely, our client Arrow 
Liqueurs Corp. of Detroit. 

In 1951 Arrow spent $87,880 in 
Life magazine advertising alone, 
and I think they should be included 
among the top three in this liquor 
classification. 

LAWRENCE J. MICHELSON, 
Simons-Michelson Co., Detroit. 
AA is glad to report the Arrow 

expenditure. The story referred to 
was a report of a Newsweek an- 


alysis of liquor advertising in 1951. 
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Purolator Moves into 
Electronics Arena; 
Making Transistors 


New York, April 29—Purolator 
Products Inc., Rahway, N. J., man- 
ufacturer of automotive oil filters 
and other filteration equipment, 
has formed a new subsidiary, to 
be known as Transistor Products 
Inc. The new subsidiary will man- 
ufacture pea-size transistors, sub- 
stitutes for vacuum tubes, which 
may revolutionize the electronics | 
industry. 

Transistor has purchased a li-| 
cense from Western Electric Co. 
to manufacture the new gadgets, 
first developed by Bell Labora- 
tories for communications pur- 
poses. 

The new transistor, reportedly, 
is not only smaller but more effi- 
cient than vacuum tubes, and also 
requires very little power. It is 
said to open up many new possi- 
bilities for electronic developments 
in many industries. Some engineers 
anticipate it will take over about 
80% of the functions now per- 
formed by vacuum tubes as soon 
as quantity production brings 
down manufacturing costs. 


® Ralph R. Layte, president of Pur- 
olator Products, in announcing his 
company’s entry into the electronics 
field, said that preparation for pro- 
duction of the transistor will take 
four to six months. In the mean- 
time, Transistor Products will car- 
ry on research with a technical 
staff headed by Dr. Roland B. 
Holt, former director of the nuclear 
laboratory at Harvard University, 
and now head of Scientific Spe- 
cialties, a research organization 
in Boston. Operations of the new 
company probably will remain in 
Boston. 


Prescription Sales 
By Drug Stores Hit 
Record Peaks in ‘51 


New York, April 29—A new 
high was reached in 1951 in num- 
ber of prescriptions filled in drug 
stores. Their income from these 
prescriptions, according to the 13th 
annual prescription survey made 
by Drug Topics, also broke past 
records. 

Drug store prescription income 
for 51 was up 15% over the previ- 
ous year, reaching an _ alltime 
high of $746,000,000, the drug pa- 
per reveals in its current issue. 

Chain stores, in proportion to 
their numbers, are filling more 
prescriptions than independents, 
the survey shows. But independent 
drug stores handle 91% of total 
drug store prescriptions filled. 

Percentage of prescription in- 
come to total sales in ‘51 was 
22.2% for independents and 7.9% 
for chains. 


‘NBG’ Changes Format 

National Bottlers’ Gazette, 70- 
year old business paper in the soft 
drink industry, changed its for- 
mat with its April issue from 
834x11%” to 11%x11%”"”. A special 
report and pictorial review on ma- 
terials handling methods and ma- 
chinery in the soft drink industry 
highlights the current issue. 


EXPERIENCED CREW—When Lee Ringer (far left), Lee Ringer & Associates, Los 
Angeles, and new president of the Southern California chapter of the Americon As- 
sociation of Advertising Agencies, appeared recently on KNBH’s “Paul Pierce Show,”’ 
he found the following stage crew: Don Norman (center), general manager of the 


‘ station; Herb Brown (right rear), McCarty Co., and Russell Nagle (right), Erwin 


Wasey & Co. With Mr. Ringer in the picture is Poul Pierce. 


| Glickman Named Sales Head 
Louis Glickman, formerly a sales 
representative for Wembly Inc., 
New Orleans maker of Wembly 
and Nor-East ties, has been ap- 
pointed sales manager for Best 
Corp., New Orleans tie manufac- 
turer. In addition to supervising 
sales, he will be responsible for 
styling of the neckwear lines. 


Joins Cunningham & Walsh 

Paul Hartley, recently color 
counsel to Hat Corp. of America 
and Pepsi-Cola, has joined Cun- 
ningham & Walsh, New York, as 
head of its color merchandising di- 
vision. 


BMI Clinic Set in Boston 
Under the joint sponsorship of 
the Radio Executives Club of New 
England and the Massachusetts 
Broadcasters Committee, the sec- 
ond annual BMI Clinic will be held 
at the Hotel Touraine, Boston, May 
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net pain circuation 56,968 — may, 195: 
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McAloney Named PR Director 

Holt McAloney, formerly ac- | 
count executive and v.p. of Frank- | 
lin Spier Inc., New York agency, 
has been appointed director of | 
public relations of Ford Instrument 
Co., a division of Sperry Corp., 
Long Island City, effective about | 
the third week in May. 


Esty Appoints Two 

Clarence Thoman, formerly of | 
NBC-TV, and Cyrus Mann, free 
lance writer and director, have 
joined the television department 
of William Esty Co., New York, | 
as production manager and a mem- 
ber of the production staff, respec- | 
tively. 


a city larger than 


Cleveland and Cincinnati combined 


will move to Colora 


do 


Nah 9 ENO ay 


How would you like to tap arich summer market that offers 3,010,000 EXTRA 
PEOPLE...a market that can be reached at regular rates and with the economy of 


single medium coverage? 


This summer the Colorado market will be increased by 3,010,000 out-of-state 
vacationists. And, while these 3,010,000 vacationists are enjoying the nation’s roof 
garden, they’ll buy more than $220,000,000 worth of goods and services. ..that’s $220,- 
000,000 over and above the regular market. 

Through the Denver Post's Empire Magazine you can reach this enriched mar- 
ket with the economy of single medium cooverage: 93‘: coverage of Denver, 66‘ of 


Colorado. 


If you'd like your share of this extra summer business, increase your summer 


schedule now in The Denver Post. 


CIRCULATION 
ae 
Sundoy. . . . . . . . 357,324 
Empire Magazine and Comics 388,673 

A.B.C. Publisher's Statement 
September 30, 1951 


227,859 


THE DENVER POST 
Phe Voice of the Rocky Mountain Empire — 


PALMER MOTT, EDITOR AND 


Represented Notionolly by Moloney, Regon & Schmitt, Inc 
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Twin Cities Bakers 


Join to Co-Sponsor 
Local TV Program 


April 29—Twin 
Cities retail bakers have joined 
together to sponsor a group TV 
show aimed at the younger set 

The show is a_ three-a-week 
western movie, which ts run in two 
instalments. Called “X Bar 4 
Ranch,” it is aired in the after- 
noon over WTCN-TV 

Twin City Retail TV Bakers, the 
sponsor, is a group of 75 local 
bakers, who pay only $5 per week 
toward the cost of the show. Com- 
mercials the “feature of 
the week” product available at all 
the bakeries, ten bakers are 
mentioned on each program 


MINNEAPOLIS, 


mention 


and 


baker thus 
every 
show for his 
supplies of 
"membership cards 


®@ Fach 
gets nr 
three weeks on 
$5. and receives 
Bronco Buster 
and entry blanks for a group-spon- 
sored contest 

Phil Bradley Advertising is han- 
dling the campaign 


participating 


entioned about once 
the 


also 


Willard Leaves Reilly, Brown: 
Agency Gets Regional Account 
M.S. Willard, executive v.p. of 
Reilly, Brown & Willard, Boston, 
s retired. His accounts will con- 
ue to be handled by the agency 
Willard will announce his 

ns later 

Meanwhile, the agency has been 
pointed to handle advertising for 
Monadnock Region Assn., Pe- 
t@®boro, N. H. Magazines, news- 
ers and direct mail will be used. 


Pi 
o, B. F. Moore & Co., Newport, 
Vi. maker of Slalom ski and 
rtswear, has reappointed the 


D. Maloney, general commer- 
] manager of Pacific Telephone 
‘elegraph Co., has been elected 
ident of the San Francisco 
es Executives Assn. Other offi- 
s elected are: J. Howard Pat- 
president of Patrick & Moise 
nkner Co., Ist v.p.; Clifton W 
obs, division sales manager of 
erty Mutual Insurance Co., 2nd 

Carl Stephens, assistant v.p 
American Trust Co., 3rd_ v.p.: 
rry G. Swift, president of Harry 
Swift & Co., secretary, and A. H 
tler, treasurer 


. 


Dpnshee Joins Albert Frank 


Dunshee, formerly 
director and 
Home Insur- 
has joined 
Law, New 
been named a mem- 
board. He 


Cenneth H 
public relations 
sistant secretary of 
ance Co New York 
Albert Frank-Guenther 
York, and has 
ber of the agency's plan 
will act as consultant on Home 
Insurance's advertising program 
ind will continue to edit the insur- 
company official publica- 
‘News from Home.’ 


as- 


ance 


tion 


Names Parkinson Associates 

Otto Construction Corp., New 
York maker of coke ovens and by- 
product plants, has appointed C. V 
Parkinson Associates, New York, 
to direct its advertising 


Billions of dollars. worth of merchandise 
is sold each year through “cold turkey” 
calls on homes, stores, shops and offices 
That's the magic of Direct Selling—a 
form of moving goods from producer to 
consumer “without benefit of middleman.” 

Our CLIENT SERVICE DEPARTMENT 
has helped a tot of newcomers in Direct 
Selling get off to a flying start. And it 
has helped a good many “Old Timers” 
discover new ways to boost sales and 
profits. Write for ALL the facts about this 
unusual service—and a copy of “The 
Quickest Way to National Sales”—a Book 
that reveals some startling facts about 
the multi-billion dollar Direct Selling 
Business 


SPECIALTY SALESMAN MAGAZINE 


Room 812-A, 307 N Michigan Ave , Chicago 1, Ti! 


Maley Promoted to Manager 


H. L. Maley has been named 
branch manager of the New York 
sales offices of Remington Rand 


Inc. He has been with the organ- 
ization for more than 30 years, 
1aving joined the company as a 
salesman in 1921. He was formerly 
nanager of the management con- 
trols division. The company’s two 
major sales divisions, management 
controls and business machines, 
have been merged into one, with 
Mr. Maley in charge of all sales 
in the New York area. 


Garrett Advertising Forms 
Garrett Advertising has been 
formed in Ft. Worth at 909 Uni- 
versity Dr. David Garrett, who be- 
gan his advertising career 16 years 
ago with WBAP, Ft. Worth, is 
president of the new agency. 


Renner Promotes Behm 

Renner Advertisers, Philadel- 
phia, has just promoted Edward 
J. Behm to art director for the ac- 
count of Aircraft-Marine Products 
Inc., Harrisburg, Pa. 


Kirk Joins Ferguson Agency 

Dick Kirk has been appointed 
copywriter and account service 
man for J. Neal Ferguson & Asso- 
ciates, Dallas. For the last two 
years he has worked on newspa- 
pers in Texas and Colorado. 


Introduces Thrifto Whip 
Thrifto Whip, a non-fat milk- 
like product made of all vegetable 
creams, manufactured by Thrifto 
Products Co., Petaluma, Cal., is 
being introduced in the Bay Area 
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market. It will be given intensive 
point of sale merchandising sup- 
port with mass display, couponing 
and demonstrations. Newspaper 
insertions will back the program. 
Ley & Livingston, San Francisco, 
is the agency. 


Stebbins Joins NBC-TV Sales 

Russell Stebbins, formerly as- 
sociated with Columbia Broadcast- 
ing System’s Chicago radio sales, 
has joined the National Broadcast- 
ing Co. national TV spot sales 
staff in Chicago. 
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Ayer & Son Transfers Two 


Gerard M. Bruder and Thomas 
G. Watson Jr. have been trans- 
ferred from the Philadelphia office 
of N. W. Ayer & Son to the New 
York office, where they will serve 
as account executives. 


Anthony Heads Media Dept. 


George C. Anthony, formerly in 
the display advertising department 
of the Los Angeles Examiner, has 
been appointed media director for 
West-Marquis, Los Angeles. 


Masters Heads Publicity 


George Masters has been pro- 
moted to publicity director of 
Northwest Airlines Inc., St. Paul. 
He succeeds J. A. Ferris, who has 
resigned. Mr. Masters was Mr. 
Ferris’ assistant. 


Appoints Shaw & Schreiber 


The Oil Heat Assn. of Metropoli- 
tan Philadelphia has appointed 
Shaw & Schreiber, Philadelphia, to 
handle its advertising and general 
promotion campaigns. 


FTC Rules Against Guide's Sales Methods 


Wasnincton, April 29—A Fed- 
eral Trade Commission hearing ex- 
aminer ruled last week that decep- 
tive methods were used to solicit 
ads for the “Greater New York 
City Business Classified Directory.” 

Hearing Examiner J. Earl Cox 
said publishers of the directory 
clipped ads from other directories 
and pasted them to their own pro- 
posals and order forms. 

“Many prospects to whom the 


cally clipped or removed from 
other publications. He contended 
the firm’s practices are “potentially 
deceptive” regardless of cautious 
disclaimers and explanations print- 
ed on the proposals and in accom- 
panying circulars. 

Officers of the firm are Stanley 
Oleck and Harvey Oleck. 


respondents’ order forms are sent,” 
the hearing examiner said, “were 
deceived into the mistaken belief 
that they were simply being asked 
to renew their advertisements in 
the publication from which the at- 
tached advertisements or listings 
were taken.” 

Belmont Appoints Steinberger 
® He proposed to order that the Herbert L. Steinberger, formerly 
firm be stopped from using ads director of marketing analvsis and 
or listings which have been physi- research for Mengel Co., Louis- 
ville maker of furniture and other 


*3,794,000 average 1951 single-copy sales per issue 


more women 


.- . the world’s largest single-copy circulation. On sale at all A&P stores. 


and buy 
Woman’s Day 


wood and paper products, has been 
appointed to the same position for 
Belmont Radio Corp., Chicago 
manufacturer of Raytheon televi- 
| sion receivers. 


| Renz Rejoins Fairchild 


Fred Renz has joined the adver- 
tising sales staff of Women’s Wear 
Daily. For four years prior to be- 
ing recalled to army duty in Sep- 
tember, 1950, as a Ist lieutenant, 
he was a member of the advertis- 
jing sales staff of Footwear News 
janother Fairchild publication. 
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Win a mass product, you buy mass markets. 
Mid-America is one—a mass market, dominated by 
farmers. You can't sell Mid-America without farm 
families, nor the magazine that concentrates on 
them alone! 


armer 


Bernays Writes 
a History of 
Public Relations 


NorMan, Oxta., April 29—Ed- 
ward L. Bernays, in his new book, 
“Public Relations,” defines that 
sphere of communications as “the 
new profession of adjustment.” 

Published here by the Univer- 
sity of Oklahoma Press ($5), Mr. 
Bernays’ book describes public re- 
lations as the field of adjusting 
private and public interest. It 
States: “The highest level of ad- 
justment is reached at the point 
of enlightened self-interest. The 
public relations counsel must en- 
sure that such enlightenment pre- 
vails.” 


@ Mr. Bernays ascribes three 
meanings to the term “public re- 
lations”: (1) information given to 
the public, (2) persuasion directed 
at the public to modify attitudes | 
and actions, and (3) efforts to in- | 
tegrate attitudes and actions of an} 
institution with its public and of| 
publics with that institution. 

The book is divided into two 
sections, the first of which deals 
with the origin and development of | 
public relations and the second to| 


}its function in actual practice. | 
| Part II opens with a discussion of | 


the factors entering into the mold-| 
ing of public opinion. It then pre- | 
sents a number of case histories | 
taken from Mr. Bernays’ experi- 
ence as a public relations counselor 


}to industry and as a professor of | 


public relations at New York Uni-| 
versity and the University of Ha-| 
waii. 


| OSBORN BOOK URGES 


“WAKE UP YOUR MIND’ 
New York, April 29—Another 


|new book dedicated to the premise 


that life can be beautiful has been 
published by Scribner's. 
It is “Wake Up Your Mind,” by 


| Alex Osborn, co-founder of Batten, 


Barton, Durstine & Osborn, now 
vice-chairman of the agency. He 
is also author of “Your Creative 
Power.” 

Subtitled “101 ways to develop 
creativeness,” Mr. Osborn’s new 
book attempts to prove that “the 
more creative we try to be, the 
more creative we become; and the 
more creative we are, the more 
we can get out of life.” 


8 “Wake Up Your Mind” describes | 
imagination as a synonym for cre-| 
ativity. Its author feels that nearly 
everyone is born with creative po- 
tential but that through lack of ex- 
ercise this power becomes im- 
potent with disuse. 

Mr. Osborn’s book goes into var- 
ious activities which can be used 
to exercise it. These include watch- 
ing the activities of children, read- 
ing, sports, travel, hobbies, writing, 
and others. Later chapters deal 
with creativity in marriage, home 
chores, child training, job-hunting 
the job itself, health and character 
development. 

“Wake Up Your Mind,” which 
suggests more than 101 ways to 
spark creative power, sells for $3 


Lang Joins Ben Sackheim 


Lillian Lang, formerly advertis- 
ing and sales promotion director of 
Gloves by Superb Co., Johnson, 
N. Y., and its division Crescendo 
Gloves Inc., New York, has been 
appointed v.p. in charge of the 
women’s products division of Ben 
Sackheim Inc., New York. 


Irving Underhill Joins L&M 


Irving S. Underhill, fomerly with 
Young & Rubicam, New York, has 
joined Lennen & Mitchell, New 
York, as assistant director of re- 
search. At Y&R, Mr. Underhill was 
research account supervisor for six 
years. 
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When your product costs important money, you 
want the people who have money. Farm families 
are near the top. And tops among them are the read- 
ers of Capper’s Farmer. They are the most prosper- 
ous farm families in Mid-America, itself the richest 
farm market on earth! 
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KICK-OFF—Pro football will provide the theme for forthcoming advertising by the 


Prest-O-lite Battery Co. as a result of an agreement made by Bert Bell (center), 
issi of the N | Football League; A. A. Feldman (left), sales manager 

for Prest-O-Lite, and Gordon Miller, v.p. of Ruthrauff & Ryan, Detroit. The company 

will use two-color ads in magazines featuring a group of grid stars. It will also 
advertise in all league programs and back the campaign with direct mail. 


Rinehart Publishes 
Shell Book on Oil 


New York, April 29—Last 
spring, H. S. M. Burns, president of 
Shell Oil Co., hired Thomas Holly- 
man, consulting photography editor 
of Holiday, to take pictures of Shell 
men and women at work. 

Mr. Hollyman was to shoot as 
many pictures as possible in a 
four-month swing across the coun- 
try. He hopped a helicopter and 
took pictures of geologists in Cali- 
fornia, drilling crews in Texas, 
service station men in Connecticut 
—4,000 shots in all. 

The result is “The Oilmen,” a 
picture book to be published May 1 
by Rinehart & Co. ($1.50). The 
book will carry 174 of Mr. Holly- 
man’s pictures and portray the oil 
business to the public. 

Shell is buying more than 70,000 
copies of the book and will send 
32,000 of these to its employes, an-| 
other 13,000 to dealers, and 20,000) 
to its public relations list. More 
than 1,000,000 direct mail pieces 
are going out from the company to 
inform credit card holders, lessors, 
fuel oi] dealers and others about 
“The Oilmen.” 

Rinehart will advertise the book 
in the usual media and Shell will 
take space in business publications. 


KOGAN. WENDT WRITE 
BOOK ON FIELD STORE 

Cuicaco, April 29—On Dec. 7, 
1941, a Chicago dowager remarked, 
“Nothing is left any more, except, 
thank God, Marshall Field's.” 

Another lady marched into the 
store in 1946 to return a pair of 
shoes. She received a full refund 
($2.97) for the button type foot- 
wear, which she had purckased in 
1908 but had never worn. 

These and other anecdotes are 
included in “Give the Lady What 
She Wants,” the joint project of 
Chicago Tribune writer Lloyd 
Wendt and Herman Kogan of Chi- 
cago’s Sun-Times. The stories are 
also characteristic of the policy 
that has built Marshall Field & Co. 
from a small dry-goods store to a 
vast merchandising operation and 


jone of Chicago’s biggest sight- 


seeing attractions in 100 vears of 
operation. 


@ Messrs. Kogan and Wendt tell 
Field’s story with special empha- 
sis on the emancipation of women 


and the unique merchandising | 


methods which Field’s used to 
draw them into the store. 

The book’s title is drawn from an 
incident which took place early in 
the store’s history and set some- 
thing of a pattern for store policy 
thereafter. Field came across an 
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assistant retail manager in the 
midst of an argument with a wo- 
man customer and asked him what 
he was doing. The manager replied 
“I am settling a complaint.” “No 
you're not,” Field said, “Give the 
lady what she wants.” 

The book will be published May 
5 by Rand, McNally & Co. Its 
price is $4.50. 


INSURANCE AD BOOK 
WRITTEN BY MASON 

New York, May 1—An “Agents’ 
Advertising Primer,” published to- 
day, is a 96-page book which out- 
lines for local insurance agents the 
fundamentals of setting up an ad- 
vertising and public relations pro- 
gram. 

Its author, Jarvis W. Mason, 
started his career in the insurance 
business and learned to his own 
satisfaction the value of advertis- 
ing through a trial and error ap- 
| proach. He is now v.p. in charge of 
|market research and media for 
Wilson, Haight & Welch, Hartford, 
and account executive for Secu- 
rity-Connecticut Insurance Cos. 
and the Connecticut Mutual Life 
Insurance Co. 


,@ Mr. Mason’s book covers various 
|ways of using major media, in- 
|cluding TV, and emphasizes the 
need for working out a budget 
| worksheet from which to plan the 
| campaign and evaluate results. Al- 
'so covered are sales letters, the 
selection of prospects, and public 
relations within the community, 
particularly important for the local 
agent. 

The book is published by the 
Rough Notes Co., Indianapolis, at 
| $1.50. 


| ‘Broadway Theater’ 


‘Gets 32.3 Rating 


| New York, April 29—WOR-TV’s 
|“Broadway TV Theater,” which 
| started April 14, received a 32.3 
rating in a special Pulse survey. 
The show presents a live broadway 
play, Monday-through-Friday con- 
secutively, from 7:30 to 9 p.m. 
(except Wednesdays, when it plays 
from 8 to 9:30 p.m.). 

This figure represents an audi- 
ence of 918,000 families that 
watched the first offering, “The 
Trial of Mary Dugan,” any time 
during the five nights it played. 
This is reported to be a higher rat- 
ing than was received by any 
other New York TV dramatic show 
| during the week of the survey. 
| The show is sponsored by Gen- 
}eral Tire & Rubber Co. (D'Arcy 
| Advertising) and Cavalier cigarets 
(William Esty Co.) on alternate 


GIVES YOU THIS COVERAGE AND 
MERCHANDISING SUPPORT 
IN NORTHERN CALIFORNIA 


ONLY Seunce # : 


weeks. 


P | Jr. Detroit Adclub Elects 
The Junior Advertising Club of 


KITCHEN K 


342 Grant Ave. * San F 
or P.O. Box 4 


A Syndicated Newspaper Column and Merchandising 
Service (Copyrighted) 


031, San Francisco 


Over 900,000 ABC 2 
Newspaper Circulation 
(67% coverage) Twice 
Monthly. 


Plus 


v 
t 
Merchandising Support &f 
by over 2000 Retail 
Food Stores 4 
WINDOW POSTERS | 
RETAIL AD TIE iNS 
DISPLAYS r] 
4 


rancisco * YU 22-4866 


Ss : Detroit has elected Jack Trustman, 


| 


| account executive of Henry Koltys 
Co., president. Other officers 
elected are: Frank Ambrose, sales 
representative of Seaman Patrick 
Paper Cc., v.p.; Miss Joyce Mathe- 
son, artist, Friederich Studios Inc., 
executive secretary, and Charles 
Slyker, power accountant, Ford 
Motor Co., treasurer. For the sec- 
ond year, the group is conducting 
a “mythical product” project in 
which members take a_ product 
through all its stages: Processing 
of raw materials, manufacturing, 
and merchandising and advertis- 
ing. This year the product is salt. 


Kuby to Advertising Corp. 

Bernard F. Kuby, formerly in the 
ad department of Norge division, 
Borg-Warner Corp., Chicago, has 
been appointed merchandising di- 
rector of Advertising Corp., Chi- 
cago agency. Prior to joining 
Norge, Mr. Kuby was associated 
with Cappel, MacDonald & Co., 
Dayton sales incentive campaigns 
organization. 


Elgar Office Moves 

Peter Elgar, producer of docu- 
mentaries and films for TV, has 
moved to new and larger offices 
at 18 E. 53rd St., New York. 


LIKE S52 


“INTERNATIONAL 


HARVESTER 


Win a product for farmers, you want on-the- 
farm circulation. Not would-be farmers, or half-acre 
farmers, but those with fields to work . . . stock to 
raise... buildings to maintain. Capper’s Farmer 
circulates 90% right on the farm! 
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Ramsdell Agency's 


Audience Survey 
Service Expands 


PHILADELPHIA, April 30—Audi- 
ence Analysts, which specializes in 
obtaining by mail questionnaire a 
complete audience picture for radio 
and television, is expanding the 
depth of its research facilities 

A branch of the Lee Ramsdell 
& Co. advertising agency, Audience 
Analysts is because ot 
a growing demand by broadcasters 
for more data. Tne re- 
search is not a rating service 
Rather, it is said to supplement 
data optained by 

Gerald F. Selinger, director of 
Audience Analysts, told ADVERTIS- 
ING AGE that the service grew out 
of jobs the Ramsdell company per- 
who 


expanding 


audience 


rating services 


formed for advertisers 


had | 


Buys Shotwell Mtg. Co. 

Chase Candy Co., St. Louis, is 
negotiating with Shotwell Mfg. Co., 
Chicago candy maker, to purchase 
its inventory and certain of its as- 
sets. Details of the transaction— 
being made through F. S. Yantis & 
Co., Chicago securities broker— 
were not revealed. Harold Sullivan, 
Byron Cain and Frank Huebner, 
principals in the Shotwell organi- 
zation, were indicted March 14 for 
evading $286,608 in corporate in- 
come taxes during 1945 and 1946. 
Glee R. Stocker & Associates, St. 
Louis, is the Chase agency and 
Reincke, Meyer & Finn the Shot- 
well agency. 


Pfeiffer's Switches to BBDO 
Pfeiffer’s Food Products Co., 
Buffalo salad dressing maker, has 
switched its advertising from H. J. 
Weil Inc., Buffalo, to Batten, Bar- 
ton, Durstine & Osborn, Buffalo. 


bought time on radio and televi-| “Liquor Store’ Names Mork 


sion 


@ “As buyers of publication space 
and radio time,” he said, “the agen- 
cy has made a special study of the 
shortcomings of present audience 
measurement methods.” 

To make up for that lack, he de- 
signed a long questionnaire which 
requires about 10 to 15 minutes to 
fill out. Mr. Selinger said he has 


found that this requires more con- | 
centration and results in less dis- 
ortion in the replies. Apparently 

1is also leads to an unusually high 

ate of responses to mail surveys. | 
Returns have been as high as 58% 
cases, even though 
uestions are personal and even 
sk the respondent where he banks | 
much insurance he car-| 


1 many 


nd how 
ies 

» Typical of the high rate of re- 
inn Was a recent survey conducted 
9 Station WFLN here. Some 
.000 questionnaires were mailed 
» a 12-county area. The response 
as 46.6%, providing the FM sta- 
on with a complete picture of its 
udience 

Audience Analysts also recently 
ade a study for Pulpit Digest, 
reat Neck, N. Y., of Protestant 
inisters. A total of 1,700 forms} 
vere mailed out nationally asking 
3 questions. Response was 34% 

yith 95° of the questionnaires 
lied out completely. All tabula- 
ion of replies is done manually. 


romotes Edward Bornheimer 

Edward F. Bornheimer, for the 
last six years supervisor of budgets 
and statistics for the advertising 
and industrial press department of 
the genera! machinery division of 
Allis-Chalmers Mfg. Co., Milwau- 
kee, has been promoted to media 
supervisor for the department 


ABC Adds Five Stations 


Five additional radio stations 
have aftiliated with American 
Broadcasting Co. New York, 
bringing that network's total of 
AM affiliates to 323. The stations 
WGGG, Gainesville, Fla.; WTSL, 


Hanover, N. H.; WTSV, Claremont, 
N. H.; WTSA, Brattleboro, Vt., and 
WHOB, Gardner, Mass 


POINT-OF-SALE 


SIGNS 


AND Disp, 
PLAYS 


*Mluminated and 
non -illuminated 


DISPLAY -CO. 


10-124 West Pearl St. 
CINCINNATI 2, OHIO: 


the | 


Fice Mork, formerly head of his 
own public relations company, has 
been named associate editor of 
Liquor Store & Dispenser. 


WHO SEZ!—In this case the umpire is Hayden Hayden (right), noted poster artist, 

shown with Mark Seelen, v.p. and general art director of Outdoor Advertising Inc., 

at a special exhibition of Mr. Hayden's posters now at OAI headquarters. The 
exhibit is open to the public. 
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Edward Baum Co. Offers 
Charms for Ad Message 


Edward Baum Co., 34 Central 
Sq., Lynn, Mass., exclusive distrib- 
utor for Charms Kan-D-Pak, made 
by Charms Co., Bloomfield, N. J., 
is offering the space on the candy’s 
wrapper for advertising. 

Rates begin at $126 for three 
cases (1,440 packages) to $1,152 
for 40 cases (19,200 packages). Ad- 
vervisers have a choice of six colors 
(each package has two colors, one 
for the border, one for the body 
of the wrapper). An additional 
color may be used at an extra 
charge of ‘2¢ per package. 


General Mills Shows Film 
General Mills, Minneapolis, is 
showing its employes a 10-minute 
news tilm review of the com- 
pany’s 1951 operations. Plans are 
ready for a second reel of this “new 
internal communication device” 
which is designed to keep employes 
informed on “what’s going on.” 
The film was prepared by the com- 
pany’s department of public serv- 
ice. Production was handled by 
Empire Photosound Co., St. Paul. 


925 N. A.F.C. Supermarkets 


with Good Housekeeping’s 


Almost a thousand supermarkets, representing 
22 of the country’s leading food chains, recently 
ran promotions based on the 40-page Cake Cook 
Book in February GOOD HOUSEKEEPING. 


Newspaper Ads, such as these, featured the Cake 


Cook Book to promote the sale of ingredients. 
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GE Clothes Washer 
Ads Run May 4-11 


LouIsvILLe, April 29—General 
Electric’s spring promotion for its 
automatic clothes washer gets into 
high gear during May. 

GE’s major appliance division 
here expects to cover 95 markets 
during the May 4-11 week. 

On Sunday, May 4, four-color 
ads will run in Parade, supple- 
ments in the first three markets 
and 10 other newspapers. 


® This will be followed by full- 
page b&w ads in 22 papers on 
Wednesday and color pages in This 
Week Magazine and the Seattle 
Times on May 11. 

Young & Rubicam also has 
scheduled ads in Electrical Dealer, 
Good Housekeeping, Ladies’ Home 
Journal, Parents’ Magazine, Retail- 
ing Daily and The Saturday Eve- 
ning Post. 

In addition, 1,000 newspaper 
lines or equivalent radio time has 


been arranged on a cooperative 
basis with distributors and dealers. 


Restrict Magazine Mailings 


The Post Office Department is 
restricting mailings of checking 
copies to advertisers by second- 
class publications. Under the pro- 
visions of Section 34.26 (a) (6), 
Postal Laws and Regulations, only 
one copy of each issue may be 
mailed at second-class pound rates 
of postage to each advertiser as 
proof of insertion of ads. All other 
complete copies to advertisers must 
be mailed at the transient second- 
class rate provided by Section 34.42 
(a). The transient rate also applies 
on copies mailed to occasional ad- 
vertisers whose advertisements do 
not appear in the issue being 
mailed. 


Adams Gets Electronics Co. 

A. D. Adams Advertising, New 
York, has been appointed to direct 
advertising, sales promotion and 
public relations for Bonafide Radio 
& Electronics Co., New York. 
Newspapers, magazines and direct 
mail will be used. 


“Help The US Win The 
fm 1952 Olympic Games... 
: Get This Unusual. Exciting 

Souvenir. esp 


The US Agena the Wierd! mew 1 Barve 
Weve ee om the Ghery oto Wenning howe 


o Satan, LVR LOL 


$850,000—That’s how much the U. S. 

Olympic Assn. needs for the ‘52 Olym- 

pics. This ad is one of several that Ruth- 

rauff & Ryan has sent to media for use 
May 18-25, Olympic Week 


Cassou's Appoints Jewell 

Cassou’s Variety Breads has 
named Jewell Advertising, Oak- 
land, Cal., to direct its advertising 
and sales promotion. 
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Major Film Makers Hit by Trust Suit 
Involving Trailers, Promotional Pieces 


Wasuincton, April 29—Eight 
major film producing companies 
were charged today with conspir- 
acy to help National Screen Service 
Corp., New York, monopolize mo- 
tion picture trailers and promotion 
accessories 

This latest anti-trust suit to hit 
the film industry contends that the 
conspiracy deprived exhibitors of 
the benefits of competitive prices 
and normal! competition among the 
manufacturers and distributors of 
film promotion services. 

Paramount, Twentieth-Century 
Fox, RKO, United Artists, Colum- 
bia Pictures, and Universal are ac- 
cused of agreeing to permit only 
National Screen to make trailers 
for the feature films they produce. 


@ The same firms, together with 
Warner Bros. Pictures and Warner 
Bros. Distributing Corp., were ac- 
cused of a conspiracy to enable 


rang up sales increases 


Cake Cook Book Promotion! 


RESULTS: 


The results quoted here 


success enjoyed by hundreds of the partici- 


pating stores. 


“Like putting money in the bank.” 


are typical of the 


increase.” 


“Our Super Markets enjoyed a nice sales 
The Eavey Company 


“Double prestige effect by the combination of 


Marshall Piggly Wiggly Corp. 


“Increased movement of items featured from 
Daniel Grocer Company 


10% to 30%.” 


proof again 


GOOD 
Bol 


copy 


two names standing for quality and service.” 


American Stores Company 


“Noted increase 10% over normal sales.” 


Big Dollar Markets 


HOUSEKEEPING sets coo 


THE HOMEMAKERS’ BUREAU OF STANDARDS 
57th STREET AT Sth AVENUE, NEW YORK 19, WN. Y. 


9,971,000 


National Screen to monopolize the 
business of manufacturing and dis- 
tributing posters, signs, colored 
sheets, still pictures and other ad- 
vertising matter. 

According to the Justice Depart- 
ment, National Screen currently 
manufactures and distributes 84% 
of all trailers produced in the U.5., 
and substantially all standard and 
specialty accessories, doing an an- 
nual business in excess of $17,- 
000,000 

The department charged that 
National Screen bought up as many 
of the competitive poster ex- 
changes as it could, and hampered 
the activities of the remaining 
ones. 


Gar Wood Names 3 Agencies 

Gar Wood Industries, Wayne. 
Mich., has appointed Witte & Bur- 
den, Detroit, to handle trade paper 
advertising for its Wayne and ex- 
|port divisions; Andrews Agency 
'Ine., Milwaukee, to handle trade 
paper advertising for its St. Paul 
hydraulic hoist and national lift 
divisions, and Dobbins, Woodward 
& Co., S. Orange, N. J., to handle 
advertising for its Findlay division. 
Previously, Witte & Burden han- 
dled the Findlay division account 
and the St. Paul division's advertis- 
ing was placed direct. 


Three Appoint Frisco Agency 
Elliott, Daly & Sherman, San 
Francisco, has been appointed fo 
| direct advertising for the Baywo@d 
Park real estate development dn 
Millbrae, Cal. (newspapers, diréet 


mail); Henderize Inc., Sacramento 
maker of oil filters (magazines), 
and G. N. Popkey Mfg. Co., S@n 


Francisco electronic ile ae 
(magazines). Meanwhile, 
agency has named Rena Lynn, far- 
merly free lance copywriter, tts 
| COPY chief. i 


| Brooks Appointed Ad Manager 
Wallace Brooks, at one time 6n 
the retail advertising staff of the 
Chicago Tribune and more rece bd 
‘advertising director of the 
cago Sun, has been appointed ¥c 
manager of the San Francigsgo 
News. Immediately prior to Bis 
present appointment, Mr. pula 
was doing management consult 
| work, : 


Appoints Knollin Aévestsinl 

Visalia Stock Saddle Co., - 
Francisco, has appointed Knollin 
Advertising, San Francisco, to @i- 
rect its advertising. 


Does It Take 
PERSONAL 
DEMONSTRATION 
To, Sell Your Product? 


Thousands upon 
thousands of expe- 
rienced salesmen 
and saleswomen are 
ready to take your 
product into the 
home, office, store 
and institution .. . 
to make sales by 
personal demonstration. They will ring 
doorbells, knock on doors, make phone 
calls... . anything to sell what you 
have to offer. They will go to work 
| at their own expense. They are looking 
for items and lines to sell . . . NOW! 

You can reach these sales-wise peo- 
ple, who are the backbone of the $7 
BILLION direct selling industry, 
through the columns of OPPORTU- 
NITY Magazine . . . for 28 years the 
Direct Selling spokesman 

It costs nothing to learn whether 
your product has direct selling possi- 
bilities. If it has, we offer you the plan- 
ning, merchandising and copy services 
of OPPORTUNITY without obligation 
Don't lose another day's sales . 
write today to Merchandising Director 


OPPORTUNITY 
MAGAZINE 


Dept. A-117 
28 E. Jackson Bivd., Chicago 4, Illinois 


| 
| 
| 
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Along the Media Path 


@ The New York Herald Tribune 
published a special section for 
brides as part of its Sunday, April 
27 issue. The supplement—*To- 
day’s Bride’—was a 64-page roto- 
gravure job with 30,115 lines of 
advertising. The paper plans to 
merchandise the supplement by 
distributing copies to stores, wo- 
men’s colleges and all young wo- 
men in the New York area whose 
engagements are announced this 
spring. 


@ The New York Times also pub- 


lished a special magazine-size sec- 
tion April 27. The supplement con- 
sisted of 20 pages of advertising 
promoting the industrial oppor- 
tunities in West Virginia. Many of 
the ads were in the form of full- 
length articles telling of the state’s 
natural resources 


@ The Saturday Review rates next 
to Life—63% and 64° respectively 
—in a readership poll among 3,107 
librarians. The complete study 
“The Public Librarian”—has been 
published as a book by Columbia 
University 


topped April 27 with 36 pages and 
13,225 want ads. Tribune want ads 
for the first three months of 1952 
were up 20.4% over last year 


@ True Story is running its second 
annual cover girl contest for “Miss 
True Story of 1953.” The contest 
is open to amateur and professional 
models in the U.S. and Canada. 
The winner gets to grace the mag- 
azine’s cover for the entire year. 


@ Meredith Publishing Co., pub- 
lisher of Better Homes & Gardens 
and Successful Farming, has begun 
construction on a three-story south 
addition to its Des Moines offices. 
e@ A 16-page booklet explaining 
the gravure process is available 
free from Parade. 


NEW HOME FOR WCAU—Late in May, Stotion WCAU, Philadelphia, will start 
operations in new radio and TV studios shown in the architect's sketch above. The 
marble and glass building will house radio and TV studios, operational and ad- 


ministrative offices, and control rooms as 
print 


well as a cafeteria, dressing rooms and 
shop. 


four agency v.p.s, four aceount ex- 
ecutives, three ad managers, one 
company president, one company 
V.p.. one company sales manager 
and one company research director. 

These comments have been re- 
produced—in the person's own 
handwriting—in a _ special bro- 


sence of perfect scores. 

American Home says it got the 
comment by a postcard survey of 
the magazine’s complimentary list. 


e WQXR, New York, announces 
time sales up 8% for March, with 
the increase continuing through the 


When you 
need 
RECENT 
BIRTH 
LISTS 


Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 


Remember 


boxes announcing a new Classified sored by American 


for over 55 years 


OR 5-3523 


chure. The contestant’s job is to 
WM F RUPERT e For two Sundays in a row the ° The latest in magazine promo-| identify correctly the position (not 

> oe Chicago Tribune ran front-page tions is a handwriting contest spon- | name or company) held by each ad 
Home. The man whose comment appears. A 
ad record. On April 20, the issue magazine has collected brief, laud- $1,000 prize will be paid for every 
90 Fifth Ave., New York 1) Dad 35 pages of want ads and 12,- atory comments on American) perfect score. Special 
850 individual classifieds. This was Home from 15 agency presidents,|! $100 will be awarded in the ab- 


To Pack Your Ads with SELL 


me _, 


LAWTER CHEMICALS, INC. 


Use DAY-GLO 


DAYLIGHT FLUORESCENT COLORS 


There are a lot of ways to plan advertising that sells—and you know most of them. 


. 7, 
—H/ =/ 

VA 
You can “take notes” while the 
client dreams up his ideal cam- 
paign. He'll buy that. 


You can face the framed pic- 
ture of the plant—the one the 
client gave you—and salute. 
He loves that approach. 


You “can cut the copy and 
make the package bigger’. 
That'll get — 


@ Or—if you want people to see and read your 
advertising, want “em to send your sales sky- 
rocketing —power it with the plus colors that 
won't let the eye go by, DAY-GLO Daylight 
Fluorescent Colors. 

The super-brightness of DAY-GLO makes bill- 
boards and car cards visible up to four times as 


far as the brightest of ordinary colors—makes 41 
displays and point-of-sale pieces reach out and 


Bright 


oral Me—makes peckaces stand 1 
grab prospects—makes packages stand up anc 


pAy-GLO" 


say “take me home!” 


é 


For complete information fill out and return the coupon below. 
! 


Without charge or obligation, please send me full par- 
ticulars about DAY-GLO, together with color card. 


SWITZER BROTHERS, INC. 
4732 ST. CLAIR AVENUE 
CLEVELAND 3, OHIO 


NAME 


COMPANY NAME 


ADDRESS 


erry ZONE a 


3554 TOUHY AVENUE — 
_ CHICAGO 45, ILLINOIS | 


| 


first half of April. 


e Newest gains reported by maga- 
zines are: Woman’s Day, 10% in- 
crease in linage for the first five 
months of 1952; Camping Maga- 
zine, 21% ad increase for the first 
quarter of the year; Argosy, all- 
time circulation high of 1,201,109 
for the first three months of 1952. 


‘DuMont Will Carry 
‘Brooklyn Bouts for 
‘Local Sponsorship 


New York, April 29—Starting 
May 12 at 10 p.m., EDT, DuMont 
Television Network will carry the 
main event of the Monday night 
prize fighting card from the East- 
ern Parkway Arena in Brooklyn as 
a cooperatively sponsored feature. 

As of April 25 some 14 stations 
were scheduled to carry the sports 
event, which will be offered for 
sponsorship locally. The price of 
the rights (not including time, of 
course) will range from approxi- 
mately $675 in Columbus to $2,200 
in New York. 

Sponsors are already lined up for 
at least three cities and deals for 
sponsorship are nearing completion 
in several others, though names of 
advertisers were withheld pending 
the signing of contracts. 


Bostitch Switches Agencies 


Bostitch Inc., Westerly, R. L, 
maker of wire stitching and stap- 
ling equipment, has appointed N. 
W. Ayer & Son to direct its adver- 
tising. Ayer’s Boston office will 
service the account. Formerly, 
James Thomas Chirurg Co., Bos- 
ton, handled the account. 


Harvey Named PR Director 


Mrs. Mary Kersey Harvey, for- 
merly director of the New York 
office of Theodore R. Sills Inc., 
trade association public relations 
concern, has been appointed pub- 
lic relations services director for 
M. Belmont Ver Standig Inc., 
Washington agency. 


Two Join Christiansen Agency 


Wade Chapman, formerly with 
Batten, Barton, Durstine & Osborn, 
Chicago, and Bernard Slavin, form- 
erly with Hixson & Jorgensen, 
Los Angeles, have been appointed 
account executives of Christiansen 
Advertising, Chicago. 


Miller Joins Arndt & Co. 


George W. Miller, formerly ad- 
vertising manager of Caloric Stove 
Corp., Philadelphia, has joined 
John Falkner Arndt & Co., Phila- 
delphia. Mr. Miller will be pri- 
marily concerned with new busi- 
ness. 


Anderson Heads Research 


Erwin, Wasey & Co., New York, 
has appointed Dale Anderson di- 
rector of research. For the past 
five years Mr. Anderson has been 
with Elmo Roper, most recently 
as national field director. 


Names Beardsley Director 

Charles S. Beardsley, chairman 
of the board of Miles Laboratories 
Inc., Elkhart, Ind. has been 
elected a director of Topics Pub- 
lishing Co., New York. 
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Vance Promotes Bill Simpson 
William G. Simpson, advertis- 

ing director of American Lumber- 

man & Building Products Mer- 


Reed Scolds 


v.p. of Vance Publishing Corp., 


chandiser, has been promoted ~ 


| 
: 


Fish Industry 
for Mediocrity 


Vancouver, B. C., April 29— 
“Fish has never been sold in either 
Canada or the U. S. It has merely 
been bought. It looks like our fish- 
ing industries just waited for the 
population to grow. It grew so fast 
you couldn’t help doing redsonably 
well. But you failed even to keep 
up with the growth, let alone to in- 
crease per capita consumption. 
You've really been content with 
slightly smaller slices of a much 
bigger pie each year.” 

In a talk today before the sev- 
enth annual convention of the 
Fisheries Council of Canada, Ver- 
gil D. Reed, v.p. and associate di- 
rector of research for J. Walter 
Thompson Co., sharply criticized 
the failure of the fishing industries 
in the U. S. and Canada to keep 
up with the market growth over 
the past 40 years. 


® Dr. Reed cited the citrus indus- 
try which has managed to increase 
per capita consumption more than 
three-fold in the last 43 years. 

“How did citrus fruit get that 
way? They did it by aggressive, 
imaginative, consistent, continuous 
and well-planned cooperative mar- 
keting. They neglected none of the 
‘five gears’ of a good marketing 
plan—the producer, the product, 
the market, distribution and adver- 
tising. They meshed these gears 
well and ran them smoothly and 
continuously over the years. The 
results speak for themselves,” he 
said. 

“Your fishing industry and ours 
reported a very good year in 1951, 
but an examination of the figures 
shows that it was better by far in 
dollar volume than in quantity of 
fish caught, processed or consumed. 


s “In the U. S., total catches of fish 
and shell fish have not materially 
increased since 1939...but the 
value to the fisherman in that same 
ll-year period increased from $96,- 
500,000 to $325,000,000. That looks 
like the price increased 31% times 
in 11 years. 

“Could it be that fish is pricing 
itself out of a mass market? For 
housewives must not only be con- 
vinced that fish is good for their 
families and easy to prepare. They 
must also be convinced that fish 
is a good buy at the price asked. 
More and better fish at lower 
prices and ready to cook—not less 
and poorer fish at higher prices 
and ‘on the hoof’—is the road to 
a mass market,” Dr. Reed said. 

The research head suggested that 
the fishing industries of both coun- 
tries combine to form a coopera- 
tive advertising and marketing 
program similar to that of the cit- 
rus industry and similar to the 
Shrimp Assn. of the Americas 
formed last year by the U. S. and 
Mexico. 


Doctors Reject PR Program 
The house of delegates of the 
Arkansas Medical Society in Little 
Rock has defeated a motion to 
establish a public relations pro- 
gram. However, the bill is in com- 
mittee now and will be brought 
back at a later session. If passed, 
doctors in Arkansas will have to 
contribute an additional $25 to 
support the program. Supporters of 
the proposal point out that accel- 
erated public relations is advo- 
cated by high officials of the 
American Medical Assn. 


Barnes & Jones to Towne 

W. L. Towne Advertising, New 
York, has been appointed to direct 
advertising for Barnes & Jones Inc., 
Boston manufacturer of steam 
traps and temperature controls 
and cage units for trap replace- 
ments. Direct mail and trade pub- 
lications will be used. 


Chicago, and manager of the mag- 
azine. Other promotions: Richard | 
W. Douglass from feature editor to} 
executive editor and Gordon J. 
Lawler from associate editor to 
managing editor. 


Prevost Coach to McGuire 


The Montreal office of McGuire 
Advertising has been appointed to 
|direct advertising for Prevost 
|Coach Co., Ste. Claire de Dor- 
| chester, P. Q., passenger vehicle 
| manufacturer. The advertising will 
| feature the new Prevocar, an ex- 
| clusive Canadian development. 


Janssen Prod wetlens Forms 


Werner Janssen Productions, 
Hollywood, has filed for incorpora-| 
tion in California with the follow- 
ing officers: Stanley Neal, presi- 
dent-treasurer; Werner Janssen, 
v.p.; Sobey Martin, v.p.-secretary. | 
The company is capitalized at} 
$150,000. | 
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POP UP. 


~ YOUR PRODUCTS 
IN LIFE-LIKE 


THIRD DIMENSION 


RLEA-STIK 


KLEEN-STIK Products, Inc. 


—— ae os oe 


o -— 
¢ exclusive new 
( “SLIDE-STIK”’ KLEEN-STIK 
x j i creation 


expensive 3-DIMENSIONAL displays! 


@ Gets prominent locations! 


@ Printing and die-cutting provides simple, in- 


@ Available through any printer or lithographer! 


225 N. MICHIGAN AVE. 
CHICAGO 1 


Write TODAY for your KLEEN-STIK “Idea Kit” —FREE! 


Who’s Who in Buying in the Chemical World? 


R. L. Murray, President of Hooker Electro- j 
chemical Company, like so many top execu- 
tives, arrived via the scientific route. 


As head of a great chemical company, Mr. 
Murray is important in approving major pur- ' 
chases made by his firm. But he has actually 
been an important member of the buying and 
specifying team since he was a “Research Chem- 
ical Engineer” 35 years ago. And with other 
chemists and chemical engineers—from every 
function and with various titles—he has had a 
voice in buying every step of the way. 


Readership by top management gives C&ENews 
much of its advertising value. Add to this the 
thousands of other chemists and chemical engi- 
neers who also rate “Who's Who” influence in 
buying, and you know what makes C&ENews 
the number one market place of the chemical 


world. 


It takes the BIG 72,000 


coverage of CKENews—every Monday 
—to BLANKET 


the Chemical and 
Process Industries. 


CHICAGO s+ 


CLEVELAND ° 


ROBERT LINDLEY 


MURRAY 


PRESIDENT 
Hooker Electrochemical Company 


Ever hear of a Phi Beta Kappa chemical 
engineer who twice won the national 
tennis title and then became one of the 
nation’s top technical executives? That's 
Lindley Murray! 
At Stanford University, Mr. Murray 
starred both in the classroom and on 
the court. Then, ofter two yeors of 
process industry experience as drafts- 
man, works chemist and assistant su- 
perintendent, he joined Hooker as 
Research Chemical Engineer. 
By 1920 he was Plant Superintendent, 
meanwhile having found time to win 
the U.S. Lawn Tennis Singles Cham- 
pionship twice. In 1932, Mr. Murray 
was promoted to Chief Engineer; then 
Director of Development, V.P. in Charge 
Develop ond R h, Execu- 
tive V.P., and in Jon. 1951, President. 


Today he is a recognized authority on 
the chlorine and alkoli industry; takes 
an active part in ACS affairs, serves 
on the editorial Advisory Boord, and 
has missed few, if any, issues of 
C&ENews since it wos first published 
in 1923, 


F 


Vv 
CHEMICAL AND ENGINEERING 


NEWS 


t 


SAN FRANCISCO ®* 


LOS ANGELES °* 


Newsmagazine of the Chemical World Since 1923 


An AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 
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Power Lawn Mower 
Industry Sales Hit 
$95,000,000 in ‘51 


By Bruce BRapway 

MINNEAPOLIS, May 1—Tucked 
away in a secluded corner of the 
Toro Mfg. Co. plant here is an ex- 
perimental model of a gigantic 
power lawn mower that may revo- 
lutionize the science of cutting 
grass. 

Visitors to the plant seldom get 
a peek at the invention, and it is 
necessary to have credentials, and 
to pass a receptionist, the plant 
manager and two guards in order 
to get even a brief look at the de- 
vice. | 

It isn’t ready yet. And it prob- 
ably won't be in production for} 
another five or ten years. But the 
gargantuan machine that is now so| 
closely guarded typifies the spirit | 
of the management team at Toro. 
Company executives are convinced | 
that eventually it is going to work. | 
They have resolved that they are! 
going to make it work—and it’s a 
good bet that they will | 


hook their heads and urged cau- 
ion and restraint when three ex- 
G.I.s announced their plans to pur- 
@hase a majority interest in the 
Toro company and brand name in 


1945. 
They pointed out that the three 
Bie previous experience. But 
avid M. Lilly, C. Whitney Miller 


rospective purchasers had had 
nd Robert Gibson had thought out 


>, 
~ 


David Lilly 


— 


| R. W. Gibson 


the problems pretty carefully. 

It all started about the time the 
erst atom bomb was dropped on 

iroshima. Dave Lilly and Whit 
Miller were home on leave at the 
time. They talked over future 
plans and decided to go into busi- 
ness together. The two Dartmouth 
alumni found Bob Gibson—another 
Dartmouth graduate—more than 
willing to join them in the ven- 
ture. 


@ At the time, the three friends 
had no idea what business they 
would enter. But when they heard | 
that Toro might be for sale, the 
wheels started turning. They de- 
cided that the controlling interest 
in Toro would be a good buy, and 
borrowed enough money (more 
than $550,000) from friends and 
relatives to swing the deal. 

Dave Lilly became general 
manager (he now is president); 
Bob Gibson took over as sales and 
advertising v.p., and Whit Miller 
headed the production department 
(he since has become Minnesota 
distributor for the company). The 
three got the project off to a fast 
start and have been traveling rap- 
idly ever since. 


® This year, for example, Toro 
plans to kick off its $300,000 ad- 
vertising campaign with what Toro 
says is the first four-color spread 
ever run in a national magazine 
for a power lawnmower. The 
spread is scheduled for the May 10 
issue of The Saturday Evening 
Post. 

The campaign will continue with 
smaller-space copy in such maga- 
zines as American Home, Better 
Homes & Gardens, Collier's, Coun- 


Toro Aims for the Top Sales Spot | 
in the Competitive Power Mower Race 


try Gentleman, Farm Journal, 
House Beautiful, House & Garden, 
Pathfinder, Popular Mechanics, 
Newsweek, The New Yorker, 
Sports Afield, Successful Farming, 
Time and U. S. News & World Re- 
port, plus a variety of farm and 


garden publications and golfing, : 


institutional and recreational man- 
agement publications. 


Goal of the 1952 campaign is to } 


bulwark Toro’s position as a leader 


in the highly competitive power ° 


mower industry, which has grown 
from a $2,000,000 business in 1935 
to a field whose 1952 volume is 
expected to top $100,000,000. 


8 Power mowers, like home perm- 
anent waves and home freezers, 
are almost entirely a postwar 
phenomenon. Before the war, there 


were fewer than 100,000 power 
mowers in operation—mostly the 
big machines used on golf courses, 
parks and institutional grounds. 

Data compiled by Toro’s agency 
(Batten, Barton, Durstine & Os- 
born) from a variety of sources, 
including Census Bureau figures 
and Dun & Bradstreet, illustrate 
the mushroom-like postwar growth 
of the industry: 


No. 
of 
Year Mfrs Sales Units 
24 _ $ 1,000,000 5,000 
29 11 3,000,000 18,000 
"35 15 2,000,000 10,000 
“40 36 5,000,000 42,000 
45 22 2,000,000 10,000 
46 75 16,000,000 164,000 | 
"47 92 40,000,000 423,000 | 
48 103 45,000,000 375,000 | 
49 107 55,000,000 467,000 
50 121 70,000,000 843,000 
51 135 95,000,000 1,250,000 


® The power mower in essence is 
not a complicated machine. It con- 
sists of a cutting device, mounted 
on a framework and powered by 
a gasoline engine that turns the 
wheels and blades by means of 


‘MOST COMPLETE LINE OF POWER MOWERS’—For abo 
Co., Minneapolis, hos been busy r 


hail A 
g its p 


AMERICA’S MOST COMPLETE LINE OF POWER MOWERS... 
Peselad, by fois Dristebuiors and: Pealere 


Sone 


wt seven years, Toro Mfg. 
i and its dis- 


tribution organization. Now with a 


a chain and sprocket drive. 


1 line of + 


4 


q 
d 


{ean be built 


p 


in a basement. 


mowers, it plans to 

“make a big squeak,” starting with this spread in the May 10 issue of The Saturday 

Evening Post. Theme of the ‘52 campaign will be the slogan, “America’s most com- 

plete line of power mowers.” Golf professionals and golf course superintendents, “the 
men who know grass cutting best,’ will be featured. 


In 


It is simple enough so that it) fact, that is precisely where many 
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smaller companies started. 

But there are complications. Un- 
til about 1935, all mowers were of 
the reel type—that is, they had 
curved cutting blades and looked 
pretty much like the average grass 
cutter that is standard equipment 
in most homes. 

The reel-type mower can be ad- 
justed so that grass can be cut at 
any height up to 142” above the 
ground. However, garden editors 
usually advise home owners to cut 
grass so that it is at least 1%” long, 
on the theory that the taller grass 
keeps the sun away from the soil 
and thus reduces the growth of 
crab grass. 


@ In the South, it is necessary to 
cut grass high because otherwise 
it will be burned out by the sum- 
mer sun. As a result, the rotary 
type mower was devised for cut- 
ting grass higher than 12” above 
ground, Later, it was found that 
the shielded rotary blade (which 
looks something like a two-bladed 
electric fan) did a good job of 


cutting tall weeds and chopping 
leaves into a fine mulch. 

As the two blades on the rotary 
mower revolve, they create a small 
vacuum which lifts the grass as 
it slices. This is fine for all grass 
except creeping bent, which may 
be pulled up in gobs by the rotary. 

The problem of grass cutting is 
further complicated by the fact 
that Bermuda grass and Bluegrass 
can be cut by a five-bladed reel- 
type mower but creeping bent re- 
quires an eight-bladed mower. 


® This may seem like trivia to the 
casual observer, but, the problems 
are very real to golf course and 
park superintendents. 

And the man who has lavished 
great care on a creeping bent lawn 
does not think kindly of the dealer 
who sold him a rotary mower that 
tore up the turf the first time out. 

The only solution, Toro execu- 
tives decided when they took over, 
was to build a complete line—a 
mower for every conceivable pur- 
pose. 


Lene Write TORO, Dept. R12, Mpls. 6, Minn 


‘MOST COMPLETE’ CARTOON—To ac- 
cent its theme, Toro will continue the “most 
complete” line in cartoons scheduled to 
run in about 20 magazines. All of the 
cartoon ads carry the admonition to 
“Write Toro, Minneapolis.” 


But before they could achieve 
their goal and make preparations 


for swinging into action on the 
sales and advertising front, Toro’s 
new management had to replace 
most of the plant machinery; re- 
organize production lines; build a 
warehouse; erect a new office 
building; procure steel without a 
mill rating; completely redesign 
the product; overhaul the account- 
ing system; expand the distribu- 
tion organization to 88 distributors 
and 7,000 dealers, and attempt to 
solve the problems presented by 
the seasonal nature of the business. 


@ These problems took time to 
solve. And they took money. Toro 
officials had to sell an additional 


$285,000 of stock to their original | 
backers and float a $300,000 loan) 


to get the company over the rough 
spots. But most of the obstacles 
have now been surmounted. 

The company’s young (the aver- 
age age is 35) top management 


team readily admits that the total | 


annual sales af each of Toro’s two 
principal competitors (Reo and 
Jacobsen) exceed its own. 


OOOO 
OOOOOr 


ZAAKKIOUKA 
OOOO 


in a bigger way— 


It’s the only top-ranking man-woman magazine 
that screens its millions for the BUY on their minds! 


3%-MILLION man-woman circulation has been 
consistently topped by only three magazines in 
all publishing history. Better Homes & Gardens 


is one of these. 


But BH&G goes on from there to a bigness 
unmatched by any top-ranking publication, 


anywhere: 


BH&G’s multimillions are editorially screened 


to make busy days easier, families happier, 
life more enjoyable and complete! 


Those are the things that impel 3'-million 


families—men and women together—eagerly 


to await each issue of BH&G, to read and reread 
its motivating pages. 


They have the incomes to convert this motiva- 
tion into purchases—and they consider BH&G 


to eliminate all but the best possible prospects 


for your wares! 


It contains NO fiction, 
general news photos! Instead, it devotes every 


their family buying counselor! 


Can you think of any market more likely to 
respond to your advertising than these 3)- 


NO sensationalism, NO 


page, picture and paragraph to serving the 
BUY-minded with what they want most. 


And what they want are notes, ideas and sug- 
what to try—what to BUY— 


gestions about 


million better-income families—screened for 
the BUY on their minds? 


MEBLDITH FLIBLISHINGG COMPANY, Des Moires, nwa 
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In 1951, for example, Jacobsen’s 
volume was $13,100,000; Reo did 
an $11,200,000 power mower busi- 
ness and Toro hit the $9,000,000 
mark. 


® Bob Gibson, who is v.p. in 
charge of sales, is not a bit dis- 
mayed by the fact that Toro is in 
a tough struggle for top spot in 
the industry. Despite the fact that 
the company has been completely 
reorganized in the past few years, 
he takes pride in the fact that its 
sales have increased from $1,500,- 
000 annually at the close of the 
war to this year’s estimated $10,- 
000,000. 

The company’s goal—top spot 
in sales—presents a real challenge. : 
Everyone on the management team 
seems intimately concerned with 
the strategy that will be used to 
achieve that goal. 

Today, after more than five 
years of planning, working and 
rebuilding, Toro is ready to make 
its big push. 


® According to a survey of Toro ce ag 
purchasers, conducted by BBDO me ae 
under the super- a 
vision of account 
executive Bobb 
Chaney, the typi- 
cal Toro owner 
looks like this: 

1, He’s over 30 
and has a 50-50 
chance of being 
over 45, 

2. He owns @nd | 
lives in a sev@n- 
room house. | 

3. He has about | 
an even chance of belonging to the i 
owner or managerial group and i} 


Bobb Chaney 


one chance in four of being a 
skilled, semi-skilled or white @ol- 
lar worker. : 

4. He’s having his first exper- 
ience with a power mower. 7 

5. He has a lot about 100x150 

6. He mows his own lawn. 

7. He had, as a primary reagon 
| for buying the mower, a 2 ae 
| 


| sire to save effort. 

8. He bought a Toro princip@lly 
| because it was recommended’ by 
|a friend or because he saw the 
| name on a commercial or municipal 
rig. Its name, reputation and - 
vertising also influenced his s 7 
tion of a Toro mower. 4 

9. He bought his Toro where he 
did, first because he had been 
pre-conditioned to the brand @nd 
second because of the conv@n- 4 
ience of the dealer’s location. 

10. He likes his machine and has 
relatively little trouble with it. 

To make more sales to people 
like this, Toro plans to run its 
largest ad and promotion cam- 
paign in 1952. 


IT ee 


ere 


| 5 


8 William J. Hanvik, Toro adver- oe 
tising manager, points out that the ae 
basic strategy behind the drive is 
evident in the May 10 spread in my 
The Saturday Evening Post. The : 
head reads, “Toro, America’s most 
complete line of power mowers, 
presented by Toro distributors and 
dealers.” The logo accents “Toro 


PRESS | 


CLIPPINGS: 


from all Newspapers 


¢ 


and Magazines 


BURRELLE'S PRESS CLIPPING BUREAU 
165 Church St. New York 7, W. Y. 


if it's printed, 
Burrelle's will clip it 
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Whirlwind power mowers” (Toro 
purchased the Whirlwind line of 
rotary mowers several years ago— 
brand name and production facili- 
ties). 

The center spread features six 
mowers in the line, ranging from 
the 18” reel mower, which retails 
at $126.50, through the 22” Whir!- 
wind rotary at $212.95, to the 27” 
reel-type Sportlawn at $337.50 (all 
prices are F.O.B.) 

Standing behind each mower is 
a golf champion or golf course 
superintendent (the “men who 
know best” approach). The pro- 
fessional golfers include’ Ben 
Hogan, Byron Nelson and Sam 
Snead, and the golf course super- 
intendents represent three well- 
known courses in different part 
of the country 


@ A lower bank of illustrations 
features equipment used on golf} 
courses and parks, ranging up to! 
the tractor and an elab-| 
orate gang mower unit 

In addition to the color spread 
1 follow-up color page in the | 
shelter books, Toro plans to run 
cartoon-type about once a 
month in the other magazines on 
the list 

One of the most interesting fea- 
tures of the Toro ad program is 
the manner in which the distribu- 
tor advisory committee reviews 
advertising plans and problems 

Toro feels that if it is to achieve 


Toro 


and 


ads 


WE BROKE 
ALL 
RECORDS 
IN 1951 


for 

NATIONAL ADVERTISING 
LINEAGE 

fear atter year, more NATIONAL AD- 

JERTISERS are adding THE BAYONNE 

IMES to their Newspaper Schedule 


word is getting around that— 
{ BAYONNE CANNOT BE SOLD 
; FROM THE OUTSIDE 


HE BAYONNE TIMES 


BATONNE, NEW JERSEY 


OMITED JUMBLE (4-DOCH-SHOM CEATER™ 


TORO CALENDAR—For years, Toro has been distributing its popular monkey cal- 
endars to an ever-increasing list of persons. All of the calendars, like this year’s 
satire of an Army induction center, include a Toro power lawn mower, though the 


hi +, 


A: 


mower bears no rese e eve 


to any 


ever manufactured by the 


company. Full-color reproductions, suitable for framing, are available for 50¢—and 
it's surprising how many requests Toro receives. 


the top sales spot, promotion must 
be done cooperatively. As a re- 
sult, the 88 distributors are rep- 
resented by a committee which of- 
fers advice on the company’s en- 
tire ad program 


@ The distributors in turn are 
charged a percentage of sales by 
the company to help defray the 
cooperative advertising 
including point of 
purchase and sales promotional 
material, Factory-paid advertise- 
ments are not affected by the ar- 
rangement. “The net result,”” Bob 
Gibson declares, “is that Toro this 
year may be able to make a pretty 
loud squeak.” 

Toro’s rotary Whirlwind mowers 
are made in the former Whirlwind 
plant in Milwaukee. The smaller 


over-all 
investments, 


reel-type mowers are manufac- 
tured in the Windom, Minn., 
plant, and the larger equipment, 


| been through a pretty thorough 
| overhaul, it is interesting to note 
that almost 10° of the Minneapolis 
employes have been with the com- 
pany more than 25 years. And 
promotions still are made from 
within the company. 

If there is any major trend in 
the industry, aside from booming 
sales, it is the shift to rotary-type 
mowers. Although rotaries still 
represent only a small proportion 
of the output, Toro officials expect 
that, in unit sales, they will pass 

| the reel-type mowers within five 
or ten years. And Toro plans to 
be ready for the shift 


Jensen & Sons to Schnitzer 
Jensen & Sons, San Francisco 
manufacturer of custom uphol- 
stered furniture, has named Ber- 
nard B. Schnitzer Inc., San Fran- 
cisco, to handle its advertising. 


NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 
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tractors and special machines are| Olam Appoints Sparling 

made in Minneapolis, “where we pom AP na & Associates St. 

concentrate all our problems and [| ouyis, has been appointed to the 

troubles,”’ Mr. Gibson explains. jart staff of Olian Advertising, St. 
Even though the company has’ Louis 
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This Week in Washington... 


Congress Debates Postmaster-Picking 


By STANLEY COHEN 
Washington Editor 

WASHINGTON, May 1—Congress- 
men are having a hard time mak- 
ing up their minds about President 
Truman’s plan “to take the post- 
master out of politics.” The Citi- 
zens’ Committee for the Hoover 
Report is all out for the idea. Skep- 
tics answer that the issue is far 
from cut and dried. 

Since 1938, the postmaster list 
for big cities has been worked up 
by Civil Service on the basis of an 
“unassembled” examination. In so 
many words, this means candidates 
fill out forms which bring out 
qualifications and experience. 

After Civil Service looks over 
the forms and rates the candidates, 
the Postmaster General submits 
the top three for any community to 
the local congressman for personal 
recommendation. The congress- 
man’s nominee generally goes to 
the Senate for confirmation. 

The reorganization plan leaves 
the system intact, except that it 
eliminates the congressman and 
the Senate, leaving the final selec- 
tion to the Postmaster General. 


® But the Senate expenditures 
committee, which has authority to 
strike down the plan, has discov- 
ered that Senate confirmation was 


created for reasons other than 
patronage. 
Researchers told committee 


members that the Postmaster Gen- 
eral had full authority to pick 
postmasters during the nation’s 
first 40 years. Senate confirmation 


as anyone can see. 

Mr. Fowler lifted the curtain on 
the “post-emergency” period last 
week in a discussion of a proposed 
“production equipment commis- 
sion” to supervise continuing pro- 
duction of long-lead time items 
such as machine tools and plants 
which would be prepared to go into 
production overnight on the latest 
military weapons. 

Weapons which are futuristic in 
1952 may be obsolete by 1956, Mr 
Fowler says, because “at least four 
technological revolutions are under 
way which affect military science 
and national defense.” These rev- 
olutions are atomic energy, elec- 
tronics, petro-chemicals and jet 
propulsion. 

The enemy can strike any time. 
anywhere, he warned. “We cannot 
expect the 36 months which is re- 
quired to tool up from a standstill 
position. The era of shadow plants 
is behind us.” 

Mr. Fowler is already taking on 
the air of an elder statesman, for 
word is circulating that he will be 
leaving NPA at the end of July 
to return to his Washington law 
practice. The toga of authority will 
fall on his deputy, Clarence Stone. 

Top-dog of the production pic- 
ture, Defense Production Chief 
Manly Fleischmann, is also expect- 
ed to leave. Friends say he will go 
back to Buffalo June 1—unless 
President Truman can persuade 
him that his administrative skill 
is still indispensable. Mr. Fleisch- 
mann, in his early 40s, is undoubt- 
edly one of the outstanding men in 


was added after two separate in- America today. 

vestigations brought out graft e e e 

“which makes current internal Fair trade forces appear to have 

revenue payoffs look tame.” . overplayed their hand. Their pres- 
Of course there was no Civil | gure campaigns stampeded the 

service list in those days. But giv-| House interstate committee and 

en a choice of three names, rated | proyse judiciary committee into 


on the basis of an “unassembled” | 
examination, what basis—other | 
than politics—would a Postmaster 
General have for his final selec- 
tion? 

. a * 


Government controls over steel | 
and aluminum will be disappearing | 
by the end of 1952, but National 
Production Chief Henry Fowler 
anticipates that defense production 
planning will be part of the gov- 
ernment for as many years ahead 


recommending legislation to force 
merchants to respect fair trade 
prices. House Speaker Sam Ray- 
burn refused to let fair trade come 
to the floor until rival committees 
agreed on a single bill. 

Fair traders staged a pow-wow 
and agreed on the interstate bill. 
with amendments lifted from the 
judiciary bill, only to find that 
; members of the two House com- 
mittees were not at all anxious to 
compromise. 

All this has been time consum- 
| ing. Even worse, it has given anti- 
|fair trade forces an opportunity 
| to organize resistance. 

o . e 

The Distilled Spirits Institute ts 
predicting that Congress will find 
it expedient to cut liquor taxes 
next year. For four months since 


t | + Central Ohio listeners don't turn off their buying power when Nov. 1, when taxes were hiked 
Pe - from $9 to $10.50 a gallon, tar 

4 P : ’ , : ; nib 
. von they turn off their radios. They associate their collections on liquor fell $175,000, - 
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* 

1) 
— 


after WBNS 
says 
Goodnight 


WEBNS eADIO WINS — 5,000 


PLUS WELD ~ py 
CENTRAL OHIO'S ONLY 


favorite WBNS personalities and programs 
with sponsors’ products. Why not share in the 
affections of WBNS listeners? 


ASK JOHN BLAIR 
rower 


WELD-FM—53,000 
COLUMBUS, OHIO 


Meee OUTLET 


RADIO 


000. “This tax increase created a 
wave of consumer resistance which 
will seriously impair both state and 
federal tax revenues from distilled 
spirits,” according to B. J. O'Cal- 
laghan, DSI public relations di- 
rector 

“In addition to road-blocking 
the sale of lawfully made spirits,” 
Mr. O'Callaghan said, “the com- 
pletely illogical tax rate on spirits 
adds to law enforcement problems 
by stimulating the vastly growing 
illicit moonshine industry.” 


Sol-O-Lite to Biddle 

Sol-O-Lite Mfg. Co., Chicago 
maker of window and door ma- 
terials, has appointed Biddle Ad- 
vertising, Bloomington, IIL., to di- 
rect its advertising. Trade publi- 
cations will be used. 


American Buff Names Agency 

American Buff Co., Chicago 
manufacturer of industrial buffing 
equipment, has appointed Burlin- 
game-Grossman, Chicago, to direct 
its advertising. Trade publications 
and direct mail will be used. 
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~ How do you rate in the 
Washington, D.C. 3x 


~ Market? 


The Star Consumer Analysis 
gives you the answers.... 


DRAMATIC CHANGES in brand preference 


show up in The Star’s second annual survey. 
It makes available for the first time comparative 


figures for Washington’s Metropolitan area — a 
highly competitive market, the largest covered by 
a newspaper Consumer Analysis. It covers a 5000 
family cross-section of a 359,408 family area. It 
answers 235 questions, inciuding many new and 
pertinent ones for 1952. It is a sensitive barometer 
of brand preference for any advertiser in the fol- 
lowing fields: 


FOODS, BEVERAGES. Baby food, bacon, baking mixes, 
baking powder, beer and ale, bread, butter, candy, catsup, 
cheese, chicken, Chinese food, regular and instant coffee, 
cola and flavor beverages, canned corn, corned beef hash, 
crackers, cranberries, dog food, flour, frozen foods, hams. 
honey, macaroni, margarine, mayonnaise, meat sauce, canned 
and powdered milk, molasses, mustard, canned and frozen 
orange juice, peanut butter, canned peas, pop corn, potato 
chips, salad dressing, canned salmon, table salt, pork sausage, 
shortening, soup mixes, sugar, table syrup, tea, toilet tissues, 
tomato juice, paper towels, tuna fish. 


DRUGS, TOILETRIES. Surgical bandages and dressings, 
cold tablets, deodorants, facial cream, hand cream, liquid 
hand lotion, lipstick, nail polish, tooth paste and powder, 
razor blades, shampoo, shaving cream, electric shavers, 
facial tissues, wave kits. 


SOAPS, ALLIED PRODUCTS. Household ammonia, 
bleaching fluids, bluing, toilet bowl cleaners, powdered scour- 
ing cleansers, deodorants, disinfectants, insect and moth 


killers, paper napkins: soap products for household laundry, 


dishes, fine fabries, painted walls and woodwork, linoleum 
and tile floors, hardwood floors, windows, mirrors; toilet 
soaps, dry and liquid laundry starches, liquid wax, paste wax. 


AUTOMOTIVE. Anti-freeze, storage batteries, gasoline, 


motor oil, ownership, spark plugs, repairs, tires. 


TRAVEL AND VACATION. 
used, methods of transportation for business and vacation 
trips, transportation ticket buying, vacation time, length and 


cost. 


HOUSEHOLD APPLIANCES. Garbage disposal units, 
dishwashers, clothes dryers, home dry cleaning, attic fans, 
home food freezers, flat irons, mangles, electric power tools, 
cooking ranges, refrigerators, sewing machines, television and 


radio sets, washing machines. 


GENERAL. Brands of cigarettes, cigars, pipe tobacco; 
men’s hats, dress shirts; paint, rugs and carpets, sheets; 
women’s brassieres, girdles, nylon hosiery, shoes. Buying 
habits for automobile repairs, beverages, cigarettes, drugs 
and toiletries, food. Adults and children in households, 
income, home heating, home painting, home ownership, rent 
paid, vegetable and flower gardening, financial news reader- 
ship, participation in recreational sports. 


WRITE TODAY for your copy of the 1952 Con- 
sumer Analysis to: Promotion and Research Depart- 
ment, The Washington Star, 11th and Pennsylvania 


Ave.. N. W., Washington 4, D.C. 


1852 A Century of Leadership 1952 


The Washington Star 


Evening and Sunday Morning Editions 


Represented nationally by: O'Mara and Ormsbee, Inc., 420 Lexington Ave.. NYC 17: The John E. Lutz Co.. Tribune Tower. Chicago 11. 
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about a job now open. 


200 E. Illinois St. 


WANTED — 
SALES PROMOTER 


This Is A $20,000 Job If You 
Can Convince Us You're Worth It— 
Or Can Grow Into It In a Year Or So 


Here's opportunity for a man who can analyze figures 
—and situations—find the spots where direct mail 
sales promotion will pay off—and pop with the ideas. 
Better read that over again—we want all of it—not 
just part. If you can look at figures and tell WHAT to 
sell—and WHEN—and WHY, we'd like to talk to you 


You'll be joining a famous team, and you'll be backed 
by a long established name, 
methods, and good merchandise. If you can supply 
aggressive sales promotion, you're the man we want 
to see. Applications will be held in confidence. Address 


Box 141 ADVERTISING AGE 


alert management, modern 


CHICAGO 11, Ill. 


Information for Advertisers 


The 


| Sure security 


No. 4341. Guide to Shipping Con- 
tainers. 
“What Kind of Shipping Con- 
ainer for Your Packages?” is a 
eprint from Flow offered by Yale 
Towne Mfg. Co. It illustrates 
nd discusses advantages and dis- 
Bdvantages of some 50 different 
pes of containers—nailed wood, 
orrugated, solid fiber, plywood 
nd wire bound boxes and crates, 
ags, barrels, collapsible contain- 
containers and fiber 


rs, metal 


®@rums 
if 


Ko 4342. The 
Soft Drinks 


. 


Movie Market for 
Analyzing the opportunity for 
pprther development of beverage 
through motion picture 
houses, Boxoffice presents “Soft 
Drink Survey,” a study covering 
volume in relation to seating ca- 
pacity, practices of circuit houses 
vs. independents, types of dispens- 
ing equipment used, how syrups 
are bought and distributed, etc. 
Drinking pop while you watch the 
show is definitely the trend 


ales 


No. 4344. Frozen Foods at Retail 
Level. 
National Grocers Bulletin pre- 


sents a new bulletin, “Report on 
Frozen Food Survey,” covering 
percentage of grocers now hand- 
ling frozen foods, products han- 
dled, amount of equipment, sales 
per foot of display case, percentage 
of total dollar sales from frozen 
foods, estimates of increase for the 
next five years, buying practices, 
etc. 


No. 4343. Route Lists for Cedar 

Rapids. 

The Cedar Rapids Gazette offers 
a new “Route List of Grocers, 
Druggists and Beer Permit Hold- 
ers” for the 16-county area served 
by the paper. In addition to route 
lists, the book contains a map, and 
lists of wholesale grocers, wagon 
jobbers, merchandise brokers, 
wholesale druggists, and super- 
markets. 


| 


No. 4345. How to Get More Local) 


Newspaper Advertising. 

Retail Advertising News an- 
nounces the inauguration of a new 
service—the 
Linage, a bi-monthly paper dis- 
tributed to local space salesmen 
on 1,748 daily newspapers, and 2,- 
500 shop index-selection weeklies. 
Objective is to acquaint local space 
men with available manufacturers’ 
mats, and to keep them abreast of 
promotional events and opportun- 
ities. Copies of the latest issue are 


publication of Plus) 


available to interested national ac- | 


counts and their agencies. 


No. 4346. Selling to Insurance Com- 

panies 

Pointing to the fact that insur- 
ance companies buy everything 
“from toothpicks to trucks” and 
are now an important factor in the 
purchase of plumbing, heating, 
building and equipment supplies 
(due to direct investment in pro- 
perties), The Spectator offers a 
new “1952 Insurance Marketing 
Data File.” This gives a general 
picture of the market, which is 
rounded out by brief media data. 


Note: Inquiries for the items listed above will not be serviced beyond June 16. 


USE COUPON TO OBTAIN INFORMATION 


! Readers Service Dept., ADVERTISING AcE 


200 E. Illinois St., Chicago 11, Il. 


| Please send me the following (insert number of each item wanted 


| —please print or type) 


Rates: 


ADVERTISING MARKET PLACE 


90¢ per line, minimum charge $3.60. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
Per line. Add two lines for box number. Deadline Wednesday noon 12 days 
Preceding publication date. Display classified takes card rate of $12.00 per 


column inch. Regular card discounts, 


ize and frequency, apply on display. 


HELP WANTED 


HELP WANTED 


WE WANT THE BEST 
largest nation-wide medium of it's 
kind wants to add two high-grade men 
between 27 and 40 to its sales staff. It 
seeks men with 5 to 10 years’ sales ex- 
perience with national or leading maga- 
zines, metropolitan newspapers, networks 
or outdoor medium. Good sales person- 
ality, record of sales accomplishment 
with national or large regional accounts 
at advertiser and agency levels essential 
The men engaged wil! join one of Amer- 
ica’s foremost corporations with financial 
resources and personnel policies that as- 
and above-average income 
to producers. We are interested only in 
men whose recent earnings are in excess 
of $10,000. Opportunity for growth in 
income and responsibility are among the 
most attractive in advertising. Please fur- 
nish resume of experience, income, edu- 
cation in your first letter; references, if 
you care to supply them. All replies held 
in strict confidence; references will not 
be contacted until after personal inter- 
view 
Box 5062, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
FOR ADVERTISING & PUBLISHING 
PERSONNEL CONTACT DON HILL 
BUSINESS MEN'S CLEARING HOUSE 
209 S. State St.- HARRISON 7-4577 
EST. 1902 CHICAGO 4, ILL 
AGRICULTURAL PUBLISHER 
NEEDS EXPERIENCED SALESMAN . 
If you've had a few year's experience in 
selling magazine space and don't mind 
considerable travel, this position will 
appeal to you. Located in scenic northern 
Illinois. This company is recognized as 
one of the progressive agricultural busi- 
nesses of this country. Write, stating 
age, previous experience, present em- 
ployment and salary desired 
Box 5069, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
P , or ree-lance ndus 
Acct. Exec. to join one-man agency or 
One-man Agency desiring to lower over- 
head. Write 
Box 5023, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
We have attractive positions for men 
and women in Advertising and Publishing 
MYRTLE BARNARD - CARMEN TAYLOR 
176 West Adams Ce 6-3178 - Chicago 


ADVERTISING SALESMAN 

Must be proven top calibre, experienced 
on business papers. Important territory 
(Chicago headquarters) of leading trade 
publication. Write fully giving age, sal 
ary, experience and other details 

Box 5070, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 

FRED J. MASTERSON 
ADVERTISING — PUBLISHING 
PERSONNEL 

All types of positions for men and women 
185 N. Wabash FR 2-0115 Chicago 
MALE OR FEMALE to assist in service 
department of Ad setting division in large 
open shop printing concern. Knowledge 
of type faces, layout and production 
necessary but can be acquired. Hours 
from 11:30 A.M. to 8:00 P.M. H. Fiedler, 
Poole Bros. Inc., Wab 2-6800 

ADVERTISING & PUBLISHING 

FOR ALL TYPES OF POSITIONS 

GEORGE WILLIAMS—PLACEMENTS 

209 S. State St Ha 7-2063 Chicago 
“What Do you know about selling on the 
Home Party Plan? A regional sale man- 
agership is available if you have the 
natural qualities and experience to earn 
up to $50,000.00 per year. We believe that 
the advertising field has such a man. If so 
please write EARL TUPPER, President, 
TUPPER CORPORATION, Farnumsville, 
Massachusetts.” 


POSITIONS WANTED 


~EX-ADV. EXEC. WANTS “BACK IN” 
Former Ass’t Adv. Mgr. of major nat’l. 
adv. in drug field now on management 
level as head of small division of huge Co 
Present responsibilities incl. all phases 
management activ., principally marketing 
prod. devel., gen’l. supervis. Main forte 
& widest exper. in adv. & marketing. Can 
sell ideas, services to top management 
Very creative, trained to think, act for 
self. Knows all phases merch., sales prom 
Could qual. as agency exec. Looking 
for success, organiz. wanting imaginative, 
Versatile, aggress., tireless producer in 
key position with hvy. respons. & broad 
opport. Age 33, family; good bearing & 
platform abil. 5-fig. income. Prefer Chi- 
cagol. Confid. assured 
Box 5062, ADVERTISING AGE 
200 F. Illinois St., Chicago 11, Ill 


DAIRY SPECIALTIES 


Cows, cones, sundaes, giant bottles, many 
stock items sculptured in miniature, giant 
or life size. Signs, displays, trademarks 
reproduced in three dimensions of rigid 
rubber, plastic, papier-mache. 
complete design and model service. 


Use our 


Chicago Advertising Agency Man 
seeks new opportunity 


An able executive, sound planner 
and skillful writer, he is currently 
vice-president of a well-known 
Chicago creative organization. 


This is a man with an unusually 
broad background and a variety of 
creative abilities. He has moved up 
through newspapers, advertising de- 
partments and advertising agencies. 
In doing so he has consolidated his 
experience and his productive talents 
into a valuable executive maturity. 

While he knows the necessity of 
hard selling for profit, and is a sea- 
soned marketer, he knows, too, the 
value of good public relations. In a 
day of growing emphasis on the insti- 
tutional personalities of corporations, 
this is an important asset. 

He is an efficient organizer, of peo- 
ple and of programs. Generally well- 
liked by those he serves, he is none- 
theless able to sell ideas forcefully, 


and without creating lasting frictions. 
He has a good quality of objectivity. 

He knows the common problems of 
dealers, distributors and manufactur- 
ers on the merchandising, sales, re- 
search, advertising, promotional and 
human relations levels. He can think 
on his feet, and is able to make an 
effective platform talk, when needed. 

Creatively he leads others well be- 
cause he can plan, visualize and write 
with the best of them, but likes to 
settle for what obviously stands on its 
merit, regardless of who sparked it 

He is honest, conscientious and 
loyal, and tries to be fair in all his 
dealings. While not unaware of his 
capacities, he by no means overesti- 
mates them, and therefore he inte- 
grates well into a functionally bal- 
anced group. 

PERSONAL—He is 43 years old; 
attended Tulane University, School 
of Architecture, and the New Orleans 
Art School; happily married; two 
teen-age daughters; Catholic. 


TYPES OF ACCOUNTS he has worked on as account 
executive, or as plan and copy man, or as both: 


Air transportation 
Bicycles & wheel goods 
Building materials & paint 
Diesel engines f 
drafting & surveying equipment 
3as & electric welding apparatus 
Home appliances 
industrial x medical wases 

fr 


Magazines 


Newspapers 
Overhead conveyor systems 
Paper products 
Radio, TV & parts 
Scientific instruments 
rucks & tractors 
Some drugs, foods, women's wear 
Institutional campaigns 
Sales training 
And many others 


For further details write: 


BOX 145, ADVERTISING AGE, 260 E. Illinois St., Chicago 11, Ill. 
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POSITIONS WANTED 


WHAT'S WRONG HERE? 
My previous ad was (GULP) a flop. Not 
one (SOB) reply. I am a versatile copy- 
writer of ‘otherwise’ proven ability. All 
around know how Agency-advertiser 
background. Particularly specialized in 
radio-writer, producer, supervisor Age 
50, conscientious and loyal to the hilt 
Successfully serving largest, most unique 
and imitated advertiser of kind - copy and 
ad production. Looking for workshop - 
and I do mean work - where ability and 
integrity are appreciated. My accomplish- 
ments have always spoken for themselves 
Adequately so. Am a rank amatuer at 
job hunting. Self-glorifying superlatives 
are obnoxious. How shall I write a future 
ad? Your suggestions will be appreciated, 
believe me. 
Box 5068, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il! 
ACKNOWLEDGED ADVERTISING GEN- 
IUSSES names on request schooled her 
to write like a Fiend Incarnate advertising 
copy that sells Foods, Proprietaries, and or 
what have you like an Angel. Seeking 
third agency change in 12 years now. New 
York or Hollywood. $15,000 - $12,500 
Box 5064, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 
READY TO MOVE 
and manufacturing experience; 
consumer and technical copy, contact, 
ideas. Now with large company on im- 
portant line but prefer different location. 
Would consider modest investment in 
small, alert reliable agency or business 
Not interested in liquor, tobacco or patent 
medicine accounts. 
Box 5050, ADVERTISING AGE 
200 E. lilinois St., Chicago 11, Il. 
MEDIA DIRECTOR — or Media Section 
Head. Comparable responsibilities, in Print 
or Outdoor, with Agency in 25 Million 
billing bracket—plus TV and Nat’! Publ'n 
sales representation. $12,000.00. 
Box 5066, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 
COMPETENT ADVERTISING MAN 
with experience in planning & executing 
campaigns for manufacturers & retailers- 
plus, wide publicity experience—seeks 
connection with Manufacturer, where 
promotional background can pay off. 
Box 5067, ADVERTISING AGE 
200 E. Ulinois St., Chicago 11, Il. 
Market Research Analyst, extremely ver- 
satile on psychological studies of con- 
sumer opinion, trends, buying habits; has 
force to carry out interviewing; available 
as consultant or for specific job. 
Box 5040, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il 
EXPERIENCED ARTIST Layout. lettering, 
comps. Desires job with agency or man- 
ufacturer in Chi. area. 
Box 5065, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Agency 


MAJOR APPLIANCE 
AD MAN SEEKS MORE 
CHALLENGING JOB 


Chicago Agency V.P. with 15 
years of experience merchan- 
dising “white” appliances, 
radio, TV and other hard- 
goods lines wants broader op- 
portunity than present agency 
position affords. Will sacrifice 
present substantial salary 
level for Right job with BIG 
POTENTIAL. 


Box 144, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il 


OPPORTUNITY FOR 
MERCHANDISING 
MANAGER 


Large, diversified, well-estab- 
lished West Coast manufacturer 
of wide line of building mate- 
rials and other products is vital- 
ly interested in building strong 
merchandising department to 
program and develop market 
research and analysis; advertis- 
ing, sales promotion, and prep- 
aration of technical literature; 
product planning and develop- 
ment; sales training; sales en- 
gineering; and other general 
merchandising functions. An 
executive qualified by practical 
experience but anxious for the 
growth potential implicit in be- 
ing in on the planning of a 
completely new department may 
find this inquiry of interest. 
State employment record, edu- 
cational background, and other 
qualifications in considerable 
detail. Competent references im- 
portant. Confidences respected 
if requested. Interviews will be 
arranged with those who seem 
qualified. 

Box 139, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, III. 


YOUR CLASSIFIED 
ADVERTISEMENTS HERE 
WILL GET RESULTS 
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Parlin Award Will Go to Prof. Nystrom 


PHILADELPHIA, April 29—Paul H.; commercial research department of 
Nystrom, professor of marketing| the Curtis Publishing Co. in 1911 
at Columbia University, will re-| and continued with this organiza- 
ceive the American Marketing| tion until his death in 1942. 
Assn.’s Parlin} 
Memorial Award 
here on May 20. 

Prof. Nystrom, 
who is 74, won 
the award for his 
contributions to 
marketing over a 
period of many 
years. His work 
dates to 1914, 
when the Univer- 
sity of Wisconsin 
published his 
Ph.D. thesis, “The Economics of 
Retailing.” 

He has been active in business, 
government and education. At 


present, Prof. Nystrom is president | . 
of the Limited Price Variety Stores | Appoints West-Marquis 


Assn., chairman of the Central! West-Marquis, Seattle, has been 
Council of National Retail Assns.| 2PPointed to direct advertising for 


. Gallagher Motors Inc., Austin 

and member of the board of direc- 5 ot i : : 
mot distributor in Washing- 
tors of the New York Sales Ex- nig oe y Pm» - € 


ton and Alaska. 
ecutives Club. He has served re- 


Capewell Boosts McAleenan 

Clifford C. McAleenan has been 
promoted to v.p. in charge of sales 
of Capewell Mfg. Co., Hartford, 
Conn., maker of pipe fitters’ tools, 
bands and hack saws. Mr. Mc- 
Aleenan came to Capewell in June, 
1950, at the time the company ac- 
quired V-Mac Industries. Inc., 
where he was sales manager and 
secretary -treasurer. 


Russell Sears Named a V. P. 

Russell L. Sears, general sales 
manager of the Ohio divisions, has 
beer: elected a v.p. of Lynch Corp., 
Toledo glass and package ma- 
chinery. 


Paul Nystrom 


Increases Ad Assessment 

West Coast Lumberman’s Assn., 
Portland, is increasing its assess- 
ment for advertising 5¢ per 1,000’ 
of shipped lumber. The reason is 
to keep the advertising at the same 
level it has been for the past six 
years. Until now, the association 
has been using large reserves ac- 
cumulated during the war. The 
budget is reportedly about $300,- 
000 annually. Mac Wilkins, Cole & 
Weber’s Portland office handles 
the advertising. 


Todd Co. Promotes Jackson 


Herbert G. Jackson, bank sup- 
ply sales representative for the 
past 15 years, has been promoted 
to manager of bank supply -sales 
promotion for Todd Co., Rochester, 
N. Y., maker of insured, protected 
checks and Protectograph check 
writers. 


Oklahoma Admen Elect 


W. J. (Jim) Willis of WKY-TV 
has been elected president of the 
Oklahoma City Advertising Club. 
Other officers elected: Harold 
Kranz, Lowe Runkle Co., Ist v.p., 
and Sue Peck of Kerr's, 2nd v.p. 


Ohio Match Co. Boosts Clark 

Lester A. Clark has been pro- Willsted & Shacter, New York 
moted from assistant sales mana- agency, has moved to larger quar- 
ger to general sales manager of ters at 420 Madison Ave. 


Ohio Match Co., Wadsworth, 
RADIO-TV ACCOUNT EXEC. 


O. He has been with the company 
Fully recognized mid-west agency 


for 14 years. 

(net Chicago) has excellent oppor- 
tunity for experienced radio account 
man. (TV experience desirable but 
not uired.) Experience in agri- 
cultural field helpful. Right man 
can acquire part ownership as well 
as reputable salary. Send complete 


Willsted & Shacter Moves 


Agency Moves in New York 


Badger and Browning & Hersey, 
ad bg mee moved its offices | 
within Rockefeller Center to the h i 
10th floor of the International | ox Hox 117, ADVERTISING AGE 
Bldg. | |__200 East Illinois St., Chicago 11, Ill. 


EXCELLENT OPPORTUNITY 
FOR ACCOUNT EXECUTIVE 
WHO WANTS INTEREST IN GROWING AGENCY 


My client, an alert, aggressive, experienced agency executive has just 
developed a sound new idea for the formation of a New York agency. He 
has sufficient billing to cover overhead. 

The man he is seeking must have demonstrated agency selling ability. 
His personal billing is not important. Investment required relatively small. 
If interested please send me resume of your background covering the past 
10 years. 

JOHN ORR YOUNG 


113 West 57th St., Steinway Hall New York 19, N. Y. 


cently on various committees of the 
Chamber of Commerce of the U.S. 
and National Assn. of Manufac-| 
turers. 


® In addition to “The Economics | 
of Retailing,” Prof. Nystrom has | 
written “Economics of Fashion,” | 
“Economic Principles of Consump- 
tion,” “Fashion Merchandising” 
and “Elements of Retail Selling.” 


Prof. Nystrom will accept the “a “¥ “a - - 
Parlin award at a dinner spon- i | 2 ' 4 | 9 
sored by the Philadelphia chapter ; my sit: sank dea” Jabeke ge! - 
of the AMA. He will speak on “The 4 eR ratisctkt | < | 
Outlook for Free Enterprise.” a ; - . se f i | | 4 if 
The award is made in the mem- if Ci BK . 4 nae Se : ) a8 | Gg : ; 


ory of Charles Coolidge Parlin, 
recognized as the father of modern 
market research. He created the 


OPPORTUNITY FOR 
TOP-FLIGHT 
MARKET ANALYST 


Mature, rapidly expanding West 
Coast organization distributing 
several lines of forest products 
nationally through wholesale 
channels, needs illed market 
analyst who can head up new 
program of market research. Per- 
son who will be of interest will 
have had several years’ experi- 
ence in key position in market 
research and be competent to 
take charge of important program 
with minimum of delay and mini- 
mum of direction. State qualifica- 
tions in detail; indicate salary re- 
quirements; furnish references. 
Confidences respected if re- 
quested. 

Box No. 140, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Available: 

COMPETENT EDITORIAL, 
SALES-PROMOTION 
SPECIALIST 


If you ore a Publisher, Agency or 
Industrial Firm with need for real 
capability, this prospect will prove 
well worth contacting: 

The man is skilled in all depart- 
ments of publishing — from objec- 
tive, persuasive editorial writing to | 
advertising promotion. He is par- | 
ticularly experienced in trade, tech- | 
nical and industrial fields; pos- 
sesses important personal contacts 
in many areas of industry, jobbing 
and tailing; is per ible and 
gets along well with associates. 

Currently employed, dissatisfied. 
Substantial-source references are 
of course available. 

Box 138, ADVERTISING AGE 
200 E. Illinois St., Chicage 11, Ill. 


Free Lancer in 
Public Relations—Advertising 
Sales Premotion—Market Survey 
(Specialist *Negro Market Data! 


we 
LORENZE SMYTHE NORTON oe 


Box 142 Advertising Age 
200 E. Illinois St., Chicago 


More than 40% of the nation’s spendable cash is 
in the pockets of families in the Fabulous Fifth! 
In the current Survey of Consumer Finances, the Federal 


Reserve Board has arranged America’s families by fifths, 
according to income. The dramatic figures show that the 
Fabulous upper Fifth pockets the bulk of the country’s 
spendable cash... and... gets nearly half the nation’s 
total consumer income...and...holds more than half the 
nation’s liquid assets. Naturally, the ideal way to sell a 


product would be to reach as many of these Fabulous 
Fifth families as possible . . . at the lowest cost. 


More than 80% of House Beautiful’s circulation 
is concentrated in the Fabulous Fifth! This is one 
of the most important “media stories” you’re likely to 
hear for a long time. To hear more about it, and how it 
can boost sales for you, phone us at PLaza 5-2800 or 
write to 572 Madison Avenue, New York 22, New York. 


House Beautifi ul sells both sides of the counter 


Sen A) Berean < tet oe 
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PHOTOGRAPHIC 
REVIEW 


| PRESS PRIZE—Harry G. Stoddard ‘left), president of the Wyman-Gordon Co. and 

ithe Telegram and Gazette, Worcester, Mass., accepts a bronze replica of an early 

printing press from Frederick J. Underwood, president of the Worcester ad club. 

The annual award commemorates Isaiah Thomas, Worcester’s first printer, and was 
d 


HOUSE THAT SOAP BUILT—This new attraction on New York's 
Park Ave. is Lever House, $6,000,000 24-story building of stain- 
less steel which can be easily washed—with Lever products, natu- 


; 


given to Mr. Stoddard for disting 


ity service. 


rally. Upper right: The advertising office. This is organized on 
lines of a model ad agency, with its brand managers for ad- 
vertising and promotion of each product. This photo shows the 
north side—media people in left foreground, assistant brand 
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managers and secretaries behind them. Lower left: The ad boss, 
James A. Barnett, advertising and promotion v.p. of Lever. His 
office, like those of other Lever execs, has a radio and TV set. 
Lower right: Lobby. This is how the ground level area of Lever 
House looks from the reception desk at left foreground. Buildings 
seen through glass walls at the left are on the opposite side of 
Park Ave. 


PUBLISHERS CONVENTION—At the American Newspaper Publishers Assn. convention, these are some of 


the people sighted by an AA cameraman: (1) Maj.-Gen. Julius Ochs Adler, New York Times, and Mr. and 
Mrs. J. Hale Steinman, New Era and Intelligencer-Journal, Lancaster, Pa. (2) William Randolph Hearst Jr., 
New York Journal-American and The American Weekly; Robert Mclean, Philadelphia Bulletin, and 
Thomas J. Cochrane, New York Daily News. (3) W. E. Hosac, Metropolitan Group; John F. Reid, Boston 
Globe; S. N. King, ad director, Bond Clothes, and J. A. Van Buren, Cleveland Plain Dealer. (4) Herbert 
F. Moloney, Moloney, Regan & Schmitt; William Block, Pittsburgh Post-Gazette; Mrs. Oveta Culp Hobby, 
Houston Post; Mr. & Mrs. M. J. Frey, Portland Oregonian, and T. A. D. Weaver, Bridgeport Post-Telegram. (5) 


Ned Chalfont, Hearst Advertising Service; Duane Jones, Duane Jones Co.; Everett Hoyt, Charles W. 
Hoyt Co., and Oliver Presbrey, Batten, Barton, Durstine & Osborn. (6) Walter Young, New York Journal- 
American; Richard Berlin, Hearst Magazines, and Hap Kern, Boston Record-American. (7) Andrew Flanagan, 
Newark News; J. D. Ferguson, Milwaukee Journal; Guy H. Bullock, Columbus Dispatch; Lew Hill, Columbus 
Dispatch; Harry H. Cchill, Seattle Times, and B. J. Foley, Newark News. (8) Frank Huntress Jr., San 
Antonio Express and Evening News; Frank McGuirk, John Budd Co., and A. A. Farley, Register, Danville, 
Va. (9) Edward C. Raymond, business manager, Bureau of Advertising; William A. Thomson, retired 
director of the Bureau; H. H. Kynett, Aitkin-Kynett Co., and Harold S. Barnes, director of the Bureau. 
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Best 
time buy 
on the market 


— 
— 
he, 


serene 


Say “Children’s Hour” and instantly people in and around Philadelphia think of a Sunday 
morning program now in its 24th year on WCAU Radio, sponsored by the Horn & © 
Hardart Restaurants and Retail Shops. Say “Horn & Hardart Herald” and they think — 
of the long-established news show heard every morning over WCAU, inviting them to 
“hear what happened during the night.” 


This part played by WCAU in the Horn & Hardart organization's advertising is best 
described in the Company’s own words... 


“We early recognized the economy of advertising by radio — and more particularly 
over WCAU. Our ‘Children’s Hour’ has not only done an outstanding sales job 
but has become a most effective vehicle for promoting good community relations. te es 
Furthermore, through our newscast, we have been able fo tell our story to our 
Philadelphia customers every weekday. The result has been 24 years of uninter- 
rupted selling — over WCAU. Today we are finding WCAU just as productive a 
sales medium as it has been at any time in our long and profitable association.” x 

Almost a quarter of a century of consecutive and exclusive advertising on WCAU adds 


more proof — proof that WCAU is the best time buy on the market. eg 
te 


WCAU 


The Philadelphia Bulletin Station 
CBS affiliate * 50,000 watts 
Represented by CBS Radio Spot Sales 
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these babies really mean business! 


What do babies have to do with your business? 
A lot—even if you don't make baby foods or diapers. 


There are now over 16 million children under 5 in the U. S. 
—an amazing 55% more than 10 years ago. In fact, one out of every 
nine people in this country is under 5 years old! 


This means America’s young people are betting on a prosperous present 
and a better future. More of them are marrying —and 
having more babies—than ever before. 


One-half of all American families today are young families, 
and almost one-quarter of America’s married women have been 
married less than 5 years! 


Is your business geared to this changing America? Are you 
selling these millions of young marrieds hard enough—as they're 
forming their buying habits of a lifetime? 


Look into Modern Romances. This fast-growing magazine 
gives you America’s Youngest Married Woman Audience. 77% 
are married, yet their median age is only 23. Sell the heart 

of the great young married market, and sell it now, to... 


america’s youngest married woman audience 


modern romances 


OELL PUBLISH NG CO. INC., 261 FIFTH AVENUE, NEW YORK 16, N. ¥. 
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Salesense in Advertising... 


Feature Section 


Rarely Indeed Do We See Notable Prose 
from an Adman’s Pen 


By JAMEs D. WooLr 


All of the really top-flight copywriters 
with whose work habits I am familiar are 
perfectionists. I have seen extremely able 
writers spend hours—yes, even days—in 
search of a single word or phrase. 

They are the despair 
of their typists. The ty- 
pographer mutters in 
his beard over their 
picayunish _ revisions. 
The production man, 
backed to the wall by 
a deadline, wrings his 
hands in anguish as the 
perfectionist holds up 
everything while he 
painfully ponders syn- 
onyms. 

Alexandra Lvovna Tolstoy, the only 
surviving child of the author of “War and 
Peace,” tells in The New Yorker (issue of 
March 15) how the great master com- 
posed his immortal works. He edited and 
re-edited, she says, and the margins and 
the spaces between the lines were jammed 
every which way with revisions. She often 
worked half the night at her typewriter, in 
order to be able to have a clean copy of 
the day’s writings on her father’s desk 
when he resumed work in the morning. 
More often than not he would seize the 
fresh manuscript and scribble all over it, 
and she would find herself back where 
she had started. 


James D. Woolf 


s It has been my observation that gen- 
uinely good writing at any level does not 
come easily. It appears to me to be gener- 
ally true, as Edison is said to have re- 
marked, that genius is 1% inspiration and 
99% perspiration. Certainly Miss Tolstoy’s 
account of her father’s habit of work bears 
out the Edison definition of genius. I am 
rarely impressed by the reports I oc- 
casionally hear of terrific copy concep- 
tions popping right out of the blue, like 
a flash of lightning, into the creative 
man’s head. Prior to the popping was per- 
spiration, and after perspiration there fol- 
lowed that period of subconscious gesta- 
tion which plays so potent a part in all 
creative production of ideas. 

Concerning this subconscious gestation 
period, James Webb Young has this to say 
in his remarkable little book, “A Tech- 
nique for Producing Ideas”: “In this third 
stage you make absolutely no effort of a 
direct nature. You drop the whole subject, 
and put the problem out of your mind as 
completely as you can...Listen to music, 
go to the theater or movies, read poetry or 
a detective story. In the first stage you 
have gathered your food. In the second 
you have masticated it well. Now the di- 
gestive process is on. Let it alone—but 
stimulate the flow of gastric juices.” Com- 
menting on the role of the subconscious 
in the creative processes, Sir Walter Ral- 
eigh once declared he did his best think- 
ing during the night while he slept. Very 


probably Tolstoy’s “editing” while he 
slumbered was the reason he scribbled 
all over his daughter’s freshly typed man- 
uscripts in the morning. 


s As I have remarked in this place be- 
fore, it’s too bad that the advertising busi- 
ness is in such a hell of a hurry. Seldom 
indeed does the writer have time to 
“slumber” over his copy, or to lay it aside 
while he listens to music or reads poetry. 
All too rarely is he permitted to jam his 
first drafts “every which way with re- 
visions.” 

There is a great deal of mediocre writ- 
ing in the advertising business, its medi- 
ocrity ranging from perfectly awful to 
fairly acceptable. There is also a moder- 
ate amount of good writing—good in the 
sense that it is clear, concise, imaginative, 
and pleasingly free of platitudes and je- 
junity. Once in a great while, of course, we 
see some really distinguished prose from 
an adman’s pen. There are two reasons 
for this generally low level of excellence. 


Long-Range Job for Business 


More About Stock Photos 


One is the fact that many so-called writers 
have no genuine talent for the work; the 
second is the clock and the calendar. . 


® Somebody remarked recently that what 
the writer says in his copy is more im- 
portant than how he says it, and I believe 
I have on several occasions given voice to 
this opinion. But this does not mean that 
matter is everything and manner is noth- 
ing. Memorable ideas are memorable at 
least in part because of the manner of their 
expression. The words Lincoln used at 
Gettysburg—a script he edited and re- 
edited a half-dozen times—are a major 
reason the ideas set forth in his address 
live on and on in men’s minds. Patrick 
Henry’s speech in the Virginia House of 


G. D. Crain Jr. Says... 


Let's Not Kid About Advertising 


Gates Ferguson, director of advertising 
and sales promotion of the Celotex Co., 
and a veteran of the national advertising 
scene, recently made a suggestion to the 
Agate Club of Chicago, magazine repre- 
sentatives’ association, which it seems to 


The Market Research Question Box 


E. L. Deckinger, director of research, The Biow Co., New York, 
has dug up some questions and answers for admen. His first 
set of ten are presented here, and others will follow. Try your 
hand at these—then check the answers on Page 75. 


1. The population of the United States in 1790 was approximately— 


» 


- —-_ fe! : (d) 64 million; (e) none of 
ee 

2. The population of the United States as of November 1951 was estimated 
at about—(a) 141_____; (b) 146 ‘() Bis ww) ae. me 
lion; (e) none of these___. 

3. As of June 1, 1951, there were approximately—(a) 22. _; (b) 
a a2 er Rm 4m) million car-owning families in 


the United States; (e) none of these 
The biggest percentage population gain, of any city now of 100,000 or 
over, 1950 over 1940, was about—(a) 100% ; (b) 150% 


’ 


(c) 200%____; (d) 250% ; (e) none of these . 

5. Weekly motion picture attendance in the United States is now running 
about—(a) 25- ; a ew ee a ; (d) 90 million a 
week; (e) none of these ___ 

6. Total vote for president in 1948 was about—(a) 34 ; (b) 39 
(c) 44 _; (d) 49 million; (e) none of these- 

7. The number of radio sets in working order in the country is approxi- 
mately—(a) 45...__; (b) 65. ; (c) 85 ; (d) 105 million; 
(e) none of these_ 

8. The number of television sets installed as of the first of 1952 is esti- 
matea at about—(a) 8; (b) 12 > (c) 16 (d)20 __ 
million sets; (e) none of these 

9. According to the U.S. Census of Manufactures ef 1948, the industry 


group employing the most persons (average for the year) is—(a) ma- 
chinery (extluding electrical) _ ; (b) food and kindred products 
—.; (c) transportatior equipment - (d) textile mill products 

; (e) none of these 


10. The number of markets in the country in which television has at least 


one originating station is most nearly—(a) 50... __; (b) 65__; (c) 
80___._; (d) 95____; (e) none of these__ 


Answers to Questions on Page 75 


Action Endings Add Zip 


Is Your PR File Up to Date? 


Delegates—‘“‘Give me liberty or give me 
death”—is memorable no more because of 
what he said than how he said it. Surely 
it was Winston Churchill's choice of words 
as well as of ideas that inspired England 
to fantastc heights of courage during its 
darkest hours. 


® I should like to see more good writing 
in advertising, not for the sake of good 
writing as such but for the sake of copy 
effectiveness. But I don’t expect to. It 
seems to be something in which business 
has little interest. I do not recall ever 
seeing good writing scheduled as a subject 
for clinical discussion at the regional and 
national conventions of the several adver- 
tising associations. 


) FP ATT A SRI Oy 


me deserves the attention of every 
in the business. 

“Why do you refer to yourselves ‘as 
peddlers?” asked Mr. Ferguson. “I - 
lieve that it is a mistake for men who have 
to know markets and marketing, copy afd 
art, media values and how to apply ad- 
vertising strategy to sales problems, “to 
talk themselves down by suggesting t 
selling magazine space or any other kind 
of advertising service is a job for pé@d- 
dlers.” ; 


tin 


§ 
es Mr. Gates went on in a a8) 
vein to insist that representatives of 
vertising media are gentlemen and schol- 
ars, and that they have much too much 
to offer to justify anybody in treating 
their talents lightly. 

Actually, it is a habit of the business 
to use the language of huckstering face- 
tiously in referring to the sales job of the 
media representative. He is said to make 
a pitch for an account, to put on a dog 
and pony show, and to carry a bag of 
tricks from which he can extract what- 
ever is necessary to capture the elusive 
order. But he is seldom given credit in 
the conversation of the trade for selling 
an important product and service which 
his customers need, respect and appreciate 
at its full vaiue. 


® Most of this, of course, is conversation 
which nobody is expected to take seri- 
ously. The salesmen who call themselves 
and their competitors peddlers would, 
like Cyrano de Bergerac in discussions 
of his unfortunate nose, resent having 
others place them in this category. Ad- 
vertising salesmen are usually able guys 
who are masters of the lignt touch, and 
the usual approach is in a somewhat 
flippant mood. When the chips are down, 
the salesmen get serious and do their 
stuff in the most approved style, as the 
records of advertising volume amply at- 
test. 

However, advertising has plenty of pub- 
lic relations problems. It is criticized by 
many people of affairs as being unreliable 
as a source of information; it is cited oc- 
casionally by the Federal Trade Commis- 
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sion for being untruthful and misleading; 
it has even been condemned by the Presi- 
dent as being used by some companies to 
evade part of the income taxes which 
business should pay. It has a good answer 
for all the attacks, but the best answer is 
to show that it works hard in performing 
a vitally necessary economic function in 
the merchandising of the products the 
public buys 

Because of the necessity of maintaining 
proper acceptance of advertising by both 
business and the public, it is poor policy 


Tips for the Production Man... 


to treat it lightly; to kid about its par- 
chase and use, or to refer to its repre- 
sentatives in a style that suggests that 
“The Hucksters” represents the normal 
atmosphere of the advertising business. 
In short, advertising needs dignity in its 
presentation, and being undignified even 
in fun and in the family doesn’t do it 
too much good. 

Mr. Ferguson made his point. It’s up to 
advertising representatives themselves to 
show that they believe he knows what 
he is talking about. 


More About Stock Photographs 


By Kennetu B. BUTLER 
A short time back I wrote a piece about 
stock photographs, quoting one stock 
photo representative to the effect that 
there seems to be a prejudice against this 
type of photo by some of the smaller agen- 
cies and ad departments. 
My thoughts on this subject elicited 
quite a flurry of letters. Five readers 
wrote in asking for a list of stock photo 
Ssuppliers. A couple wrote agreeing with 
Smy premise that such photos do a big job 
on a moderate budget. The New York 
brepresentative of one well-known stock 
sphoto house wrote me saying business 
fis very good, thank you, and that the 
iterm “stock photo” is okay and long may 
it wave 
I would be content to let the subject 
rop at this point, were it not for a letter 
rom the Chicago representative of a pic- 
ure service, who made some pertinent 
omments 
“i work actively every day with stock 
hotography in both color and black and 
yhite,” my correspondent writes. “It is 
imply iack of imagination. No one knows 
ur picture possibilities better than we 
o, yet seldom do customers take advan- 
age of the collaboration service we are 
eady and able to give. 
| “We get calls for certain pictures, rather 
for pictures to illustrate an idea. 


han 
— a picture will frequently fail to 


meet a preconceived notion, When asked 
for a picture showing a bear’s tail, a rear 
view of a polar bear was refused. 

“There is always the man who traveled 
past Grand Canyon 15 years ago, made 
one stop; then states authoritatively and 
finally that that isn’t the way it looked 
To top it off, customers who don’t flinch 
at hundreds of dollars for engraving costs, 
thousands of dollars for testimonials or 
art work, will quite literally quibble over 
pennies for such services as ours, blandly 
saying: ‘Well, these have been in your file 
for a long time.’ 


@ My correspondent further says the 
method of reproducing the range of stock 
photos in catalogs or brochures increases 
likelihood of duplication and limits choice, 
because only a fraction of available pho- 
tos can be presented this way. If given the 
chance, dozens of acceptable alternatives 
can be submitted, he says, with no obliga- 
tion, if unused material is returned 
promptly. 

The writer feels that a change in name 
will not provide the answer. Picture ser- 
vices prefer to be added as a consulting 
department to the advertiser or agency, 
and not be considered for their bargain- 
basement possibilities alone. 

I think there are some pretty sound 
thoughs here which will, if acted upon, 
still further increase the effectiveness of 
the stock photo in advertising, promotion, 
and illustration. 


Mail Order and Direct Mail Clinic... 


Action Endings Add Zip 


By Wuirr NortHMore SCHULTz 


Millions of dollars will be spent on 
direct mail letters this year. Most of these 
letters, I'll bet, will have weak closings 

Sure, the letters will get attention by 
clever openings. Propositions will be well 
explained. Sales arguments and convinc- 
ing proof will appear in the body of most 
of the letters 

But, for some reason I'll never know, 
many letter writers will completely forget 
the great importance of an action-getting 
close. Too often close with, 
“Thank you for letting us talk with you,” 
weak 


sales letters 
or some other such sentence 

Good sales letters must generate action 
The place to spotlight and to get this 
is in the close of the letter. The last 
thought in the reader's mind is the im- 
portant one. Hence, the impact should be 
at the end of the letter 

Here are some action-closing phrases 
that will spark up your sales letters. Most 
of them, you'll note, can be adapted to 
almost any offer or proposition sold by 
mail today: 


“Send no money. Take no risk. Merely 
sign and mail the card today. We'll do 
the rest for you.” 

“Insure your future 
wrap remittance—cash, check or 
money order—in this letter. Mail it in 
the handy postage paid envelope enclosed. 
Success follows.” 

“Don't bother to write a letter. Make 
it easy for yourself. Just initial the card 
enclosed and drop it in the outgoing mail 
basket.” 

“Remember! Our supply is 
Send your order NOW!” 

“You can use the return envelope en- 
closed. No stamp necessary. Your order 
will come direct to me so I can give it 
my personal attention.” 

“Write, wire or phone us today. We'll 
get the free sample off to you tonight.” 

“Yes, best of all, it doesn’t cost you 
one cent to find out. Merely mail the en- 
closed card and we'll send our newest 
model for you to try in your own home 
FREE for 15 days.” 

“May we send you this service now? 

There's no charge to you. Just send us 


success. Simply 
your 


limited 
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Business Story Is a Long-Range 
Educational Job 


The government's illegal eizure of the 
tee) mill. has stirred the greatest Constitu- 
tional issue sin ce the “Court Packing Plan” 
of 1937. 
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How the Nation's Press Views the 
Government's Seizure of Steel 
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STEEL COMPANIES IN THE WAGE CASE 
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Newspapers throughout the United 
Stale. have commented yigoroush oo this 
issue. Follow ing are typical excerpts from 


200 FIT AVENUE Sew Youre LN Y 


times aloof, “public relations” way. 


in The Corner’s opinion, it is not only 


self 


or both. 
But paid space or paid time is only 


they fail to interpret clearly. 


papers, magazines, outdoor, radio and 
but it will be cheaper than socialism. 
hered to 


trends are not reversed overnight. 
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For a number of years a number of individuals in advertising have been 
urging business to tell its story in paid space—not defensively, but offen- 
sively. And a number of businesses have done this, but in a dignified, some- 


The steel seizure precipitated a more outspoken kind of advertising on the 
part of the companies involved, and this is good. But it seems a little late 
and falls upon the public at a time when sides have been taken. Nevertheless, 


In the steel seizure, government is quite obviously acting outside the law. 
It is depending for approval of its action not on legal interpretation but on 
public sentiment. As far as The Corner is concerned, it is equally obvious, 
therefore, that business cannot depend on legal interpretation to defend it- 
the trend to sheer demagoguery is all too apparent. Consequently, busi- 
ness’s only recourse is to vie with government and compete for public sup- 
port, and its most effective medium for this is either paid space, paid time, 


experienced spokesmen, interpreters who are not so biased that they fail to 
win sympathy, yet not so lacking in knowledge of the business process that 


To do this, business must seek out individuals in the agency structure rather 
than batteries of high-pressure salesmen. For this is a highly personalized 
job. It is a job of convincing neither through statistics nor political rhetoric 
but through patient, reasonable, enlightening education. And the objective 
cannot be accomplished in two weeks’ time or at the height of the crisis. It 
must, in The Corner’s opinion, cover years and involve every medium: news- 


and not abandoned simply because of the hope engenderd by a 
possible Republican victory in November. What is occurring is a trend, and 


necessary but essential. 


a medium; what business requires are 


television. The cost may be staggering, 
The program, too, must be rigidly ad- 
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the convenient card enclosed.” 

“Today—more than ever before—you 
need this equipment. You'll get ahead of 
competition by mailing your trial order 
today.” 

“It'll take you just an instant to jot 
your name and address on the postcard 
enclosed. Do it now!” 

“Mail your order now and we'll send 
you a handsome pencil with your name 
on it—an extra bonus from us to you!” 

“Your credit is important. We know 
you want to keep it excellent. You can if 
you'll please send us your check for $10 
covering the unpaid balance in the con- 
venient postage paid envelope enclosed. 


Thank you for keeping your credit tops 
with our company.” 

“We'd like to help you save your hard- 
earned cash. May we? Just initial the 
postage paid card enclosed. Mail it on 
the way to work today.” 

“Right now, while this letter is having 
your attention, will you please make out 
your check for the amount past due, $..., 
and send it in te us? Thank you.” 

“You decide the merits of our product 
Merely sign and mail the enclosed card 
and we'll send you demonstration samples, 
free of charge, by return mail. You'll be 
pleased.” 

“You've been selected as a leader in 
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your community. Your help is needed 
now. Will you please sign the reply card 
enclosed, mail it, and then let us explain 
your importance to this drive?” 

“Time is short. Send your order today 
so you'll have a supply to meet the sum- 
mer demand.” 

“Why not send us a trial order today? 
We guarantee you'll be delighted with the 
profits.” 

“Send no money. Simply keep this let- 
ter as your guarantee and mail the card— 
TODAY.” 

“By ordering now you'll take advantage 
of this special offer. Just drop the en- 
closed card in the mail. Your credit is 
firmly established. It’s a pleasure to serve 
you.” 


The Eye and Ear Department... 


“Father's Day is near! Please your Dad 
by sending him a year’s subscription to 
his favorite magazine. Just initial the card 
enclosed. No postage necessary. We'll bill 
you later—but we'll send the first issue 
to your Dad in time for his day.” 


s “Show Mom how much you love her. 
She'll treasure this book. Merely attach 
your check or money order to this letter 
and return to us in the postage paid en- 
velope. Your Mother will be happier than 
ever this Mother’s Day!” 

“We guarantee this book will help you. 
Rush your order to us today and get a 
copy personally autographed by the au- 
thor. Mail the enclosed card this after- 
noon.” 


Noble Experiment 


With its “Broadway TV _ Theater,” 
WOR-TV in New York has launched a 
noble experiment. “Broadway TV Theater” 
will expose a single play five nights a 
week, Monday through Friday, from 7:30 
to 9 p.m. (except Wednesday, when cur- 
tain time is 8 o’clock). 

The experiment is noble for several rea- 
sons—first and foremost of which is the 
fact that it is an experiment, taking place 
in a medium which, despite its youth, has 
already become pretty set in its ways. 
There seem to be plenty of people in tele- 
vision willing to experiment, but disin- 
clined to because experimentation in ad- 
vertising these days has few takers; ad- 
vertisers and agencies alike seem to pre- 
fer to stay in the rut rather than get out 
of it and maybe slide into the ditch. 

It’s noble for another reason. With.the 
removal of restrictions on new TV stations, 
it is quite likely that other towns, before 
long, will have a multiple operation, such 
as has existed in the larger cities, such as 
New York. If so, weekly programs on dif- 
ferent stations can provide as much vari- 
ety as daily programs provide today on 
one or two stations. And if this works out, 
production costs can come down. 

There is another reason WOR-TV’s ex- 
periment is noble. It may make it pos- 
sible for an advertiser to buy a part of 
the show every night in the week and, by 
reaching a new and unduplicated audience 
every night, arrive—through accumula- 
tion—at enormous coverage for the money 
expended. It will be interesting to see, 
if the plays are good, whether or not the 
audience builds during the week through 
word of mouth. 


Employe Communications... 


BROADWAY Tv—Vinton Hayworth as District 
Attorney Galwey and Ann Dvorak as 
Mary in “The Trial of Mary Dugan,” first 
production on “Broadway TV Theater” 
(WOR-TV). The judge is Thomas Heaphy. 


“Broadway TV Theater's” first produc- 
tion was “The Trial of Mary Dugan,” a 
rather unfortunate initial choice in this 
reviewer’s opinion, since the play is not 
only dated but dull. “Three Men on a 
Horse,” its second production, was a much 
happier choice, despite its apparent crow’s 
feet and sagging chin. 

Since this is the closest TV has so far 
come to real theater, The Eye and Ear 
Department wonders why a little more of 
the atmosphere of a reali theater could not 
be introduced, such as it was on “The 
First Nighter’ which Campana’s Italian 
Balm had on radio for so many years. 
Couldn’t an usher show you to your 
“seat?” Couldn’t the commercials be in- 
troduced as if you were leafing through 
Playbill? How about one commercial— 
say for a cigaret—in the “lobby,” be- 
tween acts, where one usually goes to en- 
joy a smoke? 


How’s Your Public Relations File? 


By Rospert NEWCOMB AND MarG SAMMONS 
The executive secretary of one of the 
nation’s many manufacturing associations 
is knee-deep in preparations for a sum- 
mer shindig. This festival is being built 
to mark the birthday of some civic ac- 
complishment, and the secretary is doing 
fairly well at lathering up the people. 
In the course of his researches, he has 
become gloomily impressed by one find- 
ing: Companies in his area, solicited for 
picture material and background infor- 
mation, are empty-handed. The back- 
ground matter can be developed, by 
spending an hour or so with some of the 
old-timers. As for pictures, the secretary 


reports that not only are files of early 
prints simply unavailable, but he finds 
practically nothing of current interest or 
value. What’s more to the point, four 
companies out of five appear to have no 
existing arrangement for furnishing an 
interested public the sort of material it 
wants. : 

8s How many yards of woolen goods, how 
many castings, how many bottle caps 
produced in the local area might be sold 
by this community promotion is open to 
question. It is possible it would sell none 
at all. But on a day-in, day-out basis, any 
company with a product to sell has a 


use for pictures and facts about itself. 
The large companies have public rela- 
tions departments that help in keeping the 
name of the concern before the public. 
The small concerns generally make no 
provision for such things, and appear to 
have little interest in it. 

As a result of the secretary’s findings, 
he is undertaking a new project, whereby 
organizations in the area will build public 
relations files. Checking with the local 
library and with several high school 
teachers, he finds that these groups would 
greatly appreciate this sort of material 
about local industry, The librarian has 
volunteered to make a display so that the 
local citizenry can see what goes on in 
the industrial community. But, she points 
out, she must have the material first. 


® Teachers in the schools will use dis- 
plays in schoolrooms, and most schools 
welcome volunteer speakers from the 
world of business. And you can count on 
the fingers of one hand the participants 
from business in such projects. 
Weyerhaeuser Timber Co., with head- 
quarters in Tacoma, Wash., has both a 


Industrial Productivity 


Sir Henry Thomas Tizard, distinguished 
British physicist and aeronautical au- 
thority, delivered the sixth annual Arthur 
Dehon Little Memorial Lecture at Massa- 
chusetts Institute of Technology in No- 
vember, 1951. In some notes on his speech, 
he presented a provocative discussion of 
what might happen if industrial produc- 
tivity were increased. The following is 
excerpted from these notes. 


Many Americans seem to assume with- 
out question that a continuing increase 
of industrial productivity, at the rate to 
which they have become accustomed, will 
necessarily be accompanied by a continu- 
ing increase in the material standard of 
living. I have doubts about this. 

We shall all agree that increase of pro- 
ductivity depends fundamentally on the 
application of science; but there must be 
a limit beyond which an increase in the 
volume of research and development will 
bring no economic advantage to a nation. 
This is a social problem which deserves 
more attention than it has received... 

A very experienced American friend 
told me in conversation that American 
industries should spend two per cent of 
their gross receipts, on an average, on re- 
search and development; by which he 
presumably meant that if they did so their 
gross receipts would increase by well 
over two per cent annually. I see no rea- 
son to dispute his estimate in this year 
of grace, but for how long would it be 
true? Indefinitely?... 

Possibly my doubts would be resolved 
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product and a viewpoint to sell. In selling 
both, the company sensibly recognizes an 
obligation to keep a community informed. 
Thus, whenever something new is de- 
veloped within the company of interest to 
outsiders, Weyerhaeuser’s alert public in- 
formation department is in motion. This 
isn’t in itself unusual in public relations, : 
but what impresses the outsider about the 
Weyerhaeuser activity is its depth. The 
public information people go right to the 
heart of the community with what they 
have to say. The little weekly gets the 
same courteous attention as the big daily. 
Schools and libraries are served with as 
much information as they want, in the 
form they prefer it. Recently, when Wey- 
erhaeuser installed “boom boats” for mov- 
ing logs in river transportation, communi- 
ties had something new to talk about in 
an industry that belonged to them. 

The manufacturing association secre- 
tary scratches his head in bafflement over 
the inertia of his fellow-townsmen. “They 
all want the people to love and respect 
and believe industry. But they seem 
strangely disinterested in doing anything 
to bring this about.” 


and Standard of Living 


if the School of Humanities and Social 
Studies at M.IL.T. could provide answefs 
to the questions in the following par@- 
graph. ‘ 


s Assuming (a) a steady increase of 
dustrial productivity at the rate of th 
per cent annually until the end of 4 
century, by which time productivity 
have increased four-fold, and (b) 
danger of war, what will be the gene 
effect on the national economy? 

In particular: 

What annual expenditure (a) on 
search and development, (b) on capi 
equipment, will be necessary to sust 
this steady increase? 

Will production per head of the popu 
tion be four times as high in the year 2 
as it is now? If not, will it be limited 
shorter hours of work, or by a pro 
tionately lower labor force in indust 
(Note: in answering this question t 
into account the probable availability 
raw material.) 

If increasing productivity tends in 
future as in the past to lower that pro- 
portion of the working population that is 
directly employed on productive work, 
what will the rest do, and how can their 
productivity be improved? (Note: in “free 
enterprise” America a greater proportion 
of the working population is directly em- 
ployed by national and local government 
than in “socialized” Britain.) 

Will the American nation feel happier, 
more secure, and more confident than it 
does now? 


cars 


any local religious feelings. 


not available. 


Answers to Questions on Page 73 


1. (Q). 161 years ago, there were 3,929,214 of us, according to the Census of 1790. 

2. (d). The Census estimate as of November 1951 was 155,697,000 (including Armed Forces) 

3. (c), There were 32,736,000 families owning at least one private bus, as of June 1, 1951, 
according to the Crossley-Crowell-Collier survey. There were 36,982,000 family-owned 


4. (d). Biggest gainer was Baton Rouge, which went from 34,700 in 1940 to 124,000 in 1950 
—an increase of 257%. Discovery of oil believed to have played a bigger part than 


5. (c). Now running about 65 million a week; peak rate of about 90 million a week was 
reached 1946-1948, when commodities available for sale were limited largely to motion 
picture tickets, ballpoint pens that wrote best under water, and rum. Authority for the 
theater attendance statistics, “Motion Picture Herald." 

6. (d). Exact vote was 48,836,579, according to official records, of which the Independence 
(Mo.) entry corraled 24,104,812. Dewey bagged 21,970,065. Write-in count for Eisenhower 


7. (d). According to the Joint Radio Network Committee, there are 105.3 million, of 

which 23.5 million are auto radios, 34.0 million are “secondary or portable sets." 

(c). 15,777,000, according to NBC's estimate. 

(a). With 1,545,000 employes. The figures for the other three industries—which are the 

next three in line according to the Census classifications, are: food and kindred prod- 

ucts, 1,442,000; textile mill products, 1,233,000; transportation equipment 1,182,000. 

10. (b). There were 63 such cities as of January 1, 1952, but there are quite a number 
of others waiting for the ice on their antennas to melt. 
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There Have Been Some Changes Made 
in 50 Years of Advertising Texaco Products 


Banger 
wm the Musimippd, Last, it acts as a friendly, 


TEXACO 
MOTOR OIL 


on 
THE TEXAS COMPANY 
enwres New vome 
chaste ert 
ee ee Oe Re Ce 
OL. TIMES The Teras Co. was a mere 


eleven years old when this ad appeared 
in National Geographic in 1913. Americans 
flocked to the highways that year and 
s the Hague Peace Palace was dedicated. Rad Sh 


SNOB APPEAL—In 1927 Texaco made a bid for the upper stratum of the horseless carriage 
trade with this copy in The Saturday Evening Post. Fine cars—fine oil is the story. 


TT ’ , 
Ss 
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EH till plenty of oil-and body OKS” . 
- ‘ — ee 
Piet le omen es therammede of arte mts mee eeee sticking platen riage — free from. gristy-carteon ‘ y 
| she se Tenens Guhdem Motor Gil reguiarty. forming slinmmete which enum am engine te over! ——w ' 
Keven aher 2 long, hand vacation wipe this pom tenet, falter and hee puwen ‘ - 
eoline oil tilt cing to tae “sate” —etill renatine 
(St fammemes fut! handy = heh eameres anes sere op comniseratly umiier the Tesare Med Star © iit 


“Think of it/—NOT a cent : 


tented rire amy oth 4 metewtilie preetston 
thet Se Rewee process co temprorn fhe os 
frites pare ae thems Hh te free frome gmemens 
reheat Ware obi aeee fealty caive ertion amd 


bigbears Thee Limecin Higt= ss far smetatere. 
4 Venere Teall 2th Servier Statinme wever 
i ae ee 

ated mooter oil enkd te every me af our i 


COMPASY, FERACO FEveeLeee Feeerers 


THE NEW 


| TEXACO chek Bn 


we 


- 


THROUGH DRIVERS—Texaco was boosted as the 


TEXACO | 


GOLDaN MOTOR OIL ¢ 


“only gaso- 


line and motor oil sold in every one of our 48 states” in 
this 1929 series which plugged “our great national high- 


“CRACK -PROOF”. 


ways.” 


“REGISTERED” 
REST ROOMS 


Phediged seat ama cheno from vimiss oo omst by 
tee mem eotee cape Fire Owe! for roms car 


Every Motoring Family will applaud: 


THE TEXAS C 
renage 


OMPANY 
eacans om mk 40 Sere 


UP-TO-DATE—It’s a strictly institu- 
tional approach in this copy which 
will appear in May and June in 
Look, Pathfinder 
and The Saturday Evening Post. Co., 
Cunningham & Walsh is the agency. 


NEW THEME—In 1938 Texaco took positive approach on a situation Collier’s, Life, 
which had long been a major complaint of motorists—to give the pub- 


lic an added reason for choosing a Texas Co. station. 


The 1952 celebration of the Texas Co.’s golden anniversary 
rounds up this representative collection of ads starting 
with a National Geographic page of 1913, when the com- 
pany was eleven years old 


: hes CARS DESERVE 


FINE OIL 


People who know thew way about in the world, 
and whose lives prowe it, have very simple solu 
noms fot motonng problems They sasnnctrvely 
trust the leadershup built by qualsey 

The clean, clear, golden Texaco is a8 natural a 
menor oil for chem as the good lines of the cars 
they drive or che Clothes they wear 

By icself they maght not give more than a pase 
ing though v0 the color, but with 4 word known 
name shining chrough «— they are content 

To them cechmca pertamon of Tox tubecance © implied 
bey thee ve Towser grveth, whe xis sppcats uo chem ao brang 
werneiare come cnbbvubes! ond dhenwawer chan due rem 

‘Oe the Road, ot on the Avenue, they naturally soll wp to the 
Teumco Red Sear and Geece T hr hitmcamoe server 


18 TRS COMPACT Fo Rey Phen, Mew Heh Gey 
Jona Rew One 


TEXACO 


for repairs!” 


“AND teee voor we pent eo meh on the war Piet 
se the betters therm section tromalien we tog 


eed beeps at cand tes heen ariom erminien Lhe sor agape 
ae reas thee ream weby! Hie cham. clear geibem cote 


Ce thee claire emang vee racks crests spoon hans pring 
cae ts rte strech reer) moving jeart! And ot 
the lenge at appeenhs all erat temperature chee otarey 
pretectom «ill ent—conent—bewsh down! 

Toctip pamy car -upemne—te iarewue yam mutes plrmere 
ewe the sd dt droid seal yom cree sill with 
the ew crinth greet Tonnes! At the samee tame Oil up the 
sah with VoumreFithy! Gamaline and omjes the theill af 
devving with the “dey” Pibyt gemdinn! = 

TUE THAAS COMPANY — Tamer Pemadnum Predicts 


. CONGER- LASTING 


BUDGET APPEAL—In 1931 the depression was on and the 
Texas Co. tried this approach in Holland’s Magazine 


> 


— 


Travel is calling! ‘The purr of the pertecly 
habrwcsced eagane 1 telling ot To nace Mbestur (nm! 
wherever the long roads serench! .. Le your 


TEXACO 


GCOLDEN 
MOTOR OIL 
‘The Tense Company, 17 Beoery Plem, New Vork Cin, Tree Persiee Prater 
SPRING CALL—Then, as now, springtime for 
some meant baseball—for others romance. 
This ad, which appeared in the old Liter- 
ary Digest in 1928, combined the two. 


lpia AT THE PRICE OF REGULAR GASOLINES — 
Berle, 


TALENT TIE-IN—Milton 


“Texaco Star Theater” 


(NBC-TV), has not been given much play in the print 
schedule. Ed Wynn, in the early 1930s, was featured in 


this SEP page. 


Be ew ee ooo gem 


Tae ORAS Company 


PAST AND FUTURE—This spread marking the 50th anniversary (on April 
7, 1902, the Texas Fuel Co. became The Texas Co.) will be pub- 
lished in several magazines. Among the employes included in the 
tribute: John C. Colligan, retired supervisor of the Texas Pipe Line 
believed to be the only surviving original employe, who wrote 
an article of reminiscences in the current “Texaco Topics.” 
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Customs Bill Hit 
as Beneficial to 
Mail Order Selling 


WasHInGToN, April 29—Retail 
clothing and jewelry merchants 
warned Congress yesterday that 
proposals to simplify customers’ re- 
strictions might result in a rash of 
mail order selling from abroad. 

Retailers directed their fire at 
sections of the customs simplifi- 
cation bill (H.R. 5505) which per- 
mit importation, duty free, of arti- 
cles worth $10 or less. At the pres- 
ent time, duty is collected if the 
value exceeds $1. 

Louis Rothschild, executive di- 
rector of the National Assn. of Re- 
tail Clothiers and Furnishers, said 
the increased exemption would 
clear the way for widespread mail 
order selling. 

“We do not oppose mail oraer 
businesses as such,” he said, “but 
foreign firms, freed of customs 
duties and federal excise taxes, 
would be unfairly competitive.” 


® A spokesman for the Jeweler’s 
Vigilance Committee also opposed 
the bill, which has already passed 
the House. 

Mr. Rothschild warned that a 
provision of the bill requiring the 
Secretary of the Treasury to pre- 
vent unfair competition would be 
worthless. 

“It is unlikely, in our opinion,” 
he said, “that the Secretary's of- 
fice would be able to police the 
thousands of advertising media 
which would carry mail order of- 
ferings, much less the direct mail 
advertising.” 

To show “the receptiveness” of 
consumers to mail order offers of 
“imported” goods, Mr. Rothschild 
submitted two ads from the current 
issue of Esquire offering British- 
made shoes. 

“If this bill were to pass, the 
men’s wear merchant could not 
meet the competition on imported 
items,” he said. 


® He cited as examples: 

A man’s wool sweater “on which 
the word ‘imported’ is a terrific 
selling point,” costs $12 “through a 
reputable merchant in this coun- 
try.” It could be sold “extremely 
profitably” for $7.50 by mail order 
under H.R. 5505. 

Imported hat: retails for $18.50; 
could be offered by mail for $9.50 
“because of the savings in customs 
and the lower standards of mer- 


On Tuesday, June 10th, 1952 
The New Orleans 


ITEM 


Louisiana's Largest 
Afternoon Newspoper 
Will Print An 


—f~r peeve rbary Gt ” 
Celebrating 


75 YEARS 


Of Publishing in New Orleans 


@ A Guaranteed 
Circulation of More 
Than 140,000 
@ A 75-Year Review 
of The Item 
New Orleans 
and Louisiana 
Advertisers! Reach the Greater New 
Orleans Market! Place Your Message 
in The Item! It Goes Home—Stoys 
Home! 
For Details Wire, Write, or Call 
the Nearest Office of 


SAWYER, FERGUSON 
and WALKER 


New York, Chicago, Detroit, 
Philadelphia, Atlante, Sen Francisco, 
Los Angeles 


chandising in foreign countries.” 

Fine cashmere muffler: $12.50 
in retail stores, $7 by mail, “largely 
due to the savings by avoiding the 
45% customs duty.” 

“That this is more than an im- 
aginary danger,” Mr. Rothschild 
said, “is well attested by the ad- 
vertisements of cruise ships who 
make capital in obtaining tourists 
for the West Indies, South America, 
Nassau, Havana, Bermuda and 
other places saying this will give 
you an opportunity to buy fine 
English woolens, French perfumes 
and other items customs free and 
at large savings. If the savings of 
customs is worth advertising for a 
luxury liner, it certainly is a sales 
point for a direct mail campaign.” 


Goodyear May Buy 3 Shows 


Goodyear Tire & Rubber Co., 
Akron, is sponsoring a special four- 
week series of three ABC radio 
shows—-“Stop the Music,” “The 
Top Guy,” and “Defense Attorney.” 
At the end of the four-week drive 
the advertiser has an option for 
further sponsorship. Young & Rubi- 
cam is the agency. 


Appoints Townsend Co. 

Edward S. Townsend Co., Los 
Angeles and San Francisco pub- 
lishers’ representative, has been 
appointed to handle “Dorothy Dar- 
row’s Bulletin Board New York,” 
an editorialized advertising page 
which will appear in the Dell Mod- 
ern Women’s Group, two Fawcett 
magazines and six magazines of the 
Macfadden True Story Women’s 
Group. 


TV Equipment Sales Soar 

The transmitter division of Allen 
B. DuMont Laboratories Inc., Clif- 
ton, N. J., announces that between 
the National Assn. of Radio and 
Television Broadcasters convention 
in Chicago and the lifting of the 
FCC freeze on new TV stations 
(March 31-April 13) it sold $5,- 
500,000 in television broadcasting 
equipment. 


‘Good House’ Promotes Polk 


Maggie Polk, who joined Good 
Housekeeping as shoe editor Janu- 
ary, 1950, has been promoted to 
advertising sales representative on 
the fashion merchandising staff of 
the magazine. 


Philly TV Assn. Elects 

Arthur Borowsky, editor of TV 
Digest, Philadelphia area program 
magazine, has been elected presi- 
dent of the Television Assn. of 
Philadelphia. Other officers elected 
are Franklin Roberts of W. S. 
Roberts Inc., v.p.; Gordon Walls of 
WCALU, treasurer, and Ethel Foster, 
secretary. 
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Ekco Dickering for Company 
Ekco Products Co., Chicago, has 
offered to buy all of the stock of 
Republic Stamping & Enameling 
Co., Canton, O., producer of enam- 
eled housewares, refrigerator stor- 
age units and other products, Ac- 
ceptance of Ekco’s offer by Repub- 
lic stockholders is expected by 


| May 19. 


READ THIS OFFER 


Our Merchandising Service Bureau will go to work for you even before you decide 
to place a schedule in the TIMES group of service newspapers. Just ask us for help 
in selling to Army, Navy and Air Force personnel all over the world. Our complete 
10-Point. Merchandising Plan and the services of our merchandising staff ore 
available without charge to advertisers in these dynamic weekly papers with proven 


readership. Optional coverage, through 


selection of editions published in the 


U. S., in Europe and in the Pacific, permits advertising and merchandising efforts 


to dovetail with your distribution setup. 


WRITE for complete information and free market dato book “Mass Selling & 


Sampling to the Millions"’. 


Address nearest advertising office. 


Army Times—Air Force Times—Navy Times 


(Members: Audit Bureayv of Circulations) 
The Network of Weekly Newspapers Reaching the U. S$. Armed Forces Everywhere 


Advertising Offices: 


Washington: 3132 M St., N. W. 
New York: 41 Eost 42nd St. 
Chicago: 203 N. Wabash Ave. 


Philadeinh; 
P 


In 


Detroit: Guardian Building 
Los Angeles: 6399 Wilshire Blvd. 


San Franci dnock Bidg. 


ted R. W. McCarney, 1015 Chestnut St. 


" Also: LONDON — FRANKFURT — TOKYO 


The Sacramento Bee 


Opens 


Its New Plant 


Brand new 
quarters for 


Northern California’s 


THE SACRAMENTO BEE NE °F THE THREE mecta 


leading 
newspaper 


Designed by Dunbar Beck, 


eR 


ee ee ete rene ek ar ocr oe 


q a 
: "te vn Ji 
' . 
oa 
os HH 


es 


2 OEE ROD en ae 


a fellow of the 


American Academy in Rome, in conjunction 
with Lockwood-Greene, architectural engin- 
eers of New York and specialists in news- 


paper plant construction. 


@ One of the West’s oldest newspapers 
(Feb. 3, 1857) moves into a big, new plant. 


More than 200,000 square feet of work- 
ing space ... ceilings and floors that soak 
up sound and reduce fatigue . . . air condi- 
tioned throughout . . . color schemes plan- 


ned for working comfort . 


in all departments... 


. . wired music 


new 8-unit press 


. railroad siding for direct newsprint 
delivery ... designed for future expansion 


of any or all departments... . 


additional 


floors may be added, wings extended .. . 
includes an entire floor for employe wel- 


fare 
dispensary. 


cafeteria, lounge, library and 


This modern building also houses the ad- 
ministrative headquarters of McClatchy 
Newspapers and Bee Engraving. 


The Sacramento Bee takes pride in its 
new plant and welcomes the opportunity 


to show it. 


TCHY NEWSPAPERS @ THE SACRAMENTO BEE @ THE MODESTO BEE @ THE FRESNO BEE 
O'MARA & ORMSBEE, INC., NATIONAL REPRESENTATIVES 
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Vernon Elected V. P. 


J. Rexford Vernon, advertising 
and sales promotion manager of 
Johnson Service Co., Milwaukee 
manufacturer of automatic temper- 
ature contro! systems, has been 
elected v.p. He will hold both titles 
at the same time. His election 
marks the first time in the com- 
pany’s history that the advertising 
function has been given equal sta- 
tus with operations and sales 


Neon Products Names Seigel 

Saul Seigel has been appointed 
advertising and sales promotion 
manager of Neon Products Inc., 
Lima, O 


Ross Roy Opens in Dallas 

Ross Roy Inc. has opened an of- 
fice in Dallas at 823 Mercantile 
Bank Bldg. Orville L. McDonald 
is the manager 


With our 35 years experience... 
highly trained staff... our complete labo- 


1335 S. Wabash 


At Low Prices You'll Like 


with our 


ratory and latest equipment, we produce 

quality TV spots, show openings, ete., at a 

price lower than anyone else can touch. 
Send us your copy for estimate 


Chicago 5, Ill. 


Department Store Sales... 


1952 Volume Lags 7% Behind 1951 


behind 1951 for the 


WASHINGTON, April 29—After running 2% 
three weeks of successive increas- same period 
es, department store sales are again Stores in 
running behind 1951 levels. New York 

The Federal Reserve Board re- their 1951 
ports volume for the week ended March. 
April 19 dipped 1% below the cor- 


second district 
state—were 12% off 
the end of 


In the seventh district, which in- 
responding week last vear. The cludes Chicago, Indianapolis, De- 
three weeks of pre-Easter buying troit and Milwaukee, departmen 
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DEPARTMENT STORE 
~ SALES INDEX 


1935.39 EQUALS 100 


Week to Apr. 19, °52* p278 
Week to Apr. 21, °51*..281 
Week to Apr. 12, 52 320 
Week to Apr. 14, °51....288 
Week to Apr. 5, ’52*....315 
Week to Apr. 7, '51*....292 


Not adjusted seasonally 
pPreliminary. 
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circumstances. 


—" the first axiom in advertising is that to 
do an optimum job, you must know exactly to 
whom you are talking, at what time, under what 


Many advertisers have told us that the only precise 


Ea ‘ 
a data they have on most newspapers and magazines 
+ : . . . ” . . 
aes. is “rates and circulation’’—and that this doesn’t 
eo 


For fourteen years, 


provide the information needed for smart selling. 


the annual Iowa Radio Audi- 


ence Survey has presented a complete, accurate 
and detailed picture of the radio audience in lowa. 
Using these Surveys, you know exactly who is 


listening to the radio at any time of day or night— 


: men, women, children—urban, small town and 


farm—their economic and educational status— 


their preferences for various types of program ma- 


your strategy. 


‘ terials—and dozens of other facts to help you plan 


B= YOU CAN KNOW Everything 


ABOUT YOUR AUDIENCE IN IOWA! 


The 1951 lowa Radio Audience Survey is now 
available. It is the result of personal inter- 


views with 9,180 families—all scientifically 
selected from lowa cities, towns, villages and 
farms to present a true picture of the radio 


audience in lowa. It is a must for anyone who 
wants to get the ultimate value from his 
advertising dollars, in lowa. Write direct for 
your copy, or ask Free & Peters. 


Wiil© 


+ for lowa PLUS + 
_ Des Moines . . . 50,000 Watts 


FREE & PETERS, INC. 
National Representatives 


did help the national average, lift- store volume down 9% from 
ing total 1952 sales to within 7% 1951. The Federal Reserve Bank o' si ar 4 
ot a ae : ) “e 7 
of the corresponding 1951 figure. | Chicago reported that in the post- New York District > a 
Department stores in the South Easter week apparel and furniture cones " | 3 
continue to make the best showings business improved, “but floor cov- car Wen Fie aE 
in the country. In the week follow- erings, appliances and television Sochanter : ee 
i i j ” Syracuse 
ing Easter, the Dallas district remained well below a year ago.” philadelphia District 13 3; 5 
boosted sales 15%. compared to a Philadelphia 15 rf —7 
% iner “aC . Cleveland District to “uw oS 
16% increase for the pre-Easter ¢ Change from "51 aicnam a Thee 
week. Week Ended Cincinnati 8 26 12 
Federal Reserve Apr. Apr. Apr. Cleveland a 
District and City 5 id 19 Columbus 15 5s —9 
® Figures for the calendar year to UNITED STATES rz ot ~—1| Toledo 2 Ww —8 
7 “eee Boston District r 6 —3 Erie 8 24 0 
date show the Dallas district is New Haven 2 44 —19 Pittsburgh 16 8 —1 
only 1% behind its 1951 record. Boston 12 21 —3 Riehmond District w rio 3 
2 : Lowell-Lawrence 15 37 —W Washington 10 —2 6 
{And the Atlanta district is only Springfield 24047 1 Baltimore 11025 2 
Atlanta District 2% oOrSs 3 
es > Birmingham 31 51 9 
Jacksonville 27 7 S 
Miami 12 ll 3 
Atlanta r52 “4a —4 
Augusta 93 83 28 
New Orleans 0 21 —5 
Nashville 45 43 ° 
| Chicago District _5 0 
Chicago -7 1 0 
Indianapolis 17 10 ~ 3 
Detroit —3 -2 3 
| Milwaukee 9 -3 —6 
St. Louis District bs 16 1 
Little Rock 24 22 11 
Louisville 25 10 3 
| St. Louis Area 23 19 1 
] Memphis 31 10 —13 
Minneapolis District -! 6 2 
| Minneapolis —2 8 4 
| St. Paul 2 1 —10 
Duluth-Superior 1 r8 0 
Kansas City District ® 22 1 
| Denver 10 20 8 
Wichita 11 26 8 
Kansas City 11 23 5 
St. Joseph 25 27 —1 
Oklahoma City 18 11 1 
ulsa —5 36 17 
Dallas District 5 16 is 
Dallas 11 16 1 
El Paso 18 30 1 
Fort Worth 9 31 2 
Houston 21 9 25 
San Antonio ~26 2 63 
San Francisco District it ris 1 
Los Angeles Area ll WwW 3 
Downtown 
Los Angeles 21 15 2 
Westside 
Los Angeles 12 17 6 
Oakland 14 16 5 
San Diego 9 24 2 
San Francisco 15 26 
Portland 5 9 —§ 
Salt Lake City 10 22 8 
Seattle 3 17 4 
Spokane 1 19 7 
rRevised. 


| "Data not available 


‘Register’ Increases Rate 

The New Haven Register has in- 
|ecreased the newsstand price of its 
|; Sunday edition to 15¢ and its de- 
| livery price to 16¢. 
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“INDUSTRIAL MAINTENANCE “ 


GETS RESULTS! 
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Chesterfield 
Drops Godfrey, 
Hope & Crosby 


(Continued from Page 1) 
lights—-Jack Benny (CBS)—this 
week announced that he will be 
back every week next season at the 
request of his sponsor, the Ameri- 
can Tobacco Co. 

At the same time he will contin- 
ue his limited TV schedule—also 
for Lucky Strike—of a program 
every fourth week, It’s a fair guess 
that the price of the radio package 


raised. 


curtailing or eliminating radio to 
devote more of his time to televi- 
sion, but he has decided against 
such a move now. 

Meanwhile, there was further | 
interest in Godfrey’s morning si-| 
mulcast at CBS. Lever Bros, al- 
ready simulcasts 15 minutes of the | 
redhead’s doings four days a week, 
and Pillsbury is scheduled to begin 
simulcasting its portion of the 
morning show in the fall. Owens- 
Corning Fiberglas Corp. (Fuller & 
Smith & Ross) is considering join- 
ing the list of Mr. G’s simulcast 
backers in September. 


8 Sale of the week at CBS radio 
was the signing of Oldsmobile (D. 
P. Brother & Co.) for twice-week- 
ly sponsorship of the “Peggy Lee 
Show.” This is for a limited sum- 
mer campaign. 

Procter & Gamble, which some 
time ago contracted for the 9:30 
to 10 a.m., EDT, Monday through 


Friday period on NBC-AM, will! 
present “Young Dr. Malone” 
(Biow Co.) and “Brighter Day” 


(Young & Rubicam) at that time 
starting June 23. Both daytime | 
dramas already are carried after- 
noons on CBS, with Compton Ad- 
vertising handling “Young Dr.| 
Malone” and Y&R “Brighter Day.” 
The morning programs will be | 
transcribed presumably repeat for} 
different brands. 


8 Program changes at CBS-TV this 
week include signing of the “Ar- 
thur Murray Show” as summer re- | 
placement for “Mama,” which is 
sponsored by General Foods. Ar- 
thur Murray School of Dancing, 
which has been sponsoring the 
show over ABC-TV, will pay the 
talent-production costs. 

Mike and Buff Wallace in “All 
Around the Town” will take over 
Faye Emerson’s old time period— 
Saturdays at 9 p.m., EDT—for a 
six-week run for Pepsi-Cola. 

“Today” continues to attract 
sponsors for NBC-TV. Kaiser- 
Frazer (William H. Weintraub Co.) 
has made a special two-week buy 
on the early morning telecast. 
Florists Telegraph Delivery Assn.| 
(Grant Advertising) has bought | 
time from May 5 to May 9 to show | 
how “flowers by wire” actually} 
works. International Silver Co. and 
Pepperell Mfg. Co. (Benton & 
Bowles) are expected to join Dave 
Garroway’s list of backers for a 
summer campaign. 

In the cancelation department, 
Peters Shoe Co. (Henri, Hurst & 
McDonald) will quit ABC-TV’s 
“Super Circus” as of May 25. The 
company sponsors half of the hour 
show every other week. 


Buys Slice of ‘Rumpus Room’ 
Helene Curtis Industries Inc.,| 

Chicago, has signed to sponsor two} 

quarter hours per week on Johnny 


Olsen’s “Rumpus Room,” seen} 
Mondays through Fridays over 
WABD, New York, and the Du- 


Mont Television Network. The 13- 
week contract calls for the 1-1:15 
p.m. segment on Tuesdays and 
Thursdays. Gordon Best Co., Chi- 
cago, bought the time. 
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was cut and that of the TV show | THE DOCTOR WIELDS A KNIFE—Dr. Jules Montenier, president 


| of the deodorant company, cuts a cake at a luncheon in Chicago 
In recent weeks the comedian! marking the fifth anniversary of the creation of Stopette deo- 
has been toying with the idea of dorent and of the relationship of the company and its agency, 


Earle Ludgin & Co. Seated (from left) are Leonard Lavin, presi- 
dent, Excello Sales Agency; Earle Ludgin; Mrs. Montenier, and 
William Wright, v.p. of Jules Montenier Inc. Onlookers ore agency 
staff members who work on the occount. 


Masland Tells Gains It's a Dull Week; the Rumor Mill Has 
‘Run Down and Luckies Ain't Going Nowhere 


of Synthetic Fibers 
in Rugs and Carpets 


New York, May 2—Synthetic 
fibers are cutting into the tradi- 
tional wool used in rugs and car- 
pets. 

They're going to cut farther. 
They now account for 25% 
total wool and synthetic carpet | 
output. When cotton carpets of all 
kinds are added, 


of the | rently he’s averaging only 


about equaled all-wool carpet pro- | 


duction last year. 


: | ” 
While carpet manufacturers were | have rumors, 


taking a 20% drop in business vol- 
ume in 1951, most retailers were 
either equaling or exceeding 1950's 
dollar volume. 


@ These were the highlights of a/ 


report by F. E. Masland Jr. to the 
spring meeting of the Carpet Insti- 
tute. He is president of C. H. Mas- 


land & Sons, and chairman of the | company’s 


institute’s board. 

On the whole, Mr. 
thinks the trend of synthetics is a 
good thing—that it will stabilize 


1) 
We're 


(Continued from Page 
he told one of our reporters. “ 
happy with BBDO.” 

It may be a good sign that Mr. 
Bowden thinks there are fewer 
inquiries about the rumors now 
than there were a year ago. 
about 
one a week. A year ago, as he re- 
calls it, the calls were flashing in 


the two types about once a day. 


Cur- | 


Mr. Bowden takes the long view. | 
\“As long as we have admen, we'll | 


he says. 


® According to our morgue en-| 
'yvelope on American Tobacco— 


found between American Title 
Assn. and American Tourister Lug- 
gage—the company had a fine 
sales year last year. It reported 
sales of $924,552,034, up a mere 
$70,930,904. It figures that the 
increase in output is 


| believed to be equal to two-thirds 


Masland | Of the combined increase of all the 


other companies in the industry. 
Sales of Luckies were reported 


the cost of carpet wool, and will| down in 1951 from the previous 


|earn a place in the market regard- 


less of wool’s price. 


year by independent estimators, 
and the brand’s share of total mar- 


He thinks the future holds a/ ket also slipped considerably. But 


|period of intensive selling, with|the annual 


report averred that 


both makers and retailers becom- | significant progress had been made 


ing more efficient. 
wider range of carpets and rugs, 


to build a bigger market. 


8 Willard G. Wheeler, consulting 
economist for Anderson & Cairns, 
predicted an upturn in business in 
the fall of 1952, a strong 1953 and 
1954, and a sharp drop in 1955 and 
1956. 

He figures that the excess profits 
tax will work more hardship on 
labor than management, since it 


He thinks a/in checking the downward trend, 


| and pointed out that Luckies’ 1951 


|both in style and price, will help|sales were still twice those of 
| 1940, Mr. Hahn said. 


So what’s all the whispering 


about? 


® As near as we can tell, from 
checking the company and agency 
repeatedly, the whispering is about 


|nothing at all. I broke my crystal 
|ball in a fit of despair in Novem- 


will make the creation of new jobs | 


much more difficult. By 1955-56, 
he thinks, unemployment may 
reach “important proportions.” 


Baker Joins Eagle Stamp Co. 
Miss Harriet Baker has joined 
Eagle Stamp Co., St. Louis, to 
handle advertising for the com- 
pany’s out-of-town division and 
to assist in Eagle’s general adver- 


ber, 1948, and nothing is ventured 
here about the future. But as of 
now I'd say flatly that Batten, 
Barton, Durstine & Osborn has 
Lucky Strike and is going to keep 
it. Period. Paragraph. 

It’s true that there have been 
switches of campaign themes. And 
that the BBDO men on the account 
have been changed. And that a 
new president has come into the 
American Tobacco picture since 
BBDO got the account. 


point. Which is that not one 
of the countless rumors we've 
checked ever had a basis of fact. 
They've flown thick and fast ever 
since Emerson Foote and. Foote, 
Cone & Belding bowed out of the 
Lucky Strike picture. They've been 
rumored by some otherwise re- 
sponsible people, and printed by 


daily columnists (“What big ciggie | 


account, etc.”), competent trade} 
paper men, and tattered gossip 
sheets. 


8 I don’t remember anything quite 
like it. From the moment BBDO 
had the account the grapevine was 
buzzing that someone else was due 
to get it shortly. And we have yet 


to substantiate a single whisper. | 


BBDO has had the account for 


| four years. As for its being an un- 


lif you recall that every 


| 


stable account—well, how many 
other accounts can boast of having 
only two agencies in 30 years? 
Not bad—and rather remarkable 
moment 
during that four years someone 
was busily engaged in giving the 
account away to another agency. 
As far as I’m concerned, we'll 
look at the next rumor about the 
Luckies account with somewhat 
less hopefulness than a marriage 
license clerk looks at Tommy 


| Manville. 


JOHN CRICHTON 


Appoints Silton Bros. 

Buckley & Scott, Boston oil 
heating specialist for the New 
England region, has appointed 
Silton Bros., Boston, to handle its 
advertising. 


' be 2,000’ high v 


FCC’s Jones Blasts 
TV Allocation Plan 


O.. May 1—FCC 
Robert Jones 
that the Federal 
Communications Commission's 
“firm, fixed and final” TV alloca- 
tion plan hands existing TV li- 
censes a bigger bonanza than they 
ever dreamed they possessed 
Renewing the criticism he out- 
lined in a dissent from the FCC's 
report, he told the Ohio Assn. of 
Broadcasters that the use of an 
arbitrary table of distances makes 
it possible for pioneers to continue 
without further competition in the 
VHF band for one to five years. 


COLUMBUs, 
Commissioner 
charged today 


@ Mr. Jones contended that the as- 
signment of new UHF channels to 
small communities makes small 
town TV unnecessarily expensive. 
He made these added points: 

1. FCC’s basic error was assum- 
ing that the small town needs 
“New York size power and antenna 
heights.” This error, he said, led 
to adoption of a rule that stations 
sharing VHF channels be at least 
170 miles apart. 

2. The FCC underestimates the 
“intermix” problem, by assuming 
that intermix occurs only in a 
handful of cities. Mr. Jones said 
that large VHF audiences already 
exist in wide rural areas. 

3. While UHF can be a fine serv- 
ice, building and operating costs 
are vastly higher than for VHF aid 
will be a severe burden on appli- 
cants from small towns. (A 10Kkw 
UHF transmitter costs $4.90 an hour 
to operate, against $4.70 for a 50kKw 
VHF transmitter. To cover the 
same area, a UHF antenna must 
s. 500° for VHF.) 

Commissioner Jones suggestéd 
the FCC has enabled existing tele- 
casters to “hook their transmitte?s 
to a network spigot and clip cat 
pons until that eternal voice ae 
ons them to richer rewards.” 7 


60% of HomesinTV Areas ~ 
Have TV Sets, NBC Reports ~ 


Three out of every five famil 
within range of television in 
U. S. now have receivers, Natio’ 
Broadcasting Co. reports. 

According to NBC estimates, 
939,100 sets were installed throu 
out the nation as of April 1. 
total represents 60% of all tank 


s 


in TV areas. A year ago 
owned sets, while in April, ‘on q 
only 21% did. ; 


N. Y. Adclub Honors Godtrey 

The Advertising Club of New 
York will award its bronze plaque 
of achievement to Arthur Godfrey 
at a dinner on May 13. 


Congressmen Vote to Study Obscenity 
in Radio, TV, Magazines and Books 


WASHINGTON, May 1—The House 


rules committee today gave a green | 


light to two resolutions for investi- 
gations of books, magazines and 
radio and TV programs. 

Both resolutions are sponsored 
by Rep. E. C. Gathings (D., Ark.) 
and are designed to determine 
whether immoral, obscene and 
“otherwise offensive” material is 
going through the mail or over the 
air. 

The investigations of books, 
magazines and comics books would 
be conducted by a special commit- 
tee, but the radio and TV study 
would be left to the House inter- 
state commerce committee, which 


| regularly handles radio legislation. 


tising. | But this is largely beside the 
Videodex Network TV Ratings 
Week of April 1-7, 1952 
Copyright by Jay & Graham Research Inc. 
Program Popularity Total Homes Reached 

Rank rogram (%) Rank Program (000) 
1 I Love Lucy (Philip Morris, CBS, 1 | Love Lucy (Philip Morris, CBS) 8.455 

61 cities) ... ..51.4 2 Red Skelton (P&G. NBC). 6.399 
2 Talent et (Lipton, CBS. 24 cities) 44.4 3 Groucho Marx (DeSoto-Plymouth, NBC). .6.351 
3 Some Marx (DeSoto- Plymouth, 4 Colgate ene Hour (NBC) 5,933 

NBC, 58 cities)... ...-43.1 5 Show of Shows (Several sponsors, NBC) .5. 

4 Red Skelton (P&G. NBC, 58 cities) 40.6 6 Godfrey & Friends (Piltebery, Toni, 
5 Godfrey & Friends (Chesterfield, Toni. Chesterfield, CBS) St 

Pillsbury, CBS, 51 cities) .37.7| 7 Fireside Theater (P&G. ide? . 5,263 | 
6 Colgate Comedy Hour (NOG, be cities). .37.3| 8 Phileo TV Playhouse . 5,047 
7 = —  aenenees 965 Bs bmg 3 Scouts (Lipton, CBs) ese ry 

citie cece Budwe: 

8 Fireside Theater (P&G, NBC, 56 cities) 33.3 sidieaattie hanes —_ 
9 Philco TV Playhouse (NBC, 59 cities). ..31.2 
10 Kraft TV Theater (NBC, 42 cities) 30.2 
10 Ken Murray (Budweiser, 51 cities) - 30.2 


(Note 
labeled ‘‘Trendex TV Ratings’ for April.) 


in the April 28 issue. AA carried Videodex March TV ratings which were erroneously 


‘and TV programs 


Originally, the entire investiga- 
tion was entrusted to the special 
committee, but members of the in- 
terstate commerce committee ob- 
jected. 

The separate resolution on radio 
and TV directs the committee to de- 
termine the extent to which radio 
“place improper 


emphasis upon crime, violence and 
corruption.” 

® Rep. Gathings told the rules 
committee he is particularly an- 
noyed with the filthy sex books 
“sold at the corner store” which 
“are affecting the youth of our 
country.” Rep. Ed Rees (R., Kan.) 
said he plans to offer an amend- 
ment empowering the committee to 
investigate promotional material 
which is used to advance the sale 
of immoral matter. 

Meanwhile, the House was near- 
ing debate on the so-called McFar- 
land Bill, which streamlines the 
Federal Communications Commis- 
sion’s procedures, and provides 
fresh safeguards for applicants ap- 
pearing before the commission. 

Sponsors of the bill predict it 
will speed up the commission’s 
handling of cases. 

The bill passed the Senate early 
last year, but has been modified 
substantially by the House com- 
mittee. 
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‘Des Moines Sunday Register’ Finds 
Weekly Mail Order Page Profitable 


Des Mores, April 30-—-A mail 
order page can be a valuable source 
of added revenue for a newspaper, 
judging from the experience of the 
Des Moines Sunday Register 

The paper started its “Order by 


Mail Today” page in the fall of 
1950. Since that time it has ap- 
peared every Sunday, and cur- 


rently is averaging more than 80% 
repeat orders each week. During 
the first fiscal year in which it ap- 
peared linage totaled 65,282, rep- 
resenting 1,456 ads. Present fig- 
ures show an increase in linage 
of more than 30% over the same 
period a year ago, and the paper 
credits the page with keeping its 
over-all classified linage ahead of 
last year’s 


@ The success of the Register’s 
experiment with this page can be 
attributed to two things, according 
to Bert Stolpe, director of promo- 
tion and public relations for the 
Des Moines Register and Tribune: 

1. The wide distribution that the 
Sunday Register receives through- 
out the state (more than half of its 
§00,000-plus circulation is outside 


the city and retail trading zones of 
Des Moines) 

2. The combined efforts of the 
promotion and classified depart- 
ments of the paper in merchandis- 
ing the page to advertisers. 

The Register hit on the idea of 
running a mail order page after 
studying the ads in a similar page 
of its tabloid lowa Farm & Home 
Register, a monthly supplement to 
the Sunday Register. Three pages 
of mail order ads have appeared 
in each issue of lowa Farm & Home 
for the past six years. 


® The editorial content of the sup- 
plement is directed, as its name 
implies, to farmers, homemakers 
and land owners. But despite this, 
the mail order pages were found to 
contain many items of general 
interest. So it was decided to start 
a similar page in the classified sec- 
tion of the Sunday Register. 

At this point, three departments 
of the paper—research, classified 
and promotion—went to work as 
follows: 

RESEARCH DEPARTMENT—ToO se- 
cure added information about the 


of mail order, it con- 
ducted a survey. This disclosed 
that 45% of city families and 69% 
of rural families make at least one 
mail order purchase per year. Of 
these, the average city family 
makes 4.3 purchases annually, as 
against 6.3 purchases by the aver- 
age rural family. 

The research 
cluded, therefore, that rural circu- 
lation (which includes both farm 
and small town readers) was im- 
portant, but did not represent by 
far all the mail order market po- 
tential. 


potential 


DEPARTMENT—It} 
screened the mail order sections | 
of magazines and newspapers 
throughout the country, thus com- 
piling a mailing list of 1,600 names, | 
Included in the list were the names | 
of agencies which place mail order | 
copy; those located in Chicago, 
New York, Newark, Philadelphia, | 
St. Louis and Kansas City were | 
contacted. 

PROMOTION DEPARTMENT—It 
produced a mailing piece as an ini-| 
tial announcement to prospective 
advertisers. Follow-up mailings} 
were sent out at regular intervals, 
stressing the deadline date for the 
first mail order page | 

In merchandising the page to| 
Register readers, front page an-| 


® CLASSIFIED 


| Bid Things Hatching 


et 


FLORIDA 


3 ots 80 


*Based on Sales Management 1951 Survey of Buying 
Power figures and rent ABC Reports, using these 
theee papers gives y or better family coverage 
im the 2 counties « ting for 80 of Florida's 
Effective Buying Income, 81° of food sales, $2.8% 
of drug sales, 816° of furniture sales, 80% of gen other Florida markets. 
eral merchandise sales and 81 of Florida's total 
retail sales You also get above 30 family coverage 


aunties, above 50 m 20 


ounties and above 70 


ounties, above 60% 


FLORIDA 


Federal Internal 
Revenue Collections Up 


129% 


from 1940 to 1950, while the figure 
for the U S. as a whole 


was up only 585°; 


The more you make, the more tax you pay 
income tax payments argue a thriving market 


| 
| 


Florida's 


with more people, more business, more everything — 
including more sales for you! 

Florida’s big three morning newspapers should be 
at the top of any Florida media list. They give you 


wm 6 counties 


blanket coverage in their own markets. What's more, 
they give you 20°; or better family coverage 

in those counties producing 80°; of Florida's sales, 
thus adding strong support to your advertising in 


Put Florida's three big morning newspapers on 
your media list—you'll be glad you did 


Lowest Cost Coverage in Florida’s Top Markets 


FLORIDA | 
TIMES-UNION 


THE MIAMI 
HERALD 


- aera 
Morning Tribune 


JACKSONVILLE 
National Representative 
Reynolds-Fitzgerald, Inc. 


National Representative 
Story, Brooks & Finley, Inc. 
A.S. Grant, Atlanta 


National Representative 


Sawyer-Ferguson-Walker Company 


department con-) 
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MAIL ORDER PAGE—Appearing weekly in the Des 
1950, this page of mail order ads currently averages 80% repeat orders each week. 


nouncement boxes appeared 
throughout the week prior to the 
publication of the first page. These 
were supplemented by display pro- 
motion ads in both the Register 
and Tribune. 

Every six weeks a result-story 
mailing piece is sent to an adver- 
tiser prospect list, as added pro- 
motion. 


@ The paper reports that mail or- 


| der reader traffic is approximately 


the same as they enjoyed by dis- 


| play advertising in other sections 


of the paper. Mail order buying 
trends follow the ratio of reader- 
ship; they are approximately one- 
third greater among rural readers 
than among city readers. 
Although the Register’s success 


|in the mail order field has been 


duplicated in a few other metro- 
politan papers (the Chicago Daily 
News, for example, has a mail or- 
der page called the “Trading Post” 
in its roto section every Saturday), 
Mr. Stolpe urges papers with cir- 
culation in excess of 150,000 to in- 
vestigate its potential. 

“Mail order advertisers appear to 
be shifting more and more to news- 
papers to reach their market. Pro- 
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Moines Sunday Register since 


motion and classified advertising 
departments will do well to take 
serious cognizance of this trend and 
concentrate on developing this new 
source of general rate revenue,” he 
said. 


Haskins Named PR Head 

James S. Haskins, formerly na- 
tional field operations supervisor 
for the Oil Industry Information 
Committee, has been named direc- 
tor of public relations of Ameri- 
can Oil Co., New York. Mr. Has- 
kins entered public relations work 
in 1942 after 11 years’ editorial ex- 
perience with Detroit Free Press, 
Detroit News and Associated Press. 
He has been associated with Carl 
Byoir & Associates, Schenley Dis- 
tillers Corp., Fred Eldean Organi- 
zation and American Petroleum 
Institute. 


Rayco Switches to Mogul 
Rayco Mfg. Co., Paterson, N. J., 
automobile seat cover manufac- 
turer, has appointed Emil Mogul 
Co., New York, to handle its ad- 
vertising. Copy and media tests 
are now in progress in key cities 
using newspapers, radio and TV. 
The account will be serviced on a 
store-to-store basis as well as na- 
tionally. More than $500,000 is 
budgeted for the balance of 1952. 


Network Gross 
Source: Publishers 


Time Charges 


Information Bureau 


NETWORK RADIO 


March 

1952 
American Broadcasting Co. $ 3,355,715 
Columbia Broadcasting System 5.154.077 
Mutual Broadcasting System 1,826,527 
National raped o . 4,184,074 
Total . $14,520,393 


March Jan. -March Jan. -March 
1951 1952 1951 

$ 2,891,339 $ 9,835,164 $ 8,693,478 

6,793,966 15,103,981 19,725,329 

648. 5,126.2 4,617,598 

5.085.636 12,535,445 15,033,209 

$16,418,947 600. $48,069,614 


NETWORK TELEVISION 


American Broadcasting Co. ... $ 2.076.782 $ 1,539,470 $ 6,245,710 $ 4,123,040 
Columbia Broadcasting Co. . 5,643,123 2,993,902 15,820,809 8,195,406 
DuMont Television Network 20 bs 457.811 2.224,455 1,299,417 
National Broadcasting Co. . . 4.654.063 21,430.161 12,790.645 
Total 315. 835. 73 $ 9,645,246 $45,721,135 $26,408,508 
NETWORK RADIO TOTALS BY MONTHS 
1952 cBs MBS NBC TOTAL 
January $9, 201 79 $ 5.161,397* $1,699,282" $ (— = “% 519,511* 
February 177,970 .788,507* 1,600,399 i 018 3,560,894* 
March : ; 355.715 5.154.077 1.826.527 84,074 ia 520,393 
Total $9,835,164 $15,103,981 $5,126,208 312. ‘B35, 445 $42,600,798 
NETWORK TELEVISION TOTALS BY MONTHS 
1952 4B cBs DUMONT NBC TOTAL 
January $2,020,461 $ 5,074,643 $ 717,148 $ 7,259,307 $15.071.559 
—— 148,46 5.103.043 42.544 6,813,549 14.813.603* 
3 2,076.7! 5.643.123 758.763 7,357,305 15,835,973 
= ‘ad $15,820,809 $2,224,455 $21,430,161 $45,721,135 
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Research, Testing 
Now Substituting 


for Hunches at Toni 


Cuicaco, April 30—“We've de- 
veloped a kind of slogan at Toni,” 
Irving B. Harris, executive v.p. of 
the company, told the American 
Marketing Assn.’s Chicago chapter 
last night. “It’s this: 

“It’s immoral to debate a busi- 
ness issue; let’s experiment and 
find out for sure.” 

Although there is still, and al- 


ways will be, a big area in which | 


business still operates on hunches, 
he said, Toni is moving steadily 


McCall Corp. Names Two 


Miss Fil Giuliano, formerly art 
director for Advertising Agency 
and American Printer, has been 
named art director of McCall’s 
Needlework, New York. She suc- 
ceeds Miss Marge Tidden, who re- 
tired after more than 28 years 
with McCall Corp. Mrs. Gena 
Rhoades, who handled promotion 
and publicity for the National 
Needlecraft Bureau, has _ been 
named assistant to the editor of 
McCall’s needlework and craft 
publications. 


Joins Armstrong Rubber Co. 
William G. Downs Jr., formerly 

| public relations and publicity con- 

| sultant to Grant Advertising, has 


| 


toward more testing and market-| been appointed field sales promo- 


ing research. 
“On copy research,” Mr. Harris 
said, “we have proven to our sat- 


tion manager for Armstrong Rub- 
| ber Co., W. Haven, Conn. 


May Campaign Set 
by Birds Eye for 
Three-Piece Meal 


New York, April 29—A cam- 
paign built around a “1-2-3 din- 
ner” of chicken, french fried pota- 
toes and vegetables, will run dur- 
ing May under the Birds Eye ban- 
ner. 

The General Foods division will 
place color ads for the dinner in 
The American Weekly for May 4, 
the May 12 Life, and May 18 is- 
sues of Metropolitan Sunday news- 
paper supplements. 

Bert Parks will back the “1-2-3” 
idea on his CBS-TV network pro- 
gram on Wednesdays and Fridays 


¢ 
Bx 
oe 


through the month. Daily news- 
paper ads will be used in major 
cities. 

Grocers will get sets of six 5x8” 
red-and-blue display cards for 
Birds Eye green beans, peas, french 
fries, chicken parts, fryers and the 
complete 1-2-3 dinner. Four win- 
dow posters will be available from 
Birds Eye sales representatives. 

Young & Rubicam is the agency. 


Doeskin Moves to Grey 


Doeskin Products Inc., New 
York, last with Federal Advertis- 
ing, has named Grey Advertising, 
New York, to handle its advertis- 
ing beginning June 1. Doeskin 
plans to continue its use of TV in 
leading markets: “Eloise Salutes 
the Stars” and on Dave Garro- 
way’s “Today.” 


Join Lennen & Mitchell 

Ward Byron and Frank Wood- 
ruff have joined Lennen & Mit- 
chell as executive radio-TV pro- 
ducers. Executive video producer 
at ABC before joining the agency, 
Mr. Byron will be assigned to the 
New York office. Mr. Woodruff 
formerly produced and directed 
the “Bigelow Theater” for Young 
& Rubicam; he will be a member 
of Lennen & Mitchell's Hollywood 
staff. 


CENTRAL PRESS, INC. 
Publishers - Printers - Lithographers 
ESTABLISHED 1930 
Direct Mail - Catalogs - Publications 


one oT more colors 


714 S. Adams St., Marion, Indiana 


isfaction that testing one piece of | 


copy against another, or one me- 
dium against another, almost al- 
Ways results in at least a 5% gain 
in efficiency, and maybe as much 
as a 50% gain. In other words, it 
is definitely worth doing. 


® “But we have given up trying to 
get our agencies to do all the re- 
search we want on copy. So we 
do it—and pay for it—ourselves. 
We recognize that there is a limit 
to the amount of money an agency 
can put into copy research; when 
we feel it worth while to go beyond 
this limit, we shoulder both the 
work and the expense ourselves.” 

Mr. Harris, in a humorous and 
unusually frank talk, reported 
some of the highlights of the fab- 
ulous Toni story, and some of the 
hunches and bad (as well as good) 
guesses which have marked its 
path. 


® He and his associates have de- 


cided, he said, that hunches and 
“expert opinion” are all very well, 
but factual study of the customer 
and her wants and needs are far 
more important. “Neither the client 
nor the agency is as good a judge 
of what makes women buy as the 
women are themselves,” he said. 

In answer to a question, he re- 
vealed that the Toni name was 
suggested to R. N. W. Harris, his 
brother who is president of Toni, 
by a salesman on an auto trip in 
Canada. The salesman suggested 
“tony” as a synonym for swank. 
And Don Nathanson, Toni’s ad di- 
rector, was given credit for “dream- 
ing up” the name White Rain for 
the company’s liquid shampoo. 

Mr. Harris also reported, in an- 
swer to questions, that he person- 
ally believes that p.m.’s to retail 
sales people are useless, and that 
chlorophyll doesn’t seem to be any 
help in solving the problem of hair 
odors, 


Mosler Campaigns in May 
for New Type of Safe 

Mosler Safe Co., Hamilton, O., 
will start campaigning in May for 
a new type of safe and dial. Full- 
page ads in Nation’s Business, Na- 
tional Geographic Magazine, The 
Saturday Evening Post and Time 
will spearhead the drive. This will 
be followed by insertions in Amer- 
ican Business, Business Week, 
Forbes, Fortune, Newsweek and 
U.S. News & World Report. 

Features of the safe claimed by 
the company include: numbers on 


the edge rather than in front of. 


the dial, to eliminate bending; re- 
movable skirts, for improved ap- 
pearance; a lock capable of 1,000,- 
000 changes of combination; maxi- 
mum structural strength, obtained 
by electrical welding, and a ther- 
mostatically controlled insulated 
valve door which automatically 
seals the interior when the tem- 
perature reaches 165 degrees. The 
safe is designed by Robert Loewy 
Associates. 


Tweedy Joins ‘Look’ 

Kent Tweedy, formerly copy 
writer and assistant to the sales 
promotion director of House Beau- 
iful, has joined the promotion 
taff of Look, New York. 


Westinghouse Puts Show Room “On the Road’ 


with 


SPOT 
MOVIE — 
ADS : 
in Theatres | 


On the screens of theatres coast 
to coast, Westinghouse dealers 
demonstrate home appliances 
with talking, moving pictures to 
more than six million prospects 
a month. These six million are 
not just “ 
demonstrations; they are intent 
watchers who get the full impact 
of sight, sound, and action com- 
bined. Shown here are scenes 
from a typical Westinghouse 
Spot Movie ad. 


A I A NB AD AOR Rd Ag 


subscribers” to these 


owt 


Using the power of the movies to 
dramatize, this interesting Westing- 
house SPOT MOVIE AD contrasts the 
“headaches” of old-fashioned house- 
wives with the conveniences enjoyed 


by today’s modern homemaker. SPOT 
MOVIE ADS are shown as part of the 
regular theatre program — get virtu- 
ally 100% attention from audiences 
comfortably seated, relaxed and re- 


tres to choose 


information. 


ceptive. You have over 15,000 thea- 


from — on a completely 


selective theatre-by-theatre basis. Get 
in touch with our nearest office for full 


MOVIE ADVERTISING BUREAU 


NEW YORK: 70 East 45th St. 
CHICAGO: 333 North Michigan Ave. 
NEW ORLEANS: 1032 Carondelet St. 


KANSAS CITY: 2449 Charlotte 
CLEVELAND: 526 Superior N.E. 


St. 


SAN FRANCISCO: 821 Market St. 
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Englander Starts Campaign 

Englander Co., Chicago, mattress 
manufacturer, is launching its sec- 
ond campaign for 1952 via Leo 
Burnett Inc., Chicago. The drive 
will be concentrated in Parade and 
This Week. Further insertions 
will be placed in 81 newspapers 
in every major U.S. market 


Throwsters Names LeQuatte 


The Throwsters group of the 
National Federation of Textiles, 
New York—via H. B. LeQuatte, 


New York—will shortly launch a 
campaign to promote the advan- 
tages of women’s hosiery made 
with twisted hosiery yarn. Trade 
publications will be used 


The Fabulous Southwest 


The Nation's Largest Trade Territory 


Produces OIL 


31,453 wells pump 2'4 
worth 
daily from Permian basin 
of West Texas and New 


million dollars 


Mexico. 


Two Separate Newspapers — 27¢ Buys BOTH! 


An Independent Newspaper 
Morning and Sunday 


Che El Pasu Times El Paso Herald-Post 


A Scripps-Howard Newspaper 


Evening 


Pros and Cons of 
Freezer-Food Plans 
Get a Noisy Airing 


(Continued from Page 1) 


| food distributors that “you can’t 


stick your head in the sand.” 


The freezer, said Mr. Bess, 
means “a supermarket in the 
home” and unless distributors 


wake up to this their business will 
suffer immeasurably 

Mr. Bess, who has long experi- 
ence in the freezer business, de- 
clared that by servicing retailers 


exclusively distributors may be 
cutting out as much as 80% of 
their potential food market. 


8 This is obvious, he pointed out, 
from the following statistics: re- 
tailers—according to the most op- 
timistic predictions—will increase 
their frozen food cabinet space by 
500,000 cubic feet in 1952; but 
consumers, who now buy freezers 
averaging 10 cubic feet at about 
100,000 a month, are doubling this 


year-long figure monthly. 
Mr. Bess’ proposal was dual- 
distribution—through retailers and 
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As is customary in a frozen food 
discussion, the retail grocer got it 
coming and going. Mr. Bess wants 


through plans which serve the to bypass him entirely. As for Mr. 


freezer-owner directly. He told 
how FOA, his own organization, 


Wittigschlager, he said: 
“The retail grocer must break 


has boomed sales of freezers and out of his cocoon and wake up to 


frozen foods by selling both 
through a package program called 


“New Way of Life” (AA, March | 


10). 


@ When it was his turn to bat, Mr. 


Wittigschlager pointed out that the | 
“frozen food industry is prone to} 


get up on its high horse and ride 
off in all directions at once.” 


He attacked the freezer-food 
plans at their most vulnerable 
point—“the get-rich-quick-type” 


operations which have drawn the 
fire of Better Business Bureaus in 
a number of cities. 

Mr. Wittigschlager admitted that 
consumers are entitled to price 
savings on large purchases. How- 
ever, he claimed that in the past 
six months weekend specials at 


supermarkets have sold items be- | 


low the freezer plan prices. 


A GREAT NAME 


FOR A SUGGESTION TOWARDS SOLVING YOUR SPECIAL Paper PROBLEMS 


1992 


For 100 Years 


A 


1852 - tested BY * 


REG. U.S. PAT. OFF. 


Manufacturecs of Papers for 


PRINTING * CONVERTING * INDUSTRIAL USES 
from Facial Tissue to strong tag board 
eee 


Addiess Dept. AD-S 


THE SORG PAPER COMPANY 


MIDDLETOWN, OHIO 


IN PAPERMAKING! 


BOSTON + NEW YORK + PHILADELPHIA « CHICAGO+ ST. LOVIS + LOS ANGELES 


the fact that frozen foods are here 
to stay. With the help of his dis- 
tributor, he should yank this in- 
dustry from infancy to maturity, 
getting rid of fly-by-night and 
quick-buck operators.” 

The Flagstaff sales manager sug- 
gested that the “right way of life,” 
as opposed to FOA’s “New Way of 
Life,” is a tie-in between freezer 
distributor, frozen food distributor 
and retail grocer. 

Under this plan, which is already 
being tried on the West Coast (AA, 
April 21), a consumer buys a 
freezer, gets a quantity of frozen 
foods and a discount card good for 
bulk purchases at neighborhood 
grocers. 


@ At the conclusion of the two 
formal talks, the 150 interested 
spectators got their chance to get 
into the fray. Charges and counter- 
charges flew fast and furiously, 
some of them being: 


PRO-FREEZER-FOOD PLANS 

1. The present system is an ar- 
chaic method of food distribution. 
Grocers and distributors are econ- 
omic parasites. 

2. You can’t depend on the re- 
tailer to sell frozen food. Work 
with the people who are selling 
freezers and thereby frozen foods. 

3. A distributor can put stand- 


|ard brands into the home cheaper 


than the grocer. 


ANTI-FOOD PLANS 

1. The distributor cannot sell 
the grocer and the housewife at 
the same time. What grocer will 
want to buy from a distributor 
who advertises “wholesale prices” 
to housewives? 

2. Freezer plans are not as cheap 
as they are advertised to be. 

3. Freezer plans use grade B 
foods. 

One pragmatist in the crowd 
contented himself with the state- 
ment: “Whatever is good for the 
public will prevail.” 

The entire forum took nearly 
four hours. So many guests showed 
up for the meeting that there was 
an overflow at the luncheon. Many 
had to eat elsewhere and then re- 
turn—by which time tables were 
removed and extra chairs were put 
up. 


M. H. Keel Named Ad Manager 
by Shell Chemical Corp. 

M. H. Keel, who has been with 
Shell Chemical Corp., New York, 
in various capacities since 1948, 
has been’ ap- 
pointed manager 
of a newly 
formed advertis- 
ing department of 
the company. In 
making the an- 
nouncement, L, 


V. Steck, v.-p., 
said that the 
company’s rapid 
growth has 


brought about a 
need for greater 
participation of 
advertising and sales promotion in 


M. H. Keel 


marketing its expanding list of 
| products. ; 
Mr. Keel, a native of Leth- 


| bridge, Alta., was graduated from 


the University of Alberta and took 


‘his master’s degree at the Uni- 


versity of Michigan. He joined 
Shell Chemical Corp. in ’48 as a 
member of its advertising and 
sales promotion staff. He will now 
direct the company's advertising, 
publications and sales promotion 
program for agricultural chemi- 
cals, fertilizers, solvents, industrial 
chemicals and plastics and resins. 


MacLean Promotes Daly 

James A. Daly, who has been 
managing editor of Engineering & 
Contract Record and of MacLean 
Building Reports, has been pro- 
moted to general manager of Hugh 
C. MacLean Publications Ltd., 


' Toronto. 
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Advertising Age, May 5, 1952 


Peabody Awards 
Go to 10 Nets 
and Stations 


to invest in the future of news pro- 
grams.” 


He said television is making a} 
great mistake by limiting its news! 


output merely to what some spon- 
sor is willing to pay for. He in- 
dicated that such a policy is ex- 
tremely short-sighted. 

The show stopper at this affair 
was Alistair Cooke, correspondent 
for the Manchester Guardian, who 
was recognized for his “contribu- 
tion to international understand- 
ing” made on his “Letters from 
America” broadcast over the Brit- 
ish Broadcasting Corp. 


® His explanation of the difference 
between the American and the 
British conception of radio: “In 
America, the theory is that people 
deserve to get what’s coming to 
them; in Britain, the theory is that 
the people deserve to get what you 


think they have coming to them.” | 


Mr. Cooke said the average 
American radio listener regards 
“radio as a sort of audible wall 
paper.” 

Announcement of the winners 
was made by Dean John E. Drewry 
of the University of Georgia’s 
Henry W. Grady School of Jour- 


nalism, which, with the Peabody | ¢nough food for a family of four ($1,500 worth) for a year. The con-| 


board of editors, civic leaders, etc., 
administers these awards. Cita- 
tions were presented by Edward 
Weeks, editor of the Atlantic 
Monthly and chairman of the Pea- 
body board. 


8 The winners, in addition to those 
already mentioned: 

Radio educational programs— 
“The Nation’s Nightmare,” a series 
of six CBS broadcasts document- 
ing syndicated crime in the U. S. 
Three of the shows were later re- 
peated. 

Radio youth programs—‘New 
York Times Youth Forum,” 
WQXR, New York. A recorded 
version of this program is carried 
later by Liberty Broadcasting 
System. 

Radio entertainment (non-mu- 
sical) —“Bob and Ray,” NBC. The 
citation did not single out any par- 
ticular show of Bob Elliot and Ray 
Goulding, who work for several 
sponsors, including the Colgate- 
Palmolive-Peet Co. 

Television educational programs 
—“What in the World?” This pro- 
gram originates at WCAU-TV, 
Philadelphia, and is carried sus- 
taining over CBS. 

Television entertainment (non- 
musical)—"Celanese Theater” 
over ABC-TV. 


s Meritorious regional public serv- 
ice by radio and television—to 
WSB and WSB-TV, NBC’s Atlanta 
affiliates, for giving a “practical 
demonstration of how radio and 
television can complement each 
other in the public interest.” Two 
programs cited as “typical of the 
enterprise and originality” of the 
stations were “The Pastor’s Study” 
(AM) and “Our World Today” 
(TV). 

Meritorious local public service 
by radio—KPOJ (Mutual) in Port- 
land, Ore., for such “carefully con- 
ceived and well executed pro- 
grams” as “Careers Unlimited,” 
which cooperates with the public 
schools in finding work for teen- 
agers, and “Civic Theater on the 
Air,” which is designed to increase 
community interest in Portland’s 
Civic Theater, a non-profit group. 


Names Henry DeClerque Inc. 
Henry DeClerque Inc. has been 
appointed U. S. representative for 
the Canadian of the Gulf, Char- 
lottetown, P. E. Island, daily paper. 


Last Minute News Flashes 


Revlon Introduces New ‘Nail Builder’ Set 


New York, May 2—Revlon Products Corp. this week broke a national 
advertising campaign for its new “nail builder” set—a combination of- 
fer of base coat and sealer designed to make nail enamel wear longer— 
with large-space copy in 45 newspapers. In addition, nearly 150 papers 
carried co-op copy. Upcoming plans for the set include newspapers 
and magazines, starting in the fall. William H. Weintraub & Co. is the 
agency. 


Ruppert Brewery Reports Profit, Promotes Four 

New York, May 2—Jacob Ruppert Brewery, which reports a first 
quarter profit of $75,903, compared with a first quarter loss in '51 of 
$247,176, has promoted the following executives to newly created posi- 
tions: J. J. Taylor Jr., to director of marketing; Gerald Frisch, to gen- 
eral assistant to v.p. for sales and marketing; Ben Mitchell Jr., to 
manager of distributor sales, and J. L. Conner, to manager of metro- 
politan package sales. Ruppert last year turned a $1,500,000 deficit into 
nearly $500,000 net profit with the introduction of new Knickerbocker 
| beer and a stepped-up ad program, through Biow Co. 


Fair Trade Bill Comes Before House May 7-8 


WASHINGTON, May 2—House Speaker Sam Rayburn announced today 
that the House will take up fair trade legislation Wednesday. Debate is 
expected to continue into Thursday, with the final vote Thursday. 


_B.V.D. Plans Campaign in ‘Collier's’ and ‘Look’ 

New York, May 2—The B. V. D. Co. will use color pages in maga- 
zines like Collier’s and Look from September to Christmas to push 
| its fall line, including a greatly expanded number of sport shirts. TV 
spots are also planned. Hirshon-Garfield is the agency. 


Armour Plans Contest; Other Late News 

\@ Armour & Co., Chicago, will use color pages in June issues of the 
| following magazines to promote its canned meats with a $46,000 prize 
| contest: American Family, Better Living, Everywoman’s, Family Cir- 
cle, Look, Western Family and Woman’s Day. The contest will also 
| be promoted with ads in 93 newspaper supplements and comics sections. 
| First prize will be a trip for two to “anywhere in the world,” plus 


| test runs from May 15 through July 6. 


e John B. Holmes, formerly with Movie Advertising Bureau in Chi- 
|cago, has been named advertising manager of Hertz Drive-Ur-Self 
Stations Inc., Chicago. He replaces B. J. Oos, who resigned. Before 
joining Movie Advertising Bureau in 1950, Mr. Holmes was media 
director for McCann-Erickson, Chicago. 


e Meredith Publishing Co., Des Moines (Better Homes & Gardens and 
Successful Farming), is buying the radio and TV facilities of KPHO, 
Phoenix, for $1,500,000. KPHO is the sole Arizona TV outlet. The sale 
is subject to FCC approval. Meredith also owns WHEN, Syracuse TV 
outlet, and WOW-TV, Omaha. 
| 


|@ People Today, which has been appearing minus advertising, has 
named Frank Bellucci, formerly with the Edwin Byrd Wilson Advertis- 
ing Agency, New York, as advertising manager. Alex Hillman, pub- 


lisher, said Mr. Bellucci will “explore the field of advertising” for the | 


magazine. 


|@ The Coca-Cola Bottling Co. of Hartford, Conn., is running ads of- 
fering a 12-bottle carton of Coca-Cola. “So easy to take home. So wel- 
come when it gets there,” reads the copy. 

|@ Paradize Products Corp., Fairview, N. J., has appointed Wesley As- 
| sociates, New York, to handle advertising, merchandising and new 
product development of the Paradize line of moth products and cleaning 
preparations. Conti Advertising was the previous agency. 


‘L. A. Times’ Publishes 


Extra Local Section 


Los ANGELES, May 1—The Los 
| Angeles Times is now publishing 
jan extra section each Sunday for 
|distribution to its San Gabriel 
Valley subscribers. 

The paper put out its first San 
|Gabriel section April 6 with 30 
pages, although original plans for | 
the supplement called for only 16 
pages. The second edition, April 
13, was 24 pages and carried ads 
for about 80 advertisers in the 
area. 

Circulation for the section is | 
about 96,000 in 43 communities. | 
|The Times estimates that there 
are 635,000 residents altogether 
in the area, which includes such 
cities as Pasadena, Santa Anita, | 
Alhambra and Pomona. 

The Times has assigned a spe- 
cial seven-man staff to assemble 
the weekly section, which is patter- 
ned after the Chicago Tribune's | advanced to divisional retail staff 
Metropolitan sections. The San) managers. Mr. Hassett began his 
Gabriel Valley edition is devoted| career with the Chicago Tribune 
exclusively to local news. | in 1928 and joined the Sun in 1942. 

Although the paper is apparent-| Mr. Preston began with the old 
ly well satisfied with the response | Times in 1929. Mr. Engelhart and 


it has received from local adver- a Tin ae — 
tisers so far, it has no immediate | 5# thie siemgaye Take apsagg 


;the formation of the Sun-Times 


‘Chicago Sun-Times’ Boosts 
Five on Advertising Staff 


The Chicago Sun-Times has 
promoted Gabe Joseph to adver- 
tising manager. He joined the pa- 
per in 1941, previously having 
been with the advertising staff of 
the Chicago Tribune for 12 years 

The four other promotions are: 
Paul J, Hassett, from manager of 
general advertising to retail ad- 
vertising manager; David A. 
Preston from automotive manager 
to manager of general advertis- 
ing, and Marvin Engelhardt and 
Charles Kleinert, who have been 


Hassett Preston 


Joseph 


plans for expanding the service to | have been concentrating on depart- | named head of the new client serv- 


other areas. {ment store advertising. 


83 
Wilson's Bulletin 'Midwesterners Form 
Pharmaceutical Ad 
brio Club, Elect Officers 
Franch fel Curcaco, April 30—Following 


/ the pattern set by Philadelphia and 
New York groups, midwestern 
ml medical admen have formed the 


Midwest Pharmaceutical Adver- 
tising Club. 

More than 60 representatives of 
pharmaceutical houses, medical 
agencies and allied publishing in- 
terests met here to launch the or- 
ganization. The first formal meet- 
ing was held April 23 when offi- 
cers were elected, and Richard 
Crisp, director of research, Tat- 
ham-Laird, spoke to the assembled 
admen. 

Officers elected: W. Burton 
Lord, J. B. Roerig & Co., Chicago, 


sng hand w any budget 
TO HEAT WHLSOM'S CERTIFIED FRAMEFURTERS 
1 Drop into tanting water cover ond put aut heat Let stand seven munnee 
te warm \nrough 
2 OF geotly heat in & mppy bartmowe sauce 
31 out-otdours ether 
fire, oF shake fi wae popcorn 
Pe a you Lowe them veer glow ing cunt unt! brosed 
4 Ben! under heated oven brover 


on stacks and bro over 
=e a 


+e and mest combination thats just 
WOON D-E-R-F-U L' My how the iamily gathers round 


president; M. M. Dalby, Irwin 
Neisler & Co., Decatur, Ill., v.p.; 
Edward L. L. Miles, Ames Co., 
Elkhart, Ind., treasurer, and R. 


Blayne McCurry, Abbott Labora- 
tories, North Chicago, Ill., secre- 
tary. Mr. McCurry is handling ap- 
plications for membership, and 
John L. Scott, G. D. Searle & Co., 
Chicago, is chairman of the mem- 
bership committee. Milton G. Pe- 
terson, Industrial Advertising As- 
sociates, Chicago, is chairman of 
the public relations committee. 


NO. 699—This Wilson 

appearing in 135 newspapers May 1, 

is the next-to-the-last column in a series 

that will end May 8, after 700 consecu- 
tive weekly insertions. 


& Co. bulletin, 


e Mr. Crisp’s talk, “More Profits 
Through Advertising-Sales Cone 
trol,” concerned the value of mare 
ket research. He told the club that 
before an advertiser embarks on 
a program of market research he 
should be sure its results will save 
him at least three times the cost 
of the research itself. ; 
| Product and market research a 
| essentials, he said, adding that “t 
| man who sets himself up as an in 


Wilson ‘Retires’ 


Its 14-Year-Old 
Weekly Column 


| CHicaco, May 1—After 700 con- 
| secutive weekly appearances, Wil- 
|son’s Weekly Bulletin will disap- 
| pear from the pages of 135 of the 
nation’s newspapers after May 8. 

Wilson & Co. feels that the 270- 
line food service column has done 
a tremendously effective public 
relations job for the meat packer 
and for its products. 


| pert on his own product is headi 
for trouble.” 
| Mr. Crisp presented several ca 
| histories for the new club and said 
| “1g you are doing your advertisin 
thinking in terms of four or fiv 
| years ago, you had better dust o 
your ideas.” Research has foun 
that the old idea that the public 
|average mental level is that of 
| 14-year-old is obsolete, he sai 


56 eel aoa : People can no longer be expect 
But it will be retired in favor of 1, believe extravagant claims 


a more forceful advertising effort P 

: aa . : sing. 
aimed at specific markets, which | pavertioing 
Wilson thinks will be more effec- | Sie ee hol 
tive from a sales standpoint. © Eligibility for membership in t 

Since it first appeared in No-| @dclub, Mr. McCurry said, is r 
vember, 1938 (it was only a single | Stricted to those in advertising or 
column then, and was called Wil-| Sales promotion work or as rep- 
son’s Weekly Memo), the company | Tesentatives of firms a 
has spent $4,650,000 in space costs | devoted to advertising and sales 
alone on the column. | promotion activities directed to the 
medical profession. 

The next meeting of the club has 
been set for May 21. On June 11, 
as the American Medical Assn. 
Rector, famed restaurateur, to|Comvenes in Chicago, the group = 

, . 7 . sar an ¢ oss by ‘ h ; 
guide it. Each column bears the | hear oe address a De ae a 
sub-head “from the Rector Kit-| Cum® the association’s president. 
chens” and contains the following: | P ’ 
(1) some general comments on the | Thomson Buys ‘Independent. 
particular Wilson meat product Names Phillips Publisher 
featured; (2) a recipe using that Roy H. Thomson has purchased 
product, and (3) an illustration of|the St. Petersburg Independent 
the completed dish. | from Ralph Nicholson by acquir- 

Because it had run the bulletin | ing all of the stock va pene 
continuously for 14 years, Wilson | 1: He oe Se sein ? tke ction 
felt a word of explanation regard- | ————— _ —" 
ing its abandonment was in order.. wr Thomson announced that, 
So Don Smith, the company’s ad-| outside of the appointment of Mr. 
vertising and sales promotion man- Phillips as publisher, no changes 

ager, sent letters to the ad man- would be made in the newspaper's 
| agers of all 135 papers on the list, pone eee oe pte 
i i " executive positions *wspa- 
Smee Boel a ee pers in Miami, Birmingham, New 
Ewell & Th be Aasoctates. Chi Orleans and Washington, and was 
oat Wilson's oaince, amkanias a —— a 
| CABO, . Ys 8 - dependent when the newspaper 
nated the idea for the weekly bul- was owned by L. C. Brown. 
letin. 
Oxford Paper Boosts Stupp 
| Allen Joins Crosley TV Chester Stupp has been pro- 
James Allen, formerly city edi- moted to manager of sales service 
| tor of the Cincinnati Post, has been by Oxford Paper Co., New York, 
} y r 
|appointed promotion manager of effective May 1. He has been with 
television for Crosley Broadcasting | the company since 1933. His ap- 
Corp., Cincinnati, He succeeds| pointment relieves Harold M. 
Frederic Gregg, who has been Annis, manager of product de- 
velopment, who also has been han- 
dling sales service. 


s The bulletin was changed from | 
single to double-column width) 
when Wilson got the late George 


ice department. 
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Advertising in the Test Stage 


Reynolds Metals to 
Push Aluminum Paint 
in Cincinnati Test 


Loursvi.te, April 29 
Metals Co. will launch 
sive newspaper 
drive for aluminum paints 
cinnati on May 11 

The campaign will break with a 
four-color spread in the magazine 
section of the Sunday Cincinnati 
Enquirer (see This will be 
followed, at one-week intervals 
for nine weeks the following 
ads in the paper: two-color 
pages; three 1,000-line b&w 
and three 500-line b&w 

The radio portion of the test 


Reynolds 
inten- 

radio 
in Cin- 


an 


and spot 


cut) 


by 
same 
ads, 


ads 


campaign calls for 15 spots per 
week for four weeks, also starting 
May 11, on Station WKRC. Both 


20-second and one-minute spots 


will be used 


Reynolds reports that it has 
‘ 
: ’% ' 
— 
; i" t ‘ 
_ 
f \e* 
a t go ge" 
; er) 
S we 
a 
“s “a e 
=, | “i decided to 
| use GAS 
D,. ] . . » because | reach the men 
“a in gas companies who have 
za the authority to buy — the 
t same men | send my salesmen 
- to contact. It is therefore easy 
i for me to coordinate sales and 
4 ; advertising programs for the 
5 ; most effective results.” 
_ 


. and because GAS has 


Largest circulation, with 92%, to 
individuals in Gas Companies. 


More complete coverage of the 
billion dollar gas utility and 
pipeline industry. 


Circulation Verification is Two 
Fold. 96.53%, Verified byC.C.A. 
for list accuracy. 93% Verified 
for Readership by independent 
audit. 


Authoritative editorial coverage 
backed by 26 years experience 
features the know-how and why 
of methods and techniques, 
which means high readership 


ww 


More editorial and advertising 
pages per issue than any other 
Gas Industry Publication 


_ 


A circulation increase of 79% 
in 10 years has kept pace with 
the growth of the industry 


v 


Lowest advertising rate per 
thousand circulation, plus com- 
plete industry coverage 


Write for Latest 


received favorable reaction from 
paint suppliers in Cincinnati on 
the proposed campaign. Most deal- 
have agreed to cooperate in 
pushing “Liquid Aluminum,” the 
trade name for aluminum paints 
and asphalt-aluminum coatings 
made by several leading paint 


ers 


manufacturers 

Reynolds will supply paint mak- 
ers with aluminum foil labels 
which have space for the manu- 


facturer’s trademark 

The company also has prepared 
merchandising kits for  partici- 
pating paint manufacturers and 
jobber salesmen. These kits con- 
tain window streamers, advertis- 
|ing poster reprints, window spots, 
shelf price strips,-hand-out folders, 
lad mats and other sales helps. 


® Reynolds decided on this cam- 
paign when it became apparent 
that defense requirements on 
aluminum were easing, thus free- 
ing some of the company’s alumi- 
num powder and paste processing 
facilities 

Promotions similar to the Cin- 
} cinnati test are slated for several 
key markets, and should start 
within a month or two. However, 
no definite announcement on fu- 
| ture tests will be made until Rey- 
|nolds evaluates the results of its 
| initial test. If these tests are suc- 
cessful, and if Reynolds can make 
sufficient pigment, it will conduct 
a national campaign. 

Price, Robinson & Frank, Chi- 
cago, handles advertising for 
Reynolds’ pigments, packaging and 
industrial parts. 


TESTS BENCH MEDIUM 

OrTtTawa, Ont., April 29—Bench 
advertising is being tested by Ot- 
tawa Paint Works Ltd. as a new 
| medium for selling its paint prod- 
ucts 
The benches are being used for 
| the first time in localities around 
Toronto. The message, which ap- 
pears in five colors, carries a spring 
“paint-up” theme. 

The choice of the medium is the 
result of a continuing study of ad- 
vertising media conducted by the 


company in cooperation with its 

agency, James Fisher Co. Ltd., 

Toronto. 

STARTS ONTARIO TEST 
KITCHENER, ONT., May 1—Dare 


ey, Aikin-McCracken, Toronto, has 

started a three-city test on Dare’s 
| biscuits 

Galt, Guelph and Kitchener pa- 

| pers are carrying 800-line ads that 

| feature a “Biscuit of the Month.” 

be introduced 


|}A new biscuit will 
j}every fourth week. 
Exporters Reelect Rork 
The Export Advertising Assn. 
has reelected Charles F. Rork, ex- 


|port sales manager of Electric 
| Auto-Lite Co., Toledo, president. 
|Also reelected were A. M. Mar- 


| tinez, v.p. of Melchor Guzman Co., 

treasurer; Walter R. Bickford, 
managing editor of Export Trade 
and Shipper, secretary. George H. 
Giese, v.p. of the international di- 
vision of McCann-Erickson, and 
| formerly 2nd v.p., was elected Ist 
v.p. John C. Spiers, ad manager of 
the international division of Stand- 
ard Brands Inc., New York, has 
been elected 2nd v.p. 


Names de Kolb Art Director 
Helena Rubenstein Inc., New 
York, has appointed Eric de Kolb 
art director. Mr. de Kolb has been 
associated with Rubenstein’s for 
four years as art director of Gouri- 
elli, the companion line of men’s 
toiletries. He retains these duties 
as well as his new appointment. 


Appoints Emerson-Rogers 

Rab Electrical Mfg. Co., New 
York, has appointed Emerson- 
Rogers, New York, to direct its ad- 
vertising. The company makes in- 
dustrial vapor-proof, explosion- 
proof fixtures and floodlights. 


Biscuit Co., through its new agen-! 


ow’ 1 Soomag Coat of keno OO sa x 100 ts test Tes tome 


il 


- 


{/uminum 


For Underrndt of 


ALL-OUT FOR ALUMINUM-—This four-color spread in the magazine section of the 
Cincinnati Enquirer May 11 will kick off a nine-week test campaign in that city 
by Reynolds Metals Co. for “liquid aluminum” paints. 


‘Lousy Selling’ May 
Cause a Depression, 


‘Sales Execs Learn 


New York, April 29—The only 
|thing keeping the U.S. from a 
recession now is government de- 
fense spending, according to Frank 
Mansfield, director of sales re- 
| search for Sylvania Electric Prod- 
ucts. 

And if we have a real depression 
anywhere from one to three years 
from now, it will be caused by 
| “lousy selling,” he said. 
| Mr. Mansfield spoke at a lunch- 
}eon sponsored by the Sales Ex- 
ecutives Club of New York for 
members of the American Market- 
ing Assn. Three speakers used as 
their theme: “Fact-finding and 
Merchandising That Make More 
| Sales.” 


@ In his talk, Mr. Mansfield said 
| the major problem for research 
| today is “not how to make or de- 
sign your product, but how do you 
sell the stuff.” He said an inquiry | 
made among 20 leading manufac- 
turers indicated that only 2'%¢ of 
every research dollar goes into 
finding out how to sell. 

Douglas Leigh, president of 
Douglas Leigh Inc., briefly traced 
the origin and growth of his frozen | 
orange juice product, Flamingo. He | 
termed the frozen juice field as 
“unstable and over-glamorized” | 
and subject to unexpected price | 
fluctuations. However, he plans to} 
continue Flamingo indefinitely be- 
cause of the opportunity: only 24% 
of the nation’s housewives buy | 
frozen orange. 


|@ Ted Cott, v.p. of the National 
| Broadcasting Co., said “statistics 
too often replace intuition” and| 


cautioned that researchers must 
| realize that figures have to be ap- 
|proached with imagination and 
courage. He underscored the idea 
that the prevailing spirit of Ameri- 
ca is “freedom to choose”—whether 
it be a product, a radio program, 
or a way of living. 


| Holds Production Session 
The Advertising Agency Pro- 
duction Men’s Club of Chicago will 
sponsor a one-hour session for 
}art directors and production men 
‘on May 14. Three speakers at the 
short session will discuss “Control- 
}ling the Variables in Letterpress 
Printing.” They are F. E. Church 
| and George F. Meyers of Time Inc. 
and William Burgard of J. W. 
|Clement Co., Buffalo. Following 
the program there will be an ex- 
hibit of photographs that appeared 
in Life during the past 15 years. 


Ties in Grain Belt with Beer 
Minneapolis Brewing Co. is ty- 
ing the grain belt area (Minne- 
sota, the Dakotas, Iowa and Wis- 
consin) into its latest campaign for 
Grain Belt beer. A 16-page color 
comics book called “The Heritage 
of America’s Grain Belt” has been 
produced for the brewer by Artext, 
Minneapolis. The book will be dis- 
tributed free at point of sale. Bat- 
ten, Barton, Durstine & Csborn, 
Minneapolis, is the agency. 


Northern States 


Power Conducts 
Good Will Drive 


MINNEAPOLIS, April 30—The 
Northern States Power Co. is beat- 
ing the bushes in the four-state 
area it serves with a folksy good 
will campaign. 

Purpose of the campaign is to 
promote the not-always-popular 
utilities in small towns and rural 
areas. Each week the power com- 
pany takes its “Home Town So- 
cial” show to one of the communi- 
ties it serves. Then, on the follow- 
ing Sunday, it features the same 
community on its “Your Home 
Town” radio program on Station 
WCCo. 

The road show doesn’t try to sell 
anything other than good will, and 
the parent company keeps hands 
off. The local Northern States 
manager strikes the only commer- 
cial note. He hands out free tickets 
to the performance, and introduces 
Cedric Adams, well-known news- 
paper columnist, who emcees the 
program. During the show Mr. 
Adams makes his regular nightly 
newscast over Station WCCO. 

Mr. Adams arrives in each com- 
munity several hours before the 
show is scheduled to start. He in- 
terviews four previously-selected 
townspeople, and records of these 
interviews form the basis for 
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Northern States’ Sunday radio 
show. 
8 The power company feels that 


the double-edged promotion is 
paying off. It acquaints people with 
local managers, as evidenced by 
the fact that scores of phone calls, 
letters and persona! visits usually 
result from each performance. And 
in local weekly newspapers the 
show usually rates a front page 
story. 

On the half-hour Sunday radio 
show the company tries to improve 
its public relations via the com- 
mercials. They stress the plentiful 
power supply in the company’s 
service area, the fact that electri- 
city prices have actually declined 
in the face of the rising cost of 
living, and the number of ways in 
which electricity can save work 
| in the home and on the farm. 
They also stress the teamwork 
| between the company, the co-ops 
| (Northern States serves some 50,- 
| 000 farmers through rural electric 
| co-ops) and the municipal plants 
| in bringing electricity to the farms. 


Campbell-Mithun, Northern 
States’ agency, terms the “social” 
}and “home town” program one of 
the most successful public rela- 
tions jobs it has ever attempted. 


National Tea Buys 6 Stores 
National Tea Co., Chicago, has 
purchased six food stores in Du- 
luth. The stores formerly were 
operated by Northwest Piggly Wig- 
giy Co. The stores will be operated 
under the National Tea name. 


A $15 BILLION MARKET 
AT YOUR FINGERTIPS! 


Don’t Ignore It — SELL It! 
Cash in! Get your share of the huge $15 
billion Negro market! Reach them in 
their homes, sell them the way they like 
to be sold—through their own Race pub- 
ications, the newspapers and ma 
they feel closest to, respond best to! 
Negroes are loyal to their publications— 
be sure your product is in them; sure 
you get your share of the market! $15 
billion! Negroes spend this much every 
year on every conceivable product! Don't 
overlook this market—it's right under 
your nose! For full details write Inter- 
state United Newspapers, Inc., 545 Fifth 

ve., N. Y., serving America’s leading 
advertisers for over a decade. 


f, 
ONE EXAMPLE: Seiis*uhe cresm of this 
rich market, you can't beat the New C 
read by 1,500,000 Negroes in 42 states each 
week. Color comics, magazine section, and news 
section help make it America’s most 
weekly newspaper. Tell Negro—you'll sell 
the Negro! Act now! 


FRanklin 2-5854 


America’s finest 


photoengraving plant 
Collins, Miller & 


Hutchings wwe. 
207 North Michigan, Chicago 
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March Sales of Chain Stores 


‘Mid-Continent Opens 


—_——WMarch—__——___— % Gain 3 months — — % Gain + 

1952 1951 1951 or Loss Longest Ad Drive 
pe nehe on es snesesme 6 nero + 43 P | Tusa, April 29—-Mid-Continent 

i" ' a . B ~ 
Jewel ...... 16,484,368 16,036,842 + 2.8 9,808, 48,359.951 + 30| Petroleum Corp. has opened the 
= arr 80,801,410 77,822,168 + 4.0 238,969,758 226,845,694 + 5.0 single ad campai ever 
National Tea oy 782533 | SIR BD 1 19 «| 81288993 84: 268.730 — 3.6 | ONBCSt “’ re P ~~ -iaaataay 
seer agi dec 110,900,378 97,926,003 +13.3 326.168.951 285,019,359 +14.4| put behind its D-X gasoline. 

Grose Total 5.968.689 $220,097,842 + 7.2 § 202, $ 644.493.7348 + 80, ‘The drive will run nine months. 
Mail Order using all media in the 13-state 
‘Sears, Roebuck $199,821,879 $215,068,134 — 7.1 § 378,125,038 $ 391,065,385 — 3.3 ,. eagene te Mid-C : 

iegel 11,301,449 ~ 13,938.326 —18.9 27,246,791 31674.068 139 Marketing area of Mid-Continent. 

Group Total $211,123,328 $229,006.460 — 7.8 $ 405.371.829 § 422,739450 —41 The program was introduced to 
Drug Chains sales executives in meetings held 
Peoples ....... ..$ 4,497,479 §$ 4,208,299 + 6.9 $ 12,953,774 $ 11,845,679 | 
Walgreen ..... .. 14,353,481 — 14,434,123 — 0.6 42,364,812 41.091,5 

Group Total .... $ 18,850,960 $ 18,642,422 + 11 $ 55,318,586 $ 52,937,212 
Variety and Miscellaneous 
Adam Hat Stores ..$ 1,164,002 $ 1,481,470 —214 $ 3,359,052 $ 4,020,011 
American Stores Co. 35,280,499 37,849, 3: 6.8 510,451,526 460,285,216 
‘Beck, A. S. 3,764,226 5,269,189 —28.6 8,938,943 10.866,147 
Bond Stores 6,507,153 7,760,050 —16.1 17,922,894 18,440,111 
Butler Bros. .. . 344.623 10,226,869 — 8.6 26,151,014 29,604,118 
*Diana Stores Corp. 1,650,728 1,853,145 —10.9 14,228,026 12,928,293 
Gamble- “Stogmo . 8,927,887 9.235.634 — 3.3 25,337,215 27,272,993 
Grant, W. T. . 18,103,213 21,293,820 —15.0 46,733,408 49,110,548 
Grayson-Robinson 

Stores .......... 8,036, 9,290,678 —13.5 18,817,780 20,113,630 ' 

‘Green, H. L. . 7,420,246 9,041,241 —17.9 13,951,160 15,263,721 — 8.6 
Howard Stores Corp. 2,542 3,197,433 —20.5 6,394,330 7,292,820 —12.3 | 
—— Dept. 

_. rr 4,709,446 5,392,667 —12.7 8,537,577 9,309,166 — 8.3 
Kinney, ‘GR. Go. 2,970,000 4,021,000 —26.1 7,035,000 7.886.000 —10.8 
Kresge, S. S. .. 2,651,600  26,717.277 —15.2 62,855,926 63,956,862 + 1.7 
Kress, S. H 12,715,315 14,656,671 —13.2 5,899, 36,905,011 — 2.7 
Leer Ayre 10,096,172 13,407,912 —18.7 18,837,648 20,387,607 — 7.6 
McCrory ........ 7,612,153 8,489,214 —10.3 20,905,081 21,039,975 — 0.6 
‘McLellan’ Stores 4/114.265 4.559.931 — 9.8 7,802,945 7,750,656 + 0.7 
Melville Shoe Corp. 6,927,690 9,037,249 —23.3 16,742,461 18,578,808 — 9.9 
Murphy, G. C. ... 650.8 13,910,120 — 9.1 34,757,029 33,042,129 + 5.2 
National Shirt Shops —1,154,01) 37.209 — 6.7 3,186, 3,052,286 + 4.4 
Neisner Bros. ...... _ 4,315,910 5,317,399 —18.8 11,594,323 12,423,656 — 6.8 

ey 11,438,630 186.424 — 6.1 31,395,936 30,559,920 4+ 2.7 
Penney, J.C. ...... 69,888,678 78,542,667 —11.0 189,229,765 198,564,102 — 4.7 
*Shoe Corp. of 

America ........ 3,538,244 4,374,663 —19.2 10,182,286 10,688,854 — 4.7 
*Sterchi Bros. Stores 922,304 959,474 — 3.9 —— | = 
Sh “2 500-719 11 bag. 702 +a38 *Joeages «= hoseass 4323 

jite’s lo Stores . 5 + Ns . + 32. ee) i 52 é 
Woolworth, F. W. "662, 58,512,027 — 141217011 148.928.3868 + 21 Jast week in Tulsa, Terre Haute, 

Group Total - $340, 99.880 $388,747,976 = $1,715, 350" 148 $1,312,477,513 +30.7, Ind., and Waterloo, Ia. 

ombined | “ 

eee $806,142,817 $856,494,700 — 5.9 $2.872.153,528 $2,432,647,909 +181, “No, All Gasolines Are Not 


*Not included in totals. ‘Two month figures. °E 


Five weeks and 13 weeks. “Twelve month figures. 


ight month figures. "Four weeks and 13 weeks. | 


Williams Oil-O-Matic Introduces Gas Unit, 
Increases 1952 Ad Expenditure to $250,000 


BLOOMINGTON, ILL., April 30—; 
Anticipating a trend to gas heating. 
Williams division of Eureka Wil- 
liams Corp. is introducing a Gas- 
O-Matic unit this year to go with 
its reguiar Oil-O-Matic. 

The automatic gas-fired unit is 
now being imtroduced to dealers in 
a series of 19 regional meetings. At 
a Chicago area meeting today, 
Williams officials told AA that the 
company’s 1952 ad budget has been 
boosted 15% to $250,000. 


® For the first time in many years! 


Williams is using weekiies to pro- 
mote the Oil-O-Matic. A March 
issue of Life carried an ad and 
other weeklies—not yet deter- 
mined—will be added later in the 
year. Henry L. Hemipstead, execu- 
tive v.p. of Casler, Hempstead 
& Hanford, the Williams agency, 
said the company will continue to 
take space in the shelter maga- 
zines. 

Mr. Hempstead also reported 
that Williams ads have been run- 
ning in 35 roto sections around the 
country. 

Very little promotion is planned 
this year for the gas heating unit. 
A. F. Ward, sales manager of the 
Gas-O-Matic department, explain- 
ed to AA that Williams is just 
starting in this field and will aim 
first at industry acceptance before 
tackling the consumer market. 
Trade papers will be used, plus 


direct mail and some dealer adver- |! 


tising. 


es Mr. Ward predicted that 1952 | 2"? as the chairmanship of other 


will be the year in which gas heat- | 
ing units outsell the oil type. 
the past few years they have been 
running neck and neck. In 1951, 
610,000 automatic gas units were 
installed, compared to 692,202 in- 
stallations of oil heat. 


Mr. Ward said the increased use | 


of gas heating resulted from the 
greater supply of natural gas made 
possible by the new pipelines from 
Texas. However, he does not see 
gas capturing the market from oil. 
He expects sales to vary by local- 


ities, according to the available | , 
| Brooklyn maker of specially fab- 


supply of gas and the price dif- 
ferential between oil and gas. 
Eventually, said Mr. Ward, rates 
will be equalized and “the two will 
compete side by side—with con- 


For | 


sumer preference deciding the is- | 
sue.’ 


# C. S. Stackpole, Williams divi- 
sion v.p., toid the dealers that 1951 
was the third best year on record 
for residential installations of oil 
heat. And he predicted that 1952) 
will be another good selling year. | 

“This is the year of the sales- 
man,” he stated, “and never before 
has he been more important in the | 
automatic heating field, with the | 
market being the buyers’ type i 
now is.’ 

He reported that at the end of 
the year 11,492,289 American 
homes had automatic heating. Oil 
installations accounted for 49.8% 
of this figure, with gas accounting 
for the rest. 

Williams dealers were urged by 
sales executives “to forget about 
price” and concentrate on quality 
in their selling. They were told 
that while the Oil-O-Matic might 
be undersold, its superior make 
gives dealers “a tremendous com- 
petitive advantage.” 


Accept Sawyer Resignation: 
Scott, Buddle Carry On 


The board of directors of the 
American Assn. of Newspaper | 
Representatives last week voted) 
unanimously to accept the resigna- 
tion of Sawyer-Ferguson-Walker 
Co. from the association (AA, 
April 28). 

The board announced that it was 
decided last January to alternate 
the chairmanship of the food edi- 
tors conference in the same man- 


|AANR committees is rotated, To 
effect this change, the board said, 
it was decided to appoint two co- 
chairmen—Don Scott of Svolaro, 
Meeker & Scott, and Charles Bud- 
dle of J. P. McKinney & Son—to! 
work with Mr. Sawyer, who has} 
headed up the committee since its | 
inception. With the acceptance of! 
Mr. Sawyer’s resignation from the 
association, these two will now 
take over direction of the food edi- 
tors conference. 


Baltic Metal to Shivell Inc. 


Baltic Metal Proaucts Co., 
ricated sheet metal cabinets and 
housings, has appointed Kirk B. 
Shivell Inc., Ridgewood, N. J., 
and New York, to direct its ad- 


vertising. 


Alike”—this is the big pitch in the 
copy prepared by Mid-Continent’s 


agency, R. J. Potts-Calkins & Hold- 
en, Kansas City, Mo, 

The two-color ads 
appear in 58 newspapers 
D-X “is a different, better gaso- 
line because it contains a special 
‘X’ lubricant.” 


8 Linked with this theme is the 
slogan, “Today’s Giant Value”— 
a different gasoline which “costs 
no more than ordinary gasoline.” 
A huge giant flexing his muscles 
illustrates this slogan. 

Point of sale signs—specially 
prepared for the campaign—will 
be used by the 6,000 D-X dealer 
stations. 

In addition, 48 radio stations 
will carry the theme throughout 
the spring-summer-fall drive. 


‘TDO’ Plans to Cover Field 
of Decorative Furnishings 
Through Decorators Only, a 
monthly which will cover the dec- 
orative furnishings field, will make 
its bow in June. Sebastian Sisti, 
publisher, guarantees “that the de- 
signs shown in each issue are un- 
subsidized in any form and that no 
furniture, fabric, lighting or wall- 


covering advertising will ever ap- 


pear.” 

The magazine (8'%x11”"—112 
pages) will accept no advertising 
until perhaps the fourth issue, 
when it will take ads from adver- 
tisers of rugs, china, linens, do- 
mestics, silver, glass and other 
categories, TDO is at 237 Madison 
Ave., New York. 


which will 
claim | 
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Appoints Ray Austrian Agency 

Consolidated Trimming Corp., 
New York manufacturer of trim- 
mings for home furnishings, has 
appointed Ray Austrian & Associ- 
ates, New York, to handle an ex- 
panded advertising and merchan- 
dising program. National consumer 
media will be used. John Gilbert 


Craig Advertising, Wilmington, is 
the previous agency. 
Baird Joins Pearson 

Robert M. Baird, formerly as- 
sistant commercial manager of 


KRLD and KRLD-TV, Dallas, has 
been named manager of the Dallas 
office of John E. Pearson Co., ra- 
dio-TV station representative. He 
succeeds H. W. Maier Jr., who re- 
cently resigned to join the CBS 
spot sales department. 


Serving 
Dd 10 Millien 
lersons, 
including 
Dd 3 Million 
Farm 


Population 
D Blonket coverage retail lumber, 
building moterial ond cool oa. 


DEALER 


Minnesota, Wisconsin, North oad 
Seuth Dokote. 
tewe 


OWA publication covers \e 
Z 1013 Fourth Ave. Se., Minneapells 4, Minn. 


day night at home. 
“It’s about the best 


“By the time I go to 


quite a beating from 


shears.” 


FREE Sau 
With Your co 
Home Adveiluuny 
Subscription | — --—-— 


“I read Advertising Age every Mon- 


abreast of the news in this business. 
“I usually clip, and save, and route 


the features which appeal to our needs. 


day night your newspaper has taken 


How long is it since you’ve seen a 


whole, unclipped copy of Advertising 
Age? If you have been reading a 


week, it’s very likely taken quite a 


way to keep 
desk. 


bed on Mon- 


the clipping 


Advertising,” a handbook of practical, 


[roo nn - - - - - - - - - - - -- ---- 5 


Advertising Age 


cess in Advertising.” 


My Name 


Complete 
Address 


aa 


+> 


City 


Every Monday night | 
is AA home study 
night for 
RAY 0. MITHUN 
of Campbell-Mithun, Inc. 
om 


routed-around-the-office copy each 


beating before it finally reaches your 


Mr. Mithun has the right idea. Why 
don’t you get hep and have a personal 
subscription sent to your home? The 
coupon below will bring it to you, plus, 


FREE, a copy of “Sagas of Success In 


down-to-earth, clearly written reports 
of proved successes in a variety of 


business categories. 


Dept. MS, 200 E. Illinois St., Chicago, Ill. 


Please enter my 1-year subscription to Advertising Age and mail it 
to my home address. I am to receive FREE a copy of “Sagas 


(] My check for $3 is enclosed 


Suc- 


Zone State 


C) Bill me later 
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TODAY, THERE 1S A BETTER WAY... 


Once, the village smithy was a familiar sight in every town. Today, he has been replaced by modern assembly line 
methods... just as yesterday’s space-buying has been replaced by more scientific media selection. 


Today’s advertising budget produces greater results when you use your Sunday Punch on the most profitable markets. 


The families in 7 states in the primary FIRST 3 Markets area account for 30% of all U. S. retail sales. FIRST 3 Markets 
Group reaches 52% of all these families. 


There is a better way to sell your product... use 
The group with the Sunday Punch 


New York Sunday News 
Chicago Sunday Tribune 
Philadelphia Sunday Inquirer 
Rotogravure + Colorgravure 

Picture Sections « Magazine Sections 


New York 17, N. Y., News Building, 220 East 42nd Street, V Anderbilt 6-4894 Chicago 11, Ill, Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 . Los Angeles 17, Calif., 1127 Wilshire Boulevard, MIchigan 0259 
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